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‘Direct operation is best,’ ‘Give me the jobber route,’ 
Says Elliott of Sohio Says Richfield's Meeder 


Direct vs. Jobber Distribution... cece > 


An NPN exclusive 








Standard Oil Company of California loading rack at Stockton 
illustrates simple installation of Brodie BiRotor Meters and flow 
control valves in swivel loading arm, with overhead piping. 


SWIVEL ARM 
METERING 


simplifies both piping design and loading operations 


e Clean platforms provide maximum safety @ Readily removable measuring element can be 
and freedom of operation taken out without disturbing existing piping 


Rugged strength of all-steel welded housing Counter readings readily visible from point 
enables meter to become integral part of of delivery for safe accurate control of load- 
swivel loading arm ing operation 

Double case meter construction avoids any 


chance of distortion in measuring element For maximum latitude of piping arrange- 


Smooth balanced performance eliminates vi- ment, investigate Brodie BiRotor Meters to- 
brational effects on piping day. 


ALL-SFEEL 


Bropie Bik” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES 1H ALL PRINCIPAL CLIVES 





An NPN exclusive , 


* We want everyone 
to get a bigger piece 


Ethyl believes that the bigger the market, the bigger everyone’s piece 
can be. That’s why we’re working to expand your market two ways. 


1. The ‘Drive More” program, spear- 
headed by Ethyl Corporation, is designed 
to create more sales of all products and 
services sold through service stations. 
Ethyl contributes powerful national ad- 
vertising and has prepared a host of sug- 
gested promotion materials for oil and 
automotive companies. And, of course, 
we shall be glad to help in organizing in- 
dividual promotions. 

2.The premium gasoline market gets 
special attention, as it has for more than 


thirty years. Ethyl’s award-winning 
‘Road Bird” campaign is aimed at cre- 
ating a bigger market for premium gaso- 
line. These amusing advertisements work 
hard to make people realize: “‘It’s smart 
to use premium gasoline.”’ 

These are but two of the services Ethyl 
has developed to help you in your mar- 
keting operations. However, they are both 
outstanding examples of how you get 
more—and better—antiknock service 
from Ethyl. 


ETHYL CORPORATION 


New York N. Y. 
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Provent costly vapor loss with presswrized 


tank vents 


There’s a vapor saving OPW Tank 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your IN- 
VESTMENT against vapor loss 
due to product expansion and tem- 
perature variation. Weighted to 
specifications, OPW Tank Vents 
trap and hold vapors and release 
only at set pressures, insuring max- 
imum protection and dollar divi- 
dends. Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 


ed 


OPW MANUFACTURES VENTS FOR MOST SIZES AND TYPES OF TANKS 


No. 209 


2 
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SMALL HOME STORAGE TANKS 
FARM SKID TANKS 
UNDERGROUND STORAGE TANKS 
ABOVE GROUND STORAGE TANKS 





HEL 


Send for the OPW Tank Venting and 
Emergency Relief Recommendation Chart! 


OPW CORPORATION me 2735 COLERAIN AVE. * CINCINNATI 25, OHIO 


a 


Kirby 1-5400 
VALVES e FITTINGS e ASSEMBLIES 


FOR LIQUIDS HANDLING’ INDUSTRIES 
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290,000 MILES 
Nba Aine mechanical fpilune - 


S. S. United States, world’s fastest passen- 
ger liner, 100% Mobil Lubricated! 


162 times across the Atlantic almost four 
years of continuous service . . . highest average speed 
of any passenger liner-—30.6 knots between Ambrose 
Light and Bishop’s Rock—and never once a slow- 
down due to mechanical wear or failure! That’s the 
impressive performance record achieved by the 


S.S. United States, Atlantic Blue Ribbon winner. 
Since her maiden voyage in July, 1952, the giant 
liner has protected her main engines and auxiliaries 
through more than 20,000 hours of operation with 
world-famous Socony Mobil lubricants. 

You can count on outstanding performance from 
your car with famous Mobil products. Stop at your 
Mobil dealer, for Mobilgas, Mobiloil and expert, 
friendly service. 





SOCONY MOBIL OIL COMPANY, 
IN LUBRICATION FOR NEARLY A CENTURY 


LEADER 


INC. 


Affiliates: General Petroleum Corporation, Magnolia Petroleum Company 
NEW YORK 4, N. Y.—26 Broadway « CHICAGO 5, ILLINOIS—59 E. Van Buren St. ¢« BALTIMORE 18, MARYLAND—1914 North Charles St. « MILWAUKEE 1, 
WISCONSIN—907 South First St. « KANSAS CITY 13, MISSOURI—925 Grand Aves. e¢ DETROIT 32, MICHIGAN—903 West Grand Bivd. e« ST. LOUIS 8, MISSOURI— 
4140 Lindell Blvd. e« DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CALIF.—General Petroleum Corp., 612 S. Flower St., 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation 


NATIONAL PETROLEUM NEWS ° August, 1956 





NPN Staff 
HARRY WADDELL Publisher 


FRANK BREESE ae .....Editor 
Epwarp H. DeHart ......Managing Editor 
F. C. STURTEVANT. .TBA/Equipment Editor 
J. P. Mosuer, Jr. .... Market Director 
VirGiIL B. GUTHRIE ...... Associate Editor 
JOHN T. BETHELL .......... News Editor 
CORNELIUS BRODERSEN. ..East Coast Editor 
ANTHONY M. ASTRACHAN.. Editorial Asst. 
RICHARD C. SCHROEDER.... Editorial Asst. 
Doris E. WELLS.... Editorial Asst. 


WILLIAM A. CAPERELL, JR. Art Director 
CATHERINE P. SpuRR ...... Editorial Asst. 


Other McGraw-Hill 
Petroleum Publications 
PETROLEUM WEEK 
PETROLEUM PROCESSING 
PLATT’s OILGRAM NEws SERVICE 
PLATTY’s OILGRAM PRICE SERVICE 


NPN Editorial Office 
330 W. 42 St., New York 36, N. Y. 
Phone: LOngacre 4-3000 


NEWS BUREAUS 


Washington—Nat'! Press Bldg. Republic 7-6630 
ANDREW R. PatLa, N. B. MUSSELMAN, 
DEAN REED 


Chicago— 520 N. Michigan Ave. Mohawk 4-5800 
FRANK HOLMAN . . Midwest Editor 
Detroit—s56 Penobscot Bldg. Woodward 2-1793 
HOLGER RIDDER .. Automotive Editor 
Houston—724 Prudential Bldg. Jackson 6-128! 
MARVIN REID .. .. Southwest Editor 
Los Angeles—|i25 West éth St. MAdison 6-935! 
RICHARD R. ELWELL .... West Coast Editor 
Atlanta—s0! Rhodes-Haverty Bldg. Jackson 3-2425 
A. R. HENRY, FRANCES RIDGWAY 
Cleveland— i510 Hanna Bidg. Superior 1!-7000 


ROBERT E. CocuraNn, Gus J. DaLLas, RUTH 
NELSON 


San Francisco—és Post St. Douglas 2-4600 
M. C. RALSTON 

Correspondents—FRANK PITMAN, Denver; 
C. E. Wricut, Jacksonville 

McGraw-Hill World News Service—JOHN 
WILHELM, Editor, Bureaus in Bonn, London, 
Mexico City, Paris, Tokyo, Rio de Janeiro 


Economics Department—DEXTER KEEZER, 
director; RoBpert P. ULIN 


BUSINESS STAFF 

New York 

Wo. J. PaRKIN . . Advertising Sales Manager 

Ricuarp H. Loyer ... Business Manager 

N. F. CULLINAN Promotion Manager 

JoHN E. THOMPSON .. Production Manager 

HELEN L. KELLER ... Advertising Make-up 

GeEorGE REID (Houston) .. Assistant to the 
Publisher 


District Managers 
ATLANTA oe ear 2 William Lanier 
CLEVELAND & Detroit ... Walter G. Berger 
CHICAGO ......... George C. Hodgson 
DaLias & Houston .... Douglas C. Billian 
Gordon Jones 
Los ANGELES .......... Peter S. Carberry 
New York & Boston .... James B. Dunn 
PHILADELPHIA . Charles J. Jefferis 
SAN FRANCISCO William C. Woolston 


August, 1956 * NATIONAL PETROLEUM NEWS 





Behind Our Headlines 


THEY TELL WHY 


Jo xPoNents of two completely different forms of market- 

ing distribution are featured this month in NPN. They 
are S. H. (Sam) Elliott, marketing vice president of 
Standard Oil of Ohio, and Fred H. Meeder, president of 
Richfield of New York. Richfield is a 100% jobber- 
distribution company, while Sohio conducts its business 
almost entirely on direct operation. 

Mr. Elliott and Mr. Meeder explain the thinking behind 
their distribution set-ups in exclusive NPN articles that 
bring out advantages, disadvantages and the underlying 
philosophy of the two systems. It is true that few com- 
panies hold to an absolute system—most of them use 
something between the two extremes. Because distribution 
has been subjected to many changes in the past decade, 
we felt it was time to take a fresh look at the systems. 

This is made timely, too, by the continuing discussions 
about the trend to direct operations, the relative efficiency 
of varying methods and speculation about the future of 
the jobber. 

We don’t pretend that the articles will answer all ques- 
tions. We are certain, though, that they will help condition 
the thinking of interested marketers, because Mr. Elliott 
and Mr. Meeder speak with the authority that comes from 
long, close experience. 

The idea for the feature came out of a lunch chat be- 
tween Ed DeHart, managing editor, and Marvin Reid, 
Southwest editor. It starts on p 92, and true-to-life sketches 
of the two men begin on p 191. 


MORE TO COME 


N COMING ISSUES, we plan to publish information about 
other types of marketing distribution. The thinking 
behind them is reviewed periodically, in light of changing 
factors. Even though most of our readers are familiar with 
the different distribution set-ups, many indicate that in- 
formation about the thinking would be welcome. 
You may find this useful, too. So watch the table of 
contents in future NPNs to help you locate them. 


COLD-WEATHER PLANNING 


UGUST HEAT makes winter seem a long way off. But 
alert marketers are thinking about cold weather al- 
ready. In an opinion poll taken not long ago, readers who 
want seasonal information told us they would like to have 
winter preparation material in August or September. 
That explains why we are publishing some cold-weather 
tips in mid-summer. Wipe your brow and turn to p 128 
for them. 
FRANK BREESE, Editor 
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A Red Seal meter user since 1940, Mr. Herbert Geldbach, Pres. of 
Geldbach Petroleum Company of St. Louis, Mo., states his case: 


“Daily Figures Check Right to the Gallon” 


One of Geldbach’s first Red Seals, still accurate 
after years of profitable service, was recently 
modernized with new Print-O-Meter register. 


-» WITH RED SEAL METERS 


ON ALL TRUCKS 


Geldbach Petroleum Company, one of the first to use Print-O- 
Meters in the St. Louis area, switched to Red Seal tank truck 
meters exclusively because, Mr. Geldbach states, “they are 
most accurate and trouble-free.” Every one of the 18 meters 
purchased is still in dependable service with accuracy so close 
Mr. Geldbach states he is able to “check out” his daily figures 
right to the gallon. 

Prove to yourself what sustained accuracy can mean to your 
pocketbook. Keep accurate records of inventory and of meter 
maintenance costs. You'll soon be satisfied only with Red Seals 
... for trucks and loading racks alike. 


NEPTUNE METER COMPANY 


19 West 50th Street. New York 20, N. Y. 




















‘What 

Red Seal 

Meters Are Doing 
For Others 


Operators of big transport trucks report Red Seal meters most 
accurate and economical for stock control . . . particularly in 
key-stop service and on hauls making several drops: Meters 
eliminate high cost of multiple compartment tanks. 
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Typical fueloil truck makes 2800 sales and handles $75,000 of 
your money every year. Sustained accuracy and low mainte- 
nance are main reasons why Red Seal meters are used by more 
fueloil dealers than any other make. 


Neptune Remote Control Meters . . . now 11 years old at Island 
Petroleum Corporation’s terminal . . . load 400 trucks a day! All 
operations are firmly under control of one man inside the office. 
Some of these Red Seals have registered over 100 million gallons, 
with excellent record for sustained accuracy and low maintenance. 





“LP-Gas losses and leakages seldom leave any clues except an 
empty cash register. Our answer has been to put ticket printing 
LP-gas meters on all our tank trucks,” says Y. L. Markins, Markins 
Butane, Henderson, Tex. 


Neptune’s Unit Replacement 
Plan, which permits you to 
make your own on-the-spot re- 
pairs, is supplemented by 
prompt, skilled nationwide 
jobber service. Back of it all 
is a network of fully equipped 
Neptune branch offices like 
this one at Los Angeles. 








Strongest, safest hose for 
aircraft fueling and defueling 


N° danger of burst here! That's the 
strongest, safest aircraft hose 
made. It’s B. F Goodrich Type 40, used 
by Allied Aviation Fueling Company 
at New York International Airport. 

Every known safety feature has been 
built into this hose. Two braids of 
rustproof, stainless steel wire, plus one 
of cotton, give extra strength without 
making the hose stiff and bulky. Every 
length is factory-tested to 1000 pounds 
psi. The recommended working pres- 
sure is 250 pounds. 

The special braid reinforcement pre- 
vents collapse or permanent kinks even 


when strong suction is used in defuel- 
ing. Safe and sturdy as it is, this hose 
is also flexible, easy to handle. It keeps 
its full round shape at all times, and 
the 2-inch size permits fueling as fast 
as 200 gallons a minute. Hose handles 
either high octane aviation gasoline or 
jet fuels without swelling. 

The cover is smooth, no ridges to 
snag on rivets or sharp edges. And 
it's tough — oil and gasoline won't 
hurt it, nor will exposure to all sorts 
of weather. 

B. F. Goodrich aircraft fueling hose 
meets all NFPA proposed specifica- 


tions as tentatively approved by the 
CAA, major airlines, and insurance 
underwriters. Call a B. F. Goodrich 
distributor for more information, or 
write B. F. Goodrich Industrial Products 
Company, Dept. M-708, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Senator Humphrey 


To THE EDITOR: 


Senator Humphrey (NPN — June 
*56, p96) is extremely able and has 
acquired a very complete understand- 
ing of the problems connected with 
petroleum marketing, but I gather that. 
like the rest of us, he has no “approved 
solution.” 

DwiGHT T. COLLEY 

Vice President 

The Atlantic Refining Co. 
Philadelphia 


To THE EpITor: 


I hope that everyone who reads the 
Humphrey article will recognize the 
typical tactic of the demagogue, that 
of avoiding specific solutions to spe- 
cific problems. Those decisions are left 
to management, people who have to 
run their businesses to make a profit. 

I think Senator Humphrey’s answers 
fairly typify what happens under 
government regulation. The regulated 
business either finds itself having to 
operate under an impossible directive 
or directives so conflicting or confus- 
ing that no one can follow them. 

The most ominous comment by the 
Senator is that regarding government 
financial assistance to operators to 
purchase their stations. In my experi- 
ence, the sound business judgment and 
operating responsibility of service sta- 
tion dealers is usually in direct propor- 
tion to the size of their investment in 
their business. If the government sets 
up a giveaway plan for the independ- 
ent ownership of service stations like 
they have in public housing, we will 
really have to contend with a dilly of 
a price market. 


ARTHUR C. STEWART 
Vice President 

Union Oil Co. of Calif. 
Los Angeles 


Commission Stations 
To the Editor: 


I was extremely interested in your 
article explaining the reasons “Behind 
the Move to Commission Stations” 
(NPN—July ’56, p93). 

My reaction is definitely against 
this trend. I believe that the integrated 
companies should curtail their direct 
marketing activities in every way 
possible and my reasons in the retail 
end of the sale of gasoline are about 
the same as those applied to jobbers 
in the wholesale end. 

Salaried or commissioned market- 
ing operations cannot develop the in- 


centive that individual merchants 
display. The stimulation is not com- 
mensurate. 

Furthermore, such relationships are 
bound to result in dissatisfaction. All 
of the advantages of free enterprise 
are on the side of the local business- 
man. 

The five factors in favor of jobber 
operation, in comparison to salaried 
operation at the wholesale level, apply 
equally to the dealer at the retail level: 

Prestige of local ownership; 

Ingenuity of individual management; 

Freedom from government control; 

Better relations with labor; 

Healthier competitive conditions. 

Local price disturbances will crop 
up in any area, but controls and 
captive outlets are frequently apt to 
worsen these conditions. My recom- 
mendations would always be for the 
maximum percentage of individuals 
running their own businesses. 

John Harper 
Harper Oil Co., Inc. 
Long Island City, N. Y. 


To THE EpITor: 

You are to be congratulated on your 
alertness and the complete coverage 
given the subject which I know in- 
volved a great deal of research. It is 
an article like this which makes your 
publication practically a “must” for 
our industry. 

Marc F. BRAECKEL 
Vice President 
Sinclair Refining Co. 
New York City 


Pate Oil’s Story 


To THe EDITOR: 


This is an excellent case study 
(NPN—July °56, p98) for any job- 
ber who wishes to grow strong and 
rich. Mr. Pate used courage in the de- 
pression when others were confused. 
His belief in America brought him 
bargains. He built the business by 
thinking first of the consuming cus- 
tomer. 

Next, he built a dealer organization 
by conferences. Then, he worked for 
the community. He used local advice 
on all matters. This led to a most ef- 
fective advertising program .. . 

L. T. WHITE 
Cities Service Petroleum, Inc. 
New York City 


Battery Guarantees 


To THE EDIToR: 
Our company feels quite strongly 
about the extended battery guarantees 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


EVER-TITE Dust Protectors 





(NPN—June °56, pl19) which are 
now prevalent in our industry. We be- 
lieve they are fraudulent and lead the 
consumer into a false sense of security. 
Our industry’s product does a tre- 
mendous job and makes a substantial 
contribution to the car industry, and a 
much more positive approach could be 
taken to demonstrate the work our 
product does rather than to use such 
chicanery as unrealistic guarantees. 


AAA figures indicate that there are 
about 10-million service calls a year 
for battery and other electrical fail- 
ures. If the average service call costs 
$3, then the motoring public is paying 
$30-million a year extra for batteries 
on which he gets nothing but incon- 
venience. Extended guarantees could 
very well encourage an increase in this 
number of battery service calls be- 
cause of the customers’ false sense of 
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Kool Kooshions ~~ 


sell fast fo 
Keep seats COOL! 


Keol Keoshions :eolly sell during 
hot summer days! And only genuine Kool 
Kooshions have the exclusive “slant coil” 
construction that gives wonderful soft- 
ness and perfect ventilation for both seat 
and back. Vinyl coated fabric resists 
wear, scuffing and mildew—wipes clean 
quickly, easily. 

Kool Kooshion’s handsome tailoring and 
crisp, smart colors compliment newest, 
finest car interiors—brighten up older 
cars. 

Kool Kooshions sell faster because they 
look better, sit better, last longer. 


FRONT OF 7 
__STORE 


FRONT OF 
COUNTER 


WITH OTHER 
DISPLAYS 


ij 


are your Kool Kooshion 
sales makers “out front’... 
winning quick impulse sales? 


onother quality 


1732-1742 N. W. Fifth Street 
Oklahoma City 4, Oklahoma 


security. If this happens, extended 
guarantees are certainly contrary to 
the best interest of the motoring public. 
N. R. FARSJE 

Ass’t Vice President 

Gould-National Batteries, Inc. 

St. Paul 


Wrong Word 


To THE EDITOR: 

In the June issue of NPN, page 102, 
there appears a reference to our com- 
pany in these terms, “L. Sonneborn 
Sons, the lube and grease compound- 
ers.” It might appear that we merely 
blend purchased oil. The fact, of 
course, is that we manufacture our 
Amalie motor oil from the ground up 
at our Franklin, Pa., refinery. 

WILLIAM E. HOYER 
L. Sonneborn Sons, Inc. 
New York City 


Jobber Margins 


To THE EpITorR: 

My personal feelings about the 
suggested sliding scale for jobber 
margins (NPN—July ’56, p. 141) differ 
somewhat from the proposal adopted 
by NOJC, but I do feel if the major 
oil companies adopt the NOJC pro- 
posals, a step will be taken in the right 
direction. 

I feel that the jobber should not be 
forced to participate in price declines 
because, in most cases, the jobber can 
ill afford to work on reduced margins. 
As a jobber-marketer who has been 
subjected to intermittent price wars 
extending over a period of six years, 
it has been my observation that most 
jobbers have neither started such 
wars nor contributed to their con- 
tinuation. 

During the period of a price war, 
a jobber’s actual expenses frequently 
increase, with the result that his net 
margin is considerably less—particu- 
larly when he is called up by his 
supplier to take a reduced margin. 
Such increases are caused by the 
dealer’s reluctance to accept full 
transport loads of gasoline because 
of the uncertainty of price conditions, 
thereby causing the distributor to make 
more numerous deliveries for the same 
quantity of gasoline being sold by the 
dealers. 

It is my firm conviction that a 
jobber who is engaged in marketing 
gasoline on an ethical scale should 
not be forced to work on reduced 
margins when price conditions far 
beyond his control cause a price war. 
The proposal as advanced by NOJC 
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may represent a step in the right | 
direction, but this is a problem that 
each individual jobber will have to 
work out with his supplier. 
W. H. Roru| 

Dahl Oil Co. | 

Norwich, Conn. | 


The Turbine Engine 
To THE EDITOR: 

Relative to General Motors’ XP-100 
experimental car (NPN — June °56, 
p134), it would not surprise me to 
awake some morning to find that the 
development had been accelerated in 
the same manner and with the same 
degree of success that occurred in the 
field of television. In the immediate 
post-war days, it was forecast that 
comparatively few homes would have 
sets by 1950 and that colored televi- 
sion would arrive in 1960-65, 

The turbine engine will bring its 
problems to our industry, but the in- 
dustry has faced worse adjustments 
and accomplished them satisfactorily. 
I have faith that my successors will 
handle the turbine problem when it 
arrives. 

J. E. NILAND 

Manager, Operations and Engineering 
Humble Oil and Refining Co. 

Houston 


Aluminum For Trucks 


To THE EpitTor: 

You carried an interesting discus- 
sion entitled “Stainless Steel for Oil 
Trucks” (NPN June 56, p132), a very 
comprehensive appraisal. However, 
this statement appears, “aluminum .. . 
is frowned on by fire underwriters.” 
According to the information that I 
have been able to secure, the leading 
fire underwriters of the U. S. place no 
premium on the insuring of aluminum 
tanks over and above carbon steel or 
stainless steel tanks. 

BLAIR R. GETTIG 
Aluminum Company of America 
Pittsburgh, Pa. 


Mr Gettig is right. NPN erred in that 
statement and regrets the misinformation. 


You are more than welcome to 
write—if you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 

Write to: Editor, National Petroleum 
News, 330 West 42nd St., New York 
36, N Y 


Every Drop of 
Canfield Premium 
HDM Motor Oil is 


IT’S YOUR BEST BUY IN SOLVENT 

REFINED ADDITIVE TYPE MOTOR OIL 

Write, Wire or Phone Now for the Complete 
Quality and Profit Story. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis,-Pa., Cleveland, Ohio, Jersey City, N. J., Memphis 
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EACH ATTENDANT has a register insert key, an added protection of this modern National. 


“Modern Chahonal System 


saves us*1100 a year... 


pays for itself every 8 months!” 


—Leidigh Service Station, Cedar Rapids, Iowa 


‘Before we installed our National 
System,” writes Mr. Leidigh, ‘“‘we were 
experiencing serious cash shortages al- 
most daily. We discussed our problem 
with a National representative and 
worked out a plan using the National 
Gallonage Control Register. It’s the 
best investment we ever made! 

“We now get tight control over sales 
because our National automatically 
records both the quantity of gasoline 
pumped and the total sale. This means 
we are able to balance the register and 
meter readings anytime and locate 
even a fraction of a gallon that hasn’t 


been recorded. 

“Our National has a detail audit 
tape that gives us a daily record of 
sales by department—gas, oil, labor, 
tires and tubes, and accessories. This 
itemized information has proved in- 
valuablein cutting inventory costs and 
increasing profits. 

“Bookkeeping time per day has 
been reduced to a matter of minutes 
because our National prints a separate 
record of charge sales and paid outs 
that does not affect the cash total. 

‘With all these benefits, our modern 
National System easily saves us $1,100 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


THE LEIDIGH SERVICE STATION, Cedar Rapids, 
Iowa, where a National System has eliminated 
cash shortages and increased profits. 


MR. RAY F. LEIDIGH, owner, who tells below 
the valuable control his National System has 
provided. 


a year, which means it pays for itself 
every 8 months.” 

Your nearby National representa- 
tive will be glad to show you how you 
can cut your service station costs and 
increase profits with a National 
System. Call him today. He’s listed 
in the yellow pages of your phone book. 


| #TRADE MARK REG. U.S. PAT. OFF, 
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Money-Making Ideas 


Mobil dealer A. W. McGivney, 
Pasadena, may have an answer to 
trading stamps. A big sign on Mc- 
Givney’s drive announces “WE Give 
U.S. Postage Stamps.” The station 
gives the stamps at the rate of 3¢ per 
dollar of purchase. McGivney reasons 
that the plan ought to be successful: 
most people need stamps and rarely 
have them when they want them; cus- 
tomers can use up the stamps as they 
get them and not have to bother with 
coupon books; customers know the 
exact value of the discount they are 
getting. (Post Office reports there is 
no regulation against such use of 
stamps. ) 

g 


A 15-inch latex rubber playball is 
being offered by American Oil Co. as 
part of a lube promotion package. 
American Oil provides the playballs in 
minimum quantities of 36, along with 
window streamers, mats and postcards 
featuring the playball as a free gift 
with a lubrication job. 


$ 

California, source of many stunts, 
now reports a grand opening for a 
service station telephone booth. For 
a week any motorist could register 
his name and be eligible to win one of 
three prizes—each prize being a long 
distance telephone call to any point 


in the United States. The publicity 
brought in a nice boost in gallonage. 


$ 


When prizes are part of a grand 
opening or similar promotion, they can 
be doubly effective if bought from 
local merchants. A Carter dealer in 
Cody, Wyo., Walter Hoffman, bought 
two bicycles, a diamond ring, and 
merchandise certificates from local 
stores. Then he arranged for the mer- 
chants to fit up their shop windows 
with reprints of newspaper ads 
promoting his celebration. Carter 
merchandising man A. M. Penners, 
who helped Hoffman stage the event, 
reports that two out of three of the 
town’s residents visited Hoffman’s sta- 
tion during the opening. 


$ 


Using flashlights without batteries 
as a giveaway premium with each 
eight gal. of gasoline resulted in the 
distribution of more than 900 flash- 
lights at the Hawthorne, Cal., Mobil 
station operated by Dick Albers and 
Lyle Nichols. Over a three-day week- 
end the partners tripled gasoline gal- 


lonage. And they picked up some 
incidental profit by selling batteries to 
most of the customers who came in 
for the free flashlights. 


$ 


Purolator Products offers a handout 
promotion card that carries a message 
about the damaging effect of abrasive 
particles inside the engine. A patch of 
black grit, similar to that found on 
sandpaper, is cemented to the surface 
of the card. The message starts: “This 


much abrasive could wreck your | 


engine.” 


$ 


Dealers should recheck the station 


first aid kit from time to time. Also it’s | 
well to keep all first aid supplies in one | 
spot, replace each item as used, and | 


put up near the station phone the num- 
ber of the nearest doctor, ambulance, 
hospital, fire station and drug store. 


$ 


Don’t tell a customer how much | 


tread he has left on his tire, says 


Standard of Indiana dealer Thomas P. | 
Neuman of Appleton, Wisc. After | 
you’ve measured the depth of the tread | 


Jeft on the tire, always tell him how 


much of the tire life is gone. For | 
example, if you say that 30% of the 


tread is left, the customer invariably 


decides not to buy now. But if you | 
say that 70% of the tread is used up, | 


it sounds more serious. 


$ 


Twenty-eight salesmen and commis- 
sion agents made a tour of new sta- 
tions recently in Socony Mobil Oil 
Co.’s Philadelphia area. Sales mana- 
ger William H. Sager rented a bus and 
arranged the trip. En route, staff men 
discussed each station in turn, explain- 
ing every step involved in Socony’s 
Planned Distribution Survey, from 
site selection to final lease. In four 
hours the group traveled 90 miles and 
made 21 stops. Each man had a 


chance to learn why specific locations | 
were picked, what they cost, and how | 


the stations turned out in actual opera- 


tion. 
A Canadian marketer offers dealers 


and their employes a 25¢ bonus for 
new credit card applications, payable 


when the customer makes his first | 


credit purchase. The scheme puts 
added emphasis on active credit card 
accounts, shows the dealers the value 


of incentive plans. a 
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NEW IDEA to 


XMAS GIVE-AWAY and 
GOODWILL BUILDER 


PERSONALIZED 
PRIVATE LABEL 
DROP OILER 


Squeeze type 
plastic dis- 
penser measures 
5%" long x 
y" dia. 


Say “Merry Christmas” 

to your customers with 

this practical, inexpensive 

gift that everyone needs. Let us 

imprint YOUR name on our clear, clean 

plastic dispensers containing highest qual- 

ity general-service oil. Or if you have your 

own specialized lubricants, we can pack- 

age them for you too, with your own per- 

sonalized imprint. Low cost, different, ap- 
preciated by everyone. 


LUB-A-KIT MAKES A HIT 


Handy plastic pocket case holds three spe- 
cialized lubricants for every lubrication 
need — indoors, outdoors, in all seasons. 
YOUR imprint embossed in gold on trans- 
parent kit cover. Just the thing for the 
motorist, sportsman, housewife. 


" 


Attractive 
Lub-A-Kit 
measures 


1 i," tt 5%" 
x 5" 


Santa Claus can't wait — time NOW to 
write for complete information, quantity 
prices and delivery schedules. 


PANEF MFG. CO.,INC. 


Milwaukee 1, Wisconsin 








DOUBLE YOUR ISLAND SMLES 


BRINGS OIL AND TBA OUT TO THE CAR WHERE CUSTOMERS ARE 





23 
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BOOST OIL AND TBA 
SALES... SEND IN 
THIS COUPON TODAY 


ISLAND JILERCHANDISER 


Places merchandise in front of every mo- 
torist in station ... builds impulse buying 
... boosts oil ratios and TBA profits. 


ILLUMINATED DISPLAY CASE for TBA 
items with constantly revolving turntable 
to attract attention. 


PROFIT BUILDING OIL RACK keeps oil at 
customer’s eye level . . . proper grade of 
oil always at arm’s reach of attendant. 


QUICK DISPOSAL OF “EMPTIES” in snap- 
open door on side of cabinet. Cans drain 
automatically into salvage oil can. . 

then drop into easy removable wire basket. 


SALES HARMONIZED APPEARANCE... 
compact unit (57” high, 2334’ wide, 
1814" deep) designed to match pumps... 
available in matching colors . . . trimmed 
with stainless steel. Display case and oil 
rack lock at night with self-contained lock. 


Get this lube oil and TBA salesman that 
is always on the job for you. Turns your 
island into a treasure island of profits. 


THE WAYNE PUMP COMPANY 
Salisbury, Maryland 


TAMPERPROOF 
SELF-LOCKING 
CABINET 























L 





EASY DISPOSAL 
OF EMPTY 
OIL CANS 


Please send literature describing Wayne Island Merchandiser. 





NAME 





ADDRESS 
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“Too often a supplier who starts 
talking about some controversial area 
of marketing does it with a single pur- 
pose—he wants to justify every last 
one of his present practices. Naturally 
when he’s shouting at the top of his 
voice, he can’t even hear what the 
jobber has to say, which usually is 
plenty. But then too often the jobber 
does exactly the same thing on his 
own. He’s just as determined that he’ll 
make the supplier see the light, or at 
least he’ll die trying. What should be a 
give-and-take exchange of ideas turns 
into a slam-bang, name-calling free- 
for-all. Everybody loses.” Dwight F. 
Benton, vice president, Standard Oil 
Co. (Indiana). 


69 


“When interstate roads are being 
surveyed, don’t try to outsmart or out- 
guess the highway engineers by pur- 
chasing a piece of property hoping it 
will be in a good location. The engi- 
neers may change the right-of-way 
survey several times before final ap- 
proval. They may change the point of 
entrance to the service road even at 
the last moment, and you would be 
stuck with an unproductive piece of 
property.” Robert E. Bryan, Bryan- 
Smith Oil Co., Fayetteville, N. C. 


69 


“We all know we are in a tough, 
heartbreaking, competitive business 
that can break you faster than it can 
make you. You have got to realize 
that we are the lousiest public rela- 
tions men it is possible to be. We 
have got to start winning friends and 
influencing people, and we are start- 
ing a lot later than we should be.” 
Jake L. Hamon, chairman, American 
Petroleum Institute. 


69 


“It’s probable only a return to a 
better balance of supply and demand 
will produce a price structure allow- 
ing the jobber to make a profit on 
commercial business.” Otis Ellis, gen- 
eral counsel, National Oil Jobbers 
Council, at the May meeting. 


69 


“I believe that petroleum demand 
during the next 20 years will be sup- 
plied by products of the types we now 
have, although the share that each 
product now has of total demand may 
change considerably. Some new prod- 
ucts will undoubtably be developed, 
particularly in the chemical field 
where the volume is relatively small 
in terms of total petroleum outlet, but 


is large in terms of the total supply of 
chemicals.” C. L. Burrill, chief econ- 
omist, Standard Oil Co. (New Jersey). 


69 


“They say that every five years 30% 
of our customers move away and are 
replaced by newcomers who do not 
know our companies or our services. 
M. H. North, advertising and sales pro- 
motion director, Oklahoma Natural 
Gas Co. 


69 


“The passenger car driver is going 
to have to pay about $7 a year in ad- 
ditional taxes for his share of the fed- 
eral highway program. If he is driving 
now on obsolete highways—and he is 
a rare driver if he isn’t—his savings 
are going to be at least one cent a mile 
when he can drive on modern high- 
ways. If he drives an average of 9,000 
miles a year, his savings will be around 
$90 a year. Therefore, his net will be 
$83 a year.” William S. Lampe, Editor, 
Pittsburgh Sun-Telegraph, before the 
U.S. Chamber of Commerce. 


69 


“We have, I feel, a responsibility to 
educate, to inform our own employes, 
jobbers, dealers and their families re- 
garding the petroleum industry. Two 
million informed oil people should 
certainly be effective in telling our 
story. If the public knew our story, we 
would have nothing to worry about.” 
Reid Brazell, president, Western Pe- 
troleum Refiners Assn. 


69 


“Farm collections are running be- 
hind general collections, which are 
also slowing down. People’s buying 
habits are catching up with them. 
They have over-extended themselves 
on credit.” J. S. Ditch, assistant gen- 
eral credit manager, American Oil Co. 


69 


“T have heard several times that the 
need for the jobber is declining, par- 
ticularly in gasoline distribution. But 
I do not believe the industry can oper- 
ate nearly as well unless independent 
businessmen continue to function in 
oil distribution.” B. W. Pickard, presi- 
dent, California Oil Co. B 


POLITICS 
. . rears its ugly head, injecting a 
new factor into distribution 
see editorial on page 91 
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CAVE TIME 


«RAVE TIRE 


\ 
\ ‘ 


SAVE TIME 


just dial the pressure you want, 
get it automatically! No gauge- 
watching, no valving-off. You can 
air tires in seconds, even in the 
dark! 


‘ 
i 
' 
' 
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‘ 
' 
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* GAVE TIRES 


you get exactly equal pressure in 
each pair or set of tires aired 
for smoother driving comfort, for 
longer tire life! 


There’s no easier, faster, more accurate 
way to air tires in your station than with 
NELSON Equamatic inflators. Why lose 
time and money with outdated equip- 
ment? See your jobber or write us now 
for free literature. 


BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 


15 





The climax to your service for cus- 
tomers comes when you read the com- 
puter and announce the amount due. 
This is when you want a dial face that 
is easy to see from any angle day or 
night. For highest legibility —and most 
modern styling—install SMITHway 
Dispensers—the only dispensers with 
self-contained brilliant illumination. 

Modern styling. Wide-angle visibility. 
Stainless steel scuff plate. PM-2 Meter 
with double warranty. Many additional 
features. See nearest representative or 


write for Bulletin 175. 


Through research SS ...@ better way 


@ & 
GO 8: 2) O 8 AT | oO 


am € FF 8 eR PrRoOoOobwuc¢ctTt s 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1. International Division—Milwaukee 1, Wis. 
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There’s a decided trend to pre-fabrication in the service station field 
today .. . and with good reason. Avoncraft porcelain enamel service 
stations — porcelain inside-and-out, pre-fabricated and ready to erect on 
your site— are a TERRIFIC BUY! Not only do they put you in business 
days sooner . . . but here is beauty, durability and sales appeal that will 
last for many years. Take a good long look at the Avoncraft porcelain 
enamel service stations on this page, and then write .. . 


architectural products 0 it a division of 
\ u AVONDALE MARINE WAYS, INC. 
J (( P.O. Box 1030, New Orleans 8, La. 
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PROGRESSIVE ENGINEERING 
MAKES THE DIFFERENCE 
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DELCO-REMY DEVELOPS 
REVOLUTIONARY NEW 
EXTERNAL ADJUSTMENT DISTRIBUTOR 





Designed especially for present and future high-compression engines, Delco-Remy’s 
trend-setting new external adjustment distributor increases timing accuracy, pro- 
vides greater electrical efficiency and durability combined with unprecedented 
ease of servicing. 


Contact point opening (and hence cam angle) is adjustable through a “‘window’”’ in 
the cap while the engine is running. No special tool is required—just a simple “‘hex”’ 
wrench. The contact point set is a unit completely assembled and adjusted before 
being attached to the breaker plate . . . is easy to replace, in servicing, with a new 
factory-adjusted set, simply by removing two attaching screws. 





Centrifugal advance components have been relocated to a position above the circuit 
breaker mechanism, making it possible to locate the high-rate-of-break cam and 
the high speed breaker lever directly adjacent to the main bearing, for maximum 
rotational stability. The new one-piece circuit breaker plate rotates about the 
upper main bearing on a precision-fit bearing surface concentric with the shaft. 
Because of this new low-friction, concentric-rotating breaker plate, vacuum 
advance performance and hence fuel economy, are improved. 


The new all-weather cap is easy to remove and replace-—even in crowded underhood 
areas—by simply turning the spring loaded latches with a screwdriver. Removal 
of the cap completely exposes the entire distributor mechanism for easy access. 


This all-new design in ignition distributors is another example of Delco-Remy 
leadership ‘‘Wherever Wheels Turn or Propellers Spin.”’ 


DELCO-REMY ° DIVISION OF GENERAL MOTORS ANDERSON, INDIANA 


emy 


PRICAL SYSTEMS 
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Now—Butler Aluminum 
is more profitable than 


three years of design improvements have increased payloads, 
cut unloading time and added strength without extra weight 


Some three years ago, Butler completed the liquid 
transport industry’s first truly successful modern 
alummum semi-trailer tank. It was an important 
milestone, for this one development enabled haulers 
to carry 8 to 11% more payload than the most 
modern steel units. 

Now, the Butler payload story is even better. 
Compared to the first Butler aluminum units, the 
present-day model is 1220 pounds lighter — carries 
200 gallons more than its earlier prototype. 

Three years of Butler “payload engineering” ex- 
plains the difference. For example: lightweight alu- 
minum hose tubes replace fenders, saving 30 pounds 


This Butler Transport was one of the first aluminum semi- 
trailers ever built for liquid hauling. It set new records in pay- 
load and opened up new profit opportunities for progressive- 
minded haulers. But compare it to Butler’s most recent model 
below... 














—bumpers have been replaced by bumperettes— 
landing legs are now aluminum instead of steel— 
rear head stiffeners have been simplified to save 
weight. Yet, with its cylindrical shape, today’s Butler 
Aluminum Transport is stronger, more dependable, 
and easier to maintain than ever. Even the piping 
and valving system has been improved to conserve 
weight, speed unloading and save valuable driver 
time. 

Advanced features like these are your assurance 
that when you buy Butler, you get the most modern, 
most profitable transport on the road—and one that 
will stay ahead in payload and profits for years! 


Millions of miles of road experience plus three years of 
leadership in aluminum transport engineering and fabri- 
cating have made the latest model Butler Aluminum 
Transport the most advanced and profitable on the road. 
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New, advanced 


design features 


boost payload 


200 gallons over 


first Butler units 


NEW CYLINDRICAL DESIGN is the strong- 
est shape that can be used for a transport 
vessel. It requires the least amount of 
metal per gallon of capacity, saves 20) 
Ibs. over elliptical shapes, improves vis 
ibility and reduces side surge. 


NEW VALVING SYSTEM, especially de 
veloped and fabricated of aluminum by 
Butler, saves 140 pounds. Short, large 
diameter passages speed unloading, 
save valuable minutes each stop. 





SHORT TURN-OVER STUBS save 75 
pounds over full-length flashing origi- 
nally used. Wiring and air lines are now 
carried to rear inside stubs and connect- 
ing toe-rails, keeping walk-way clear. 


SIMPLIFIED FIFTH WHEEL STRUCTURE 
saves 100 pounds of weight. Sub-frame 
between fifth wheel and landing legs has 
also been eliminated and sub-frame gus- 
sets omitted. Weight-saving: 75 Ibs. 





GO ALUMINUM 

FOR TOP PROFITS 
GO BUTLER 

AND BE SURE 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
Sy <a Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
€é PRODUY 913 Avenue W, Ensley, Birmingham 8, Alabama 


Dept. 40, 624 S. Michigan Avenue, Chicago 5, Illinois 


Oil Equipment * Steel Buildings * Farm Equipment * Dry Cleaners Equipment - Outdoor Advertising Equipment * Special Products 
Factories at Kansas City, Mo. * Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. * Houston, Tex. * Burlington, Ont., Can. * Minneapolis, Minn. 
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® Rotary’s Pick-Up Pads distribute weight evenly 
. .. grip frame securely 


Design of the Rotary Frame 
Pick-Up Lift minimizes car 
frame and body deflection. 
Weight of the vehicle is evenly 
distributed over four contact 


points. These points are at 


frame ends so that the car 
weight is supported normally, 
without uneven or severe 
stresses. Rotary Safety-Grip 
Pick-Up Pads are made of oil- 


resistant synthetic rubber. 


Rotary Frame Pick-Up 
lifts cars gently ... 
with speed and safety 





Durable rubber pads at four safety pick- 
up points give you these advantages 


¢ Sure, safe gripping action .. . no chance of 
car slipping off lift 

Protection for undercar parts . . . no metal- 
to-metal contact 

More working room car frame sup- 
ported above lift superstructure for easier 
accessibility to all parts 

Lift practically all cars without axle sup- 
ports or adapters 

Fast, accurate spotting of cars over lift 


ROTARY FRAME PICK-UP LIFT 





DO ALL THESE JOBS BETTER AND FASTER 
WITH A ROTARY FRAME PICK-UP LIFT 


Mt @ lubrication lift! ltt a mechanic¢' lift 1 


* Relaxes all spring suspen- ¢ Muffler and tail pipe re- 
sions . . . fittings take the placement 
grease easier, faster ; : 
Saks ; Brake work and tire service 
All fittings out in the open j ars 
and easy to reach Automatic transmission and 
. universal joint service 
Handles all cars . . . pick-up J 


trucks, too All undercar repair jobs 





ees 


ere’s a Rotury Lift for every type of service 


Roll-On Lifts 


WRITE FOR CATALOG AND PRICES 


MANUFACTURED BY 


Kurs ROTARY LIFT COMPANY 


Memphis, Tenn. — Madison, Ind. 
And in Canada: Colville Industries Ltd., Chatham, Ontario 


THE ORIGINAL MANUFACTURER OF HYDRAULIC AUTO LIFTS .. . AND STILL THE LEADER 






























weighs less 
costs less 


Many thousands of dollars a year are 
being saved by users of Gates Barge Hose 
with the exclusive built-in rubber flange. 


With this hose, no steel nipple is required. 
The flange of steel, fabric and rubber is an integral 
part of the hose itself ...and lasts as long. There- 
fore, you save on flange replacement costs. 

You save in another important way too: Be- 
cause the built-in flange reduces over-all weight, 
this hose is easier to handle... saves time and 
labor costs. 

Lighter weight and greater flexibility at the 
connection make it relatively simple for one man 
to hook up by himself. Users everywhere have 
found it more popular than any other type with 
the men who do the actual handling. 


TPA 106 


Built-in rubber flange 
lasts for life of hose 


saves flange replacement costs 


- 
qi: 


gee SvnTHeriC RUBBER 


Be acewstent FLANGE 
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FABRIC OF HOSE 


Diagram shows how flange 


on Gates Barge Hose is 
made a lifetime part of 
hose itself. 






Fabric plies of the hose are 
extended over the face of 
the flange. Synthetic rub- 
ber bonded to this face 
extends back into hose and 
makes a single unit of hose 
and flange. 

The reinforcing wire is 
welded to the flange for 


positive static ences, 








Outlasts other types... 
meets Coast Guard specifications 


Even though it is considerably lighter in 
weight, Gates Barge Hose has repeatedly given 
more hours of working service than other types 
of barge hose in common use. Special engineering 
provides extra built-in strength and durability. 

Gates Barge Loading and Unloading Hose 
(1050SB and 1100SB) meets all working pressure 
requirements. Match this hose against any other 
... check the actual hours of service you get... 
and you'll find you’re saving big money on hose 
replacement costs. 


® 


The Gates Rubber Co., Denver, Colorado. 





ith Built-i 
Gates Barge Hose wvit.ricrs. 
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AND ENGINEERING SERVICE ON 
LIQUID HANDLING EQUIPMENT 


‘ 


FAUCETS, VALVES, LOADING 
ARM ASSEMBLIES, JOINTS, VENTS, 
COUPLINGS, EMERGENCY VALVES 


PETROLEUM, CHEMICAL, PROCESS- 


ING, AVIATION, PETROCHEMICAL 
AND GASOLINE TRUCK TANKS 


Wheaton bulk handling and truck tank 
equipment enjoys a world-wide reputation for 
performance plus wherever liquids are handled 
in volume. For prompt service on 
Wheaton equipment or engineering assistance 
on specific problems, contact a Wheaton rep- 
resentative. Complete ca available on 
request. Please mention type of equipment and 
service for which it is to be used. 


Wheaton Brass Works 
UNION, NEW JERSEY 





DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT THE WORLD 


—_— 
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unquestionably the finest- 


the new GILBARCO 


ner ammeter nna 


PREMI 





modern... 


— as the day after tomorrow, the 
: new Gilbarco SALES-MAKER 
7] ; Lad 5 ' is all new from the base up. Only 
54” high, it features the 

largest gasoline brand identification 
panel ever incorporated in a pump 
— brilliantly lighted and placed 
at the top of the pump for 
greatest visibility. One look at the 
clean modern lines of the new 
Gilbarco SALES-MAKER tells the 
story. It’s a new concept in gasoline 
merchandising equipment that’s 
sure to Sell on Sight .. . help make 
bigger sales in any service station. 


Mono-Frame 
construction. (One- 
piece channel form: 
sides and top of 
pump, eliminating 
corner posts and 
separate top and 
side panels). 

Only 4% feet tall 
(shorter, yet with a 
hose reach of 

14 feet 4 inches). 


Gilbert & Barker Manufacturing 
Company, West Springfield, Mass. 
Toronto, Canada 





SALES-MAKER 





wanted... 


all of the features incorporated 
in the new SALES-MAKER 

have been wanted in gasoline 
pumps for years. They are now all 
provided in one pump... to 
combine the ultimate in design, 
performance, and service, a new 
concept for more profitable gasoline 
marketing. Here are just 

a few of the SALES-MAKER’S 
many outstanding features:— 


e Billboard-type brand 
identification 
(Right at the top of pump... 
brilliantly lighted) 

e Larger, easier-to-read dial 

“ : face 

(Twice as large, designed for 
widest angle visibility) 

e Easy-to-remove, 
two-section panels 
(Both front and rear panels can 
be removed in less than 30 
seconds. Lower panel can be 
replaced if damaged at less than 
full-length panel cost.) 

e Workbench accessibility 
on the island 
(Entire pump is opened for 
inspection and servicing by 
removing door panels.) 








These and many, many more 
new features make the Gilbarco 
SALES-MAKER the world’s most 
modern . . . most wanted gasoline 
pump. Write today for complete 
illustrated brochure. 
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TANK LINES, 


SOMERVILLE, MASS 
LCC. 112988 


“With our Fords, payloads average better than 65% of total weight,”” says Mr. Hurley. 


“Elimination of excess weight accounts for Ford’s high 
payload. Yet Fords are much stronger than many 
heavier and higher-priced tractors. Ford materials have 
always been the best in their class.”” The new F-900 


pictured here gives you a choice of two powerful, gas- 
saving Short Stroke V-8 engines—either the 200-h.p. 
Torque King V-8 or the 212-h.p. Torque King Special 
V-8. New Max. GCW—60,000 lbs. 
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Mr. Hurley is confident that his new '56 F-900's will 
equal or pass the 300,000 mile mark. 


a On “A truck engine takes a beating in my 
ft wa kind of work, but this Ford Short 
va " Stroke engine can really take a lot of 
, q \ punishment and come back for more.” 


ox y \ — \ 
FLAMMABLE — TsiA05: >= ' ————— 
EASTERN | = 


TANK LINES | [mn 
SOMERVILLE. MASS 


2988 


and still going strong 


says Mr. George Hurley, President 
of Eastern Tank Lines. ‘‘Some '51 and ‘52 Ford Tractors 
in our fleet have operated over 300,000 miles and 
are still running 300 to 400 miles a day.”’ 


Eastern Tank Lines, Somerville, Mass., 
is one of the largest over-the-road petro- 
leum haulers in New England. And their 
all-Ford Fleet is among the highest in 
miles registered every year. Each truck 
averages about 75,000 miles hauling pe- 
troleum products between Massachusetts 
and Vermont. 


Here’s what President Hurley has to 
say about his Ford Fleet of 40 Bic Joss. 
“I figure my trucks as a long term in- 
vestment. To pay off, they have to be 
able to take a real beating and give me 


plenty of dependable service. Aside from 
big truck ruggedness—Ford has the 
POWER and GO to take off faster and 
cruise more easily than other trucks 
with bigger, more expensive engines. 
In short—Ford Trucks spell out big 
performance at low maintenance and 
operating costs.” 


When you take everything into con- 
sideration . . . initial cost, resale value, 
operating and maintenance costs, and 
the fact that Ford Trucks last longer, 
you'll agree Ford Trucks cost less. 


FORD TRUCKS LAST LONGER 


Using latest license registration data on 10,502,351 trucks, life insurance experts prove Ford Trucks last longer. 
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An Open Letter To 
Mr. Mike Kolzyk, Service Station Operator 


Mr. Mike Kolzyk 


Cyesiaedpes Service 
REEDAMS TEES. 
Brooklyn 12, N.Y. 


Dear Mike: 


First off, you deserve credit for speaking your piece! If you think 
something's either good or bad, you're the kind of guy who comes right out 
and says So. 


But we have a confession to make, Mike. A few days ago a "customer" asked you 
some questions about the new spark plug with Power Tip -=- made by Auto-Lite. 
Well, that "customer" was really one of our researchers, sent out to find out 
how much service station men know about the new Power Tip. Here's his report 
on his talk with you: 


"I mentioned to Mr. Kolzyk that I understood the Power Tip was 
supposed to run hotter at low speeds to prevent fouling and colder 
at high speeds to check pre-ignition. Mr. Kolzyk's comment was, 
"That's a lot of baloney!" He added that no plugs performed like 
that . .. that I'd have to buy either hot plugs or cold plugs to 
suit my particular type of driving." 





























Mike, we have news for you! Mind you, we don't criticize you for questioning 
whether any spark plug could be made to do a job at both high and low speeds. 
Why, our own engineers spent many months (and a potful of money) before they 
were convinced that Power Tip was as good as it really is! 





But because you're the kind of guy who wants to be right about what you tell 
your customers, we think you'll be interested in what the engineers have found 
out about this new Auto-Lite Resistor Spark Plug with Power Tip: 


Here's their POWER TEST. A late model V-8 engine is run at 
wide throttle with conventional spark plugs, then with 
Auto-Lite Resistor Spark Plugs with Power Tip. Standard 
carburetion and ignition components are used with the 
manufacturers’ recommended timing. Result: Power Tip 
actually shows better power output and performance at all 
speeds than new conventional plugs. 

















Now the FOULING TEST. These recordings are from test equipment 
set up to show how spark plug fouling causes misfiring. Both 
conventional plugs and Power Tip are run through same fouling 
test. The top chart shows serious misfiring recorded during 
test with ordinary plugs. In an identical test, (lower chart) 
new Power Tip continued to operate perfectly with no isfiring. 
That's low-speed performance, Mike. 


Then they test for PRE-IGNITION. On a standard test engine the 
power output is increased until the insulator tip of each 
spark plug being tested becomes hot enough to ignite fuel 
mixture before the spark is fired, (pre-ignition). Results of 
this test prove Power Tip has greater factor of safety against 
pre-ignition than conventional plug with shorter insulator 

tip. Mike, that's high-speed performance. 


And finally comes the "acid test" of Power Tip performance, 
Mike, actual road tests in ‘17 makes of American V-8 cars. 

They ran Power Tip for long hours and thousands of miles in 
heavy stop-and-go traffic and at turnpike speed limits, with 
some cars rolling up as many as 28,000 miles. In these test 
cars, new Power Tip completely confirmed every laboratory test! 


Mike, that proves Power Tip gives top performance at all speeds. 














So now you see, Mike, Power Tip performance isn't "a lot of baloney." It's a 
tested and proved fact that can mean a lot to you through the satisfaction 
your customers will get when you install these new Auto-Lite Resistor Spark 
Plugs with Power Tip in their cars. 


We have a hunch you'll do just that, too. Because when you find something 


that's good for your customers <= as we said -- you're the kind of guy that 
comes right out and tells them -=- and sells them! 


Good luck, Mike! Our research man helped you a little by his purchase of gas 
and oil, but you helped us a lot by reminding us that a lot of "Mikes" need to 
know the facts about Power Tip. Anything but the facts is -=- as you put it -« 
"a lot of baloney." 


Shia 
M. (po Smith, 


Gen'l Sales Manager, Replacement Sales 


AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY ° TOLEDO 1, OHIO 













and developmen 
pioneers filter 
progress! 


Scientists and engineers 
design and test new 
improved filtration systems 


at FRAM INSTITUTE 


The Fram Institute of Advanced Filter Re- 
search and Design at Dexter, Michigan, 
is the leading research center of its kind 
in the world. Here, Fram scientists and 
engineers are engaged in a continual 
study of new filtration methods and 
materials . . . testing new filter systems 
in the giant Fram Dust Tunnel and in 
actual test car operations. FRAM engi- 
neers also work closely with automotive 
manufacturers in designing and develop- 
ing special filter systems to exact specifi- 
cations and requirements. 
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Man-Made Dust Storms! 


Here in the world's only full scale dust tunnel, Fram 
engineers create choking dust conditions to test and 
compare filter efficiency. Wind, dust concentration 
and dust particle sizes ore carefully controlled. 
Tunnel is large enough to accommodate even trucks 
and buses. 


Test Results Prove Filter Value 


Test runs range in duration from 41% to 40 hours, 
after which the engine is completely disassembled 
and each part carefully weighed and studied. The 
amount of wear on vital parts such as rings, bearings 
and cylinders determines the efficiency of the filter 
being tested. 


Tests Lead to Improved Designs 


At the drawing board, test findings shape new and 
improved filter designs for even greater engine 
protection. This never-ending project of research, 
testing and design at the Fram Institute is your guar- 
antee of the finest in filtration. 


The Fram Institute is an outstanding example of how 
scientific research can spearhead technical progress— 
but have you considered its impact on TBA sales? 
FRAM’S great engineering center offers your TBA 

line 3 important advantages: (1) the most advanc- 

ed filtration products on the market (2) complete 
original equipment inventory (3) quality tested 
products backed by the strongest guarantee 

in the industry. Find out how FRAM can pro- 


fit your TBA in many other ways too. For 
complete information, write, wire or 
phone: FRAM CORPORATION, Provi- 
dence 16, R.I. 


FRAM CORPORATION, Providence 16, R. I. 
Fram Canada Ltd., Stratford, Ontario 
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‘| saw PEAK 
on TV!" 


TV Spots are sure to get 
attention. The theme is new 
and different: “If your car 
could take a blindfold test, 
it would choose PEAK!” 


"| read the ads in 
my newspaper! ' 


Newspaper Ads are big and 
eye-catching. They feature the 
“blindfold test” idea .. . some the 


PEAK “Guarantee”. . . others sell 
hard for NOR’WAY. 


Powerful ‘HOMETOWN ADVERTISING” does the job! 





It's the best possible selling support for you! 


Here’s how you can cash in on 
“Hometown Advertising” for 56! 


The PEAK Lucky Driver Sweepstakes is the ’56 
extra that helps you build goodwill .. . attracts 
new customers! 


If you don’t already have all the facts about America’s 
No. 1 Anti-freeze promotion . . . get in touch with your 
CSC distributor right away! Grand Prize is a 10-day 
Holiday for 2 in Hawaii! And there are 154 other won- 
derful prizes for lucky drivers. Be sure to have Lucky 
Driver Sweepstakes Entry Blanks on hand for the 
motorists in your neighborhood . . . because newspaper 
ads will tell them to see their PEAK Anti-freeze dealer 
for a free entry blank. To make it even more interest- 
ing . . , there’s something special in it for you, too! 


e Display the colorful anti-freeze banners 


e Put up the attention-getting “Lucky Driver 
Sweepstakes” window poster 


Hand out the Sweepstakes Entry Blanks 
Display PEAK and NOR’WAY out front 


Promote the PEAK ‘“‘Guarantee”—hand out the 
certificate with every installation 


Mail the CSC folders and postcards to customers 


CGD commerciat SOLVENTS CORPORATION, NEW YORK 16, N. Y. 


36 
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"I saw the PEAK 
billboard!” 


Colorful outdoor messages 
build you up as the anti- 
freeze expert. They show a 
dealer holding PEAK 
saying: “Here’s my choice!” 


"Farm magazine ads 
sold me on PEAK!" 


Farm Magazine ads with the double- 
barreled appeal of “thrift” and “safety” 
are directed right at your multi- 
vehicle rural customers. 

















You can recommend PEAK® 
and NOR’WAY® Anti-freeze to 
customers with confidence 









because they're top quality 
CSC products! 


Remember these key selling points: 
For PEAK Anti-freeze: 
The modern anti-freeze for the modern 


\ 
car! Gives unsurpassed all-winter freeze 
protection . . . plus better protection from 


Non WAY 
ANTI e F R f E A: rust and corrosion than any other na- €s©= 
A ESE 


tional brand. And it’s Guaranteed by A f 
‘ Commercial Solvents! | 1g F Q E f 
For NOR‘WAY Anti-freeze: 
The economical favorite of budget-mind- 
ed car owners! No better freeze protec- A 
tion at any price. It’s high in strength, Ee nti-Rust 
low in cost. Protects cooling system QW Momical-Ffficie” 


metals from rust, too. 













Does: Not 
Boil Away 








PEAK ANTI-FREEZE * NOR‘’WAY ANTI-FREEZE * NOR‘'WAY CHEMICALS 


August, 1956 * NATIONAL PETROLEUM NEWS 











Always install Guide T-3 Headlamps in pairs 
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switch helps you 


i Wl 
give the Pitch ! | 
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about GUIDE 


— 


HEADLAM PS 


“Pull the Switch” is your cue to give the complete Guide T-3 Safety-Aim 
Headlamp story. If you do, you'll increase your profit and volume, and 
improve your customer relations. The Guide T-3 Safety-Aiming System is 
the originator of more light--aimed right! 


Previous to Guide T-3 Headlamps, the only reasons for replacing headlamps 
were that they were broken or burned out. Now, you can offer your customers 
more light—aimed right ... up to 80 feet more seeing distance; far less glare 
in rain, snow and fog. With the exclusive Guide T-3 Safety-Aiming System, 
headlamps can be properly aimed to give car owners this added safety and 
ease of nighttime driving. Only if headlamps are correctly aimed do they 
deliver all of the lighting benefits built in them. 


And Guide’s Safety-Aiming System makes it so easy to replace any sealed- 
beam unit! One man with a screwdriver can install and adjust Guide T-3 
Safety-Aim Headlamps in a matter of minutes and in broad daylight. The 
secret is the exclusive, easy-to-use Guide T-3 Safety-Aimers... and they’re 
priced at only $18.75 a pair! 


Join the thousands of alert dealers who are increasing their sales and profits 
with the Guide Safety-Aiming System. Make your place of business the 
official Guide T-3 Safety-Aiming Station for your area. You'll find it pays 
to “Pull the Switch” with AC. Get all the facts about the Guide T-3 Safety- 
Aiming System! 


Call 


your regular Supplier 


NEWS 





7 “bonus values” of 
Leland’s submersible motor! 


Now both motor and pump can be installed right in your gasoline 
storage tank! Even with high octane gasolines, the new Leland explo- 
sion-proof motor eliminates vapor-lock ...uses the gasoline itself for 
lubrication and cooling. This completely new % hp, 230v AC ther- 
mally protected motor measures only 3% inches in diameter . . . fits into 
existing tanks. It’s fully U.L. Approved for Class I, Group D service. 

Simple and rugged, built for long-life economy, this new Leland 
submersible pump motor has these 7 big advantages over other motors: 


1. Completely self-contained unit includes outer shell necessary for 
gasoline passage — makes expensive extras unnecessary. 

2. Extruded aluminum outer shell becomes main structural member — 
ribbed design provides much needed rigidity. 
%6"chrome-steel shaft extension provides greater strength—prevents 
mechanical distortion. 


Increased annular area allows 10% greater gasoline flow —minimizes 
trouble-making back pressure and turbulence. 


Suction stub mounts without adaptor castings — reduces expense 
required with other motors. 

Plastic-impregnated windings surpass wet-design insulation require- 
ments — remain trouble-free for extra-long service life. 

Leland’s integrated motor design permits complete removal of pump 
or stub without disassembling motor. 


In addition ...a remote-control box is supplied with each Leland 
submersible pump motor. Includes thermal overload protector, line 
control and starting relays, starting and running capacitors. 

30 years ago Leland developed the first gasoline curb pump motor 
to receive U.L. Approval — today, Leland gasoline pump motors out- 
sell all others combined. So there’s good reason why, for explosion- 
proof motors of any kind, your best bet is Leland. For more information, 
write, wire or phone us — TODAY! 


THE LELAND ELECTRIC COMPANY 


Dayton 1, Ohio 
Division of AMERICAN MACHINE & FOUNDRY COMPANY 
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“What an “What an 


easy way to ° easy way to 
buy Coke!” * make money!” : 


. 
. e 
Peeeesesseee® 




















An extra service to your customers... extra profits for you 
when you sell Coca-Cola by the case! 


If you’ve got a cooler for Coca-Cola, you’ve got Coke in cases. It’s 
a simple matter to suggest a case of Coke and slip it into a customer’s 
car: it’s an extra convenience for her, it’s an extra profit for you. 

To get maximum profit from your case (and carton) sales: 


1. Have your attendants suggest to customers that they “Take 
home a case of Coca-Cola.”’ 2. Display your cases (and cartons) of 
Coke prominently. Your bottler of Coca-Cola can supply you with 
advertising material and display racks. Why not call him now! 


©1966 The Coca-Cola Company. “‘‘Coke’’ is a registered trade-mark, 
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OIL MARKETING HOSE 


e 


[me Ae 


“This hose beats ’em all”’ 


says oil equipment jobber to his 500 customers! 


“U. S. Oil Marketing Hose beats them all,” says R. H. 
Wishman, oil equipment jobber of Buffalo, N. Y. “That's 
why I wouldn't think of recommending any other to my 
customers. I do industrial servicing. Therefore, it’s nat- 
ural that I use ‘U.S.’ Hose exclusively on my own trucks. 
Its high flexibility makes it easier to handle — safer to 
use (never stiffens up) in cold weather. We pull it over 
gritty, sharp surfaces without harm. We use it in sub- 
zero temperatures, and in 100-degree-plus weather. I've 


Mechanical Goods Division 


standardized on U. S. Oil Marketing Hose, and expect 
to get many years service from each one.” 

U. S. Oil Marketing Hose is so efficient and durable 
because it is designed and built by men who made in- 
tensive studies of what is required in a hose, and made 
up their minds to turn out the best oil hose obtainable. 
You can get it at any of the 28 “U. S.” District Sales 
Offices or selected distributors or get in touch with us at 
Rockefeller Center, New York 20, N.Y. 


United States Rubber 
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FRAM-WARNER LEWIS 


NEW VERTICAL SEPARATOR / FILTER 


FOR WATER AND SOLIDS 


REMOVAL FROM LIQUID FUELS 
OPERATES ON LIQUID FUELS 
(JP-3, JP-4, JP-5, AVIATION GASOLINE, 


KEROSENE, DIESEL FUEL, NO. 2 FUEL OIL, 
SOLVENTS, AROMATICS, ETC.) 


REVOLUTIONARY FEATURES TO SIMPLIFY MAINTENANCE 
(SWING BOLT COVER WITH MECHANICAL 
LIFTING JACK, SCREW BASE CARTRIDGES) 


GOVERNMENT TESTED AND APPROVED — 
MEETS ALL CURRENT MILITARY SPECIFICATIONS 


MANUFACTURED BY WORLD LEADER IN 
FILTRATION AND SEPARATION 


DESIGNED FOR ANY CODE OR PRESSURE REQUIREMENT 
TOP EFFICIENCY ON WATER AND SOLIDS REMOVAL 
SPECIALLY DESIGNED FOR 


REFINERY, MARKETING, MARINE, 
AIR FIELD, AND GOVERNMENT APPLICATION 


_ WARNER | 


SU Division OF FRAM CORPORATION 


COMPANY | REPRESENTATIVES IN MAJOR CITIES 


TORU RRT Meldelel yee WRITE FOR BULLETIN WL-5-56 
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All tank trailers look pretty much alike on 
the outside. But there’s often a world of dif- 
ference on the inside—where the tremendous 
forces of surging loads and road stresses need 
to be contained. 

In the new Trailmobile aluminum tank a 
unique network of interior reinforcing mem- 
bers absorb and distribute these forces evenly 
over the tank shell. These strong internal 
structural members prevent the occurrence 
of fatigue points which ultimately show up in 
the form of leakage. And when you consider 
that there’s as much as 7% more payload 
capacity in aluminum tanks than in steel, it 
is important that you buy the kind of con- 
struction that will keep this extra capacity 
in profitable service. 

This is exactly what you get when you 
specify Trailmobile. 


Super Strength in the Shell retains the time 
proven Trailmobile internal design which 
includes dimpled heads reinforced with “‘V” 
shaped and wedge shaped stiffeners. 

Deep reinforcing structural members over 
the running gear, landing gear and fifth wheel 
absorb and dissipate the upward forces which 
concentrate in these areas. All of these mem- 
bers are firmly welded between bulkheads and 
baffles and to the tank shell. 

This entirely new internal structure—fab- 
ricated of the latest aluminum alloys—is 
helping Trailmobile aluminum tanks roll up 
record profit miles. TR-473 


TRAILMOBILE inc. 


Cincinnati 9, Ohio ¢ Springfield, Missouri 
Longview, Texas ¢ Berkeley 10, California 
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When you’ve been in this business 


as long as | have, you’ll know... 


It’s best to sell your company's 
brand of antifreeze 


My company and yours are probably a lot the same—a well-known 
name and a solid reputation standing behind all of their products. 


And, brother, let me tell you that my company’s reputation is one 
of my most valuable assets. Customers come to me for my com- 
pany’s brand of gasand oil. Lots of’em wouldn’t buy anything else. 


That’s why I wouldn’t sell anything but my company’s brand of 
antifreeze. It’s backed by the same reputation—the same name— 
that stands behind my gas and oil. To me this means my com- 
pany’s brand of antifreeze is reliable—the finest made! 


And, mister, selling the best products means satisfied customers— 
repeat customers! 


Take this tip from me—order your company’s brand of antifreeze. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


Ee 4111 + 1%” ball 


check valve 














WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 


Box 883, Dayton 1, Ohio 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 


SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off ““O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 

New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


Bart ie 
ai-tar 
| 





{es 
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Pete Penn says... 


“COLONEL DRAKE 
would be amazed!” 


When Colonel Drake drilled the world’s 
first successful commercial oil well in 
Pennsylvania back in 1859, he could not 
possibly have realized that he had found 
in abundance a crude oil of such rare 
quality. Many thousands of oil wells have 
been drilled all over the world since then, 
but still no crude oil has been discovered 





equal to that from Pennsylvania oil fields. 





Today, with the exacting needs of modern motors, 








and with the chemical additives that are being 
used to help motor oils meet their special require- 
ments, it is more important than ever to stress 


this plain truth to all your oil customers... 


Today’s BEST Oils 


start with 


Natu re'’s BEST Crude 
...and that means PENNSYLVANIA Som 


Guaranteed 








Made from 
PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION oe nage gate rate on tae ott) Oil City, Pennsytvania 
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USS Steel Drums 


Care—a special kind of care—goes 
into the fabrication and finishing of 
every single USS Steel Drum. From 
selecting the right kind of rugged 
steel from our own mills, through 
the many processing steps of drum- 
making, until, finally, the component 
parts — spotless and gleaming — are 
ready for assembly . . . care is the 
byword! 

A final step to insure product pro- 
tection is the application of a special 
phosphate solution to the spotlessly 
clean and scale-free surfaces. The 














phosphate coating not only guards 
against contamination and rust, but 
provides ideal bond for external 
paint surfaces. This combination of 
careful workmanship plus quality 
materials means that your product’s 
purity is completely protected—from 
the moment it enters a USS Steel 


product purity 


Drum—until the drum is tapped in 
your customer’s plant. 

Make sure your products have the 
protection they need—always ship in 
USS Steel Drums. They are avail- 
able in capacities from 214 to 110 
gallons. There are special fittings 
and openings for unusual needs. 


UNITED STATES STEEL PRODUCTS 


DIVISION 
United States Steel Corporation 
Dept. 316, 30 Rockefeller Plaza, New York 20, N. Y. 
Los Angeles and Alameda, Calif. - Port Arthur, Texas + Chicago, Ill. » New Orleans, La. - Sharon, Pa. « Camden, N. J 


STEEL DRUMS 


“It’s Better to Ship in Steel”’ 
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rng PETROLEUM CHEMICALS DIVISION 


August One of a Series of Bulletins for the Petroleum Industry 1956 


~ Major Du Pont expansions 
to serve TEL users in 1957 


TEL TO BE TRANSPORTED BY 
TANKER FOR FIRST TIME 

















New Installation ae = 


4 =) 
MINNEAPOLIS 


at Beaumont (\ J = Sates 


ed 


° =f) 5 
fr toh . 

| 4 J —ae_EAST CHICAGO TOLEDO [eof 

Insures Ample ANTIOCH fet ae = sie 
g \__ punt = ag WOOD RIVER rele 

o- = SAT LAKE CITY. tt CHAMBERS WORKS 


Supply at all Times aes. acon re pan 


——"— 


There will be three major distribution pane. TORRANCE 


points for Du Pont TEL by the first of ners 

the year. A new tanker-supplied stor- \ 

age and delivery terminal is now being = 

built in Beaumont, Texas. This new SF, —SHOUSTON® » 

facility will offer the same delivery TEXAS CITY 

service and assurance of dependable — 

supplies as the two Du Pont TEL man- 

ufacturing plants at Carney’s Point, 

N. J. and Antioch, Calif. Rail Sidings 
The Beaumont terminal will be sup- 


lied from Du Pont’s Chambers Works 
ee “ng cxmnielidaditindh tinkae: THIS MAP SHOWS that Du Pont facilities for serving TEL 


Her initial TEL cargo will mark the customers are located close to the major refining areas. 


first time tetraethyl lead compounds 
have been transported over water in 


bulk. ADDED SUPPLY FOR WEST COAST REFINERS 


New California TEL plant 
to be in production 
SOME ITM ! hl Po by end of this year 


TEL tanker. The cylinders you see in the midship 


section are for TEL. The ship will be painted a a 
distinctive green and yellow. Already more than 50° completed, the new Du Pont tetraethy] 














lead plant at Antioch, California, is expected to go on stream 
Du Pont Petroleum Chemicals Division | pefore the end of 1956. So if you operate a refinery on or near the 
maintains a sales office, regional labo- - i, : 

ratory and warehouse in Houston... | West Coast, you can plan on a handy source of supply for your 
offering full additives service for refin- 3 ‘ : 4 


ers in the Gulf Coast area. TEL requirements next year. 


In addition to this terminal, the 





ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 





At6.u 5 pat Orr 


PETROLEUM CHEMICALS DIVISION 


NEWS 


ALG Us par orf 





New Plant 


The new plant is located approximately 
two miles east of Antioch on the San 
Joaquin River. This makes it readily 
accessible to both water and rail trans- 
portation. Added to existing Du Pont 
facilities, the new plant will for the first 
time provide West Coast refiners with 
TEL that is West Coast-made. The 
plant will enable us to give nearby cus- 
tomers the fastest possible delivery 
service, with ample stocks always on 
hand. 


Modern design 
The latest technical advances in tetra- 
ethyl lead manufacture have been in- 
corporated into the design and equip- 
ment—making it the most modern TEL 
plant in the world. 


Expanding need 
Due to the rapid expansion of the West 
Coast refining industry, there is a defi- 
nite need for the new California plant. 
It will supply refineries in California, 
Oregon, Washington, Arizona, Nevada, 
Idaho, Montana and British Columbia. 


Architect's sketch of the new Du Pont TEL 
and “Freon” plants at Antioch, California. 


Integrated facilities 

Added to the present Du Pont Petrole- 
um Chemicals Division regional labo- 
ratory at E] Monte and sales offices in 
Los Angeles, San Francisco and Seattle, 
the new TEL production facilities at 
Antioch will mean completely coordi- 
nated facilities for manufacturing and 
servicing the area’s needs for TEL. 

Sharing the same site is a new plant 
for making Du Pont “Freon” * refriger- 
ants and propellents. This plant is now 
practically completed. 

The Antioch plant will become an 
important new consumer of local ma- 
terials, and when completed, the new 
Du Pont TEL facilities alone will pro- 
vide production jobs for 215 employees. 
Most of them will be hired locally. 


* Registered trademark 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 


CLEVELAND 14 — 1321 National City Bank Bidg. 


HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 





WEST COAST MEDICAL SUPERVISOR 


LAWRENCE A. GERLACH, M. D., is 
stationed at Antioch, Calif., in charge 
of the various Du Pont medical serv- 
ices in connection with the manufac- 
ture and distribution of tetraethyl lead 
in the Western Region. 

He joined the medical staff of the 
Du Pont Company in 1947 and was as- 
signed to the Petroleum Chemicals 
Division. Recently, due to the increas- 
ing refining activity and demand for 
TEL along the West Coast, he was 
transferred from Wilmington and sta- 
tioned in this area. Prior to World War 
II, he was engaged in private medical 
practice in New York City and also 
served as Flight Surgeon, U. S. Naval 
Reserve. 

In 1940 he joined the U. S. Army Air 
Corps Reserve as a pilot. He was called 
to active duty as a test pilot, in which 
capacity he served throughout World 
War II. He was returned to inactive 
duty with the rank of Lt. Colonel in 
1947. 

Dr. Gerlach was awarded the Air 





LAWRENCE A. GERLACH, M. D. 


Medal and Distinguished Flying Cross 
for his military service. He is a Fellow 
of the American Medical Association 
and also holds a Fellowship in the 
Industrial Medical Association. 

He is co-author of the book, “Main- 
taining Hygiene in TEL Operations.” 








Nationwide Du Pont TEL storage 
and delivery facilities serve refiners 


To assure you of an ample supply of 
TEL compounds at all times, the 
Du Pont Petroleum Chemicals Division 
maintains—in addition to shipping fa- 
cilities at the two plants and Beaumont 
—15 rail sidings and tank truck termi- 
nals. 

These rapid-delivery facilities are 
conveniently located adjacent to the 
major refining areas of the country... 
at Ferndale, Washington; Port Costa 
(San Francisco), Torrance and El 
Monte, California; Salt Lake City, 
Utah; Houston, Corpus Christi, Chai- 
son and Texas City, Texas; Kansas 
City, Missouri; East Chicago, Indiana; 
Minneapolis, Minnesota; Wood River, 
Illinois; Toledo, Ohio; and New Or- 
leans, Louisiana. 


Fast Service 
Always on hand at all distribution 


Petroleum Chemicals 


E.1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division 


RAndolph 6-8630 
MAin 1-6460 
CApito! 5-1151 
MAdison 5-1691 
COlumbus 5-2342 





PHILADELPHIA 2 — 3 Penn Center Plaza 
PITTSBURGH 22 — Room 751, 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 

TULSA 1 — P. O. Box 730, 


points is an ample supply of both Motor 
and Aviation Mix. And there is some- 
one ready at the phone to receive your 
order at any time of day or night. 
Warehouses, too 

For all Du Pont additives other than 
tetraethyl lead, we maintain fully 
stocked warehouses at Los Angeles, 
Houston, Billings, Montana; Kansas 
City, Missouri; Chicago and Carney’s 
Point, New Jersey. Your orders can be 
filled promptly from any of these points 
— around the clock. 
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Better Things for Better Living 
... through Chemistry 




















Wilmington 98, Delaware 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

MElrose 6977 

LUther 5-5578 


1 Gateway Center 


1811 So. Baltimore Ave. 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-646] 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496, Nemours Bidg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ADVERTISEMENT—Prepared ter the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Only Modern Way to IT TAKES precision tools...no matter what kind of work 


you are doing! 


e ° For delivery tools, modern White Trucks are important 
Make More Deliveries raid to business men looking for ways to step up efficiency and 


cut costs of their distribution or delivery operations. 

7 i E Wd 4 4 ¥ E These modern Whites are precision-engineered to your 
exact load and road conditions .. . and they are quality-built 
in every feature .. . built to last for more years than the 
ordinary truck ...do more work. 


Find out without delay how Whites are right for your 
business—how they enable you to do more work, at lower 
cost, in less time. See your White Representative... now! 


The White Motor Company 
Cleveland 1, Ohio 


Here’s a Truck That’s a Great Salesman? 


This eye-catching rolling billboard operated by The Texas Company 
in Los Angeles, Cal., is a Model 3026 with specially-designed body 
for petroleum package deliveries from warehouse to service station. 
Its short wheelbase, short turning radius and wide-trade front-axle 
provide ideal maneuverability and safety ...a new high in driver and 
delivery efficiency. 


For more 
than 50 years 
the greatest name 
in trucks 


Find out what WHITE Specialized Design can mean to your business 
It takes all kinds of WHITES in the Oil Industry! 


FROM oil field to corner station, it takes all kinds of Whites in 
America’s busy, booming oil industry. You see husky and rugged 
Whites and Autocars hauling oil field riggings ... tankers of all sizes, 
including Whites, Autocars and White-Freightliners ...as well as 
many special-purpose, efficient Whites in exploration, drilling, pro- 
duction and field processing, refining and marketing. 
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modern as tomorrow's 


all-new service 


equipment 





PANE LE IMACICIC 


with beauty, power and efficiency that spells extra profit! 





Lube can be piped 
directly to overhead reels 
or pits from remote installations 


Ask Your Alemite Representative 


For Complete Information —Today! 


ALEMITE ff] 


REG. U. 5. PAT. OFF. $ ART 
WAATER 
Dept. K-86, 1826 Diversey Parkway, Chicago 14, Illinois 

Products of STEWART-WARNER CORPORATION | 


All-New Alemite Hose Reels 


with exclusive new method of installation 
—so easy, one man can do it! 


¢ Distinctive new beauty ! Customers know at a glance that 
your service is as modern as the cars they drive! Gleaming white 
enamel finish for easy cleaning, long life. 


¢ Exclusive new design! Easy adjustment gives the exact reel 
tension you want— instantly! Reels are sectionalized. There’s one 
for every service in your lube department! 


e Exclusive new operating features! Smooth, steady ten- 
sion. You can work reels with just half the effort! Fast latching 
feature stops reels at exactly your desired working length. 


All-New Wall Alemiter with built-in hoist 


© Eye-Catching! Designed to modernize every lube depart- 
ment! Its custom-made look builds customer acceptance fast! 


¢ Convenient! Simple finger-tip control automatically lifts en- 
tire shield and pumps for easy drum changing. Compact design 
leaves extra room around lifts. One air line serves three pumps 
and air hoist. 


* Smooth-Performing! All the power you need for every 
type of lube service! ‘“Super-H’’ Pump permits 4 faster chassis 
lubrication ... ‘“H’’ Pump for gear lube, automatic transmission 
fluid, or motor oil. 


NATIONAL PETROLEUM NEWS °* August, 





1956 


For filling.-- 


TIRES... 


Be 
is 


For washing... 


EV 4s eee 
y Aa om ‘i % 3 
f 


es 
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Always insist on Thermoid Hose 


Whatever the job you have for ~ 
hose, make Thermoid your choice. 
It wears better... lasts longer. ermol 


Thermoid Company, Trenton, N. J. 
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You paid for the qreage...N 


e Pumps all the grease out of thedrum. 

Graco’s all new air powered TopPER 
unit ends grease waste for good. 
For here’s a unit that gets grease 
out ... right down to the last pound. 
And Topper’s new inductor seal 
wipes the sides of the drum perfectly 
clean as it descends. 


The heart of the TOPPER is all new too. 
—It’s the great new Frre-BALL 
pump...a pump that’s powerful 
enough to deliver the heaviest of 
greases at high volume and high 


GRACO = 


GRAY COMPANY, INC. 


Engineers & Manufacturers 
832 Graco Square 
Mi lie AA; . 


a ne et ep gern 


velocity. The built-in pneumatic 
elevator unit is also new and de- 
signed to make the changing of 
lubricant drums a cinch. And, for 
operating convenience, only one 
air line is necessary to power both 
motor and elevator. 


Other outstanding features of the Top- 
PER include elimination of channel- 
ing and aeration .. . complete pro- 
tection of lube from contamination 
...and grease is kept refinery fresh 
from drum to bearing. 








FOR THIS FREE BROCHURE 

It will give you complete 
information about TOPPER as 
well as Graco’s Power-Flush 
system of automotive lubrication. 


ow uge all of it! 
> a 








FACTORY BRANCHES: New York (Long Island City) Philadelphia ~ Detroit | Chicago 


56 


* Atlanta 


* San Francisco 


NATIONAL PETROLEUM NEWS ° August, 1956 








For trouble-free 
service station 


piping use Dresser 


Couplings and 
Fittings 


When you install service station piping, you have to 
be right the first time. Mistakes can mean costly 
excavation and even costlier interruptions of business. 
That’s why you find Dresser Couplings being used in 
the underground piping of so many new service stations 
these days. Dresser Couplings provide permanently 
tight joints that withstand the stress of ground settling 
and frost heave. Installation is simple. Any man who 
can use a wrench can make a perfect joint because there 
are no threading, close alignment, or exact pipe cutting 
problems to complicate the job. Dresser Couplings and 
Fittings are available through your local piping supplier. 


Write for your free copy of Dresser’s Petroleum 
Marketing catalog, showing how you can benefit 
by using Dresser Couplings and Fittings. 


DRESSER 


Dresser Manufacturing Division « Bradford, Pa. 
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STYLE 38 


Standard couplings for 
sizes 2” and larger. 


STYLE 90 


Heavy-duty ‘‘no 
thread” fittings for 
underground piping 2” 
or smaller. 


STYLE 90 


Fittings are also available 
in 90° and 45° “L's” 





Builds repeat business 
nation-wide 


... because this modern motor oil gives 


HIGHEST OCTANE 
PERFORMANCE 


Highest Octane Performance and up to 
40 more miles per tankful of gasoline 
—That’s the bonus that makes so many 
customers buy Veedol 10-30 Motor Oil 
over and over again. 


They’ve found its extra high detergency 
delivers. Their engines run smoother, cleaner, 
quieter, start easier. Battery life is prolonged. 


And these customers come back again 
and again. They expect to see the 
famous blue and gold Veedol 10-30 can. 
Display it as a welcome sign for repeat business. 


TIDEWATE? OIL COMPA 


San Francisco « Tulsa » Houston * New York 
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CoLor MERCHANDISING QUALITY 


Color for positive Merchandising to fit your specific needs! Plastic insulation! 7 times more 
identification! Complete sales programs for use at the resistant to abrasion— impervious 


Samples on request. retail level! 


Lead Terminal Insulated Cable 


Lead Terminal Strap 
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to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 





STAYS 


ON THE JOB vs 
FOR FARMERS a, 
INLUCITE 21 is the all-weather, multi- 

uurpose lithium-base grease that lasts 

ere —— won't wash out 
longer than every specialized grease it 

replaces. It seals out dirt, dust and mois- 

ture ... seals in its protective lubricating 

film, cutting costly repairs, and keeping 

plows, tractors, harvesters, combines, 

corn pickers, mowers and other farm 

machinery on the go at planting and har- 

vest time when it is needed most. 


INLUCITE 21 > means safer, longer- 
lasting protection at every “lube” point, 
with fewer applications. 


won't melt out 








Write for details. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants » AVIATION »« INDUSTRIAL » AUTOMOTIVE « MARINE 


With Research Comes Quality, With Quality Comes Leadership SS 


€ , 
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Here’s how to beat maintenance 


for your bulk plant buildings 





A sancti 
See. iatbebe = throm om 


This 1400-square-foot Armco 
Steel Building was erected in 
1950 to provide office and 
warehouse space for the Bachtel 





Equipment Company, Columbus, 
Nebraska. Owner, Roy A. Bach- 
tel, reports the only maintenance 
expense has been for a half- 
gallon of white paint used on 
the front wall. That's less than 
$1.00 a year for maintenance. 








only maintenance in 5 years 


on this Armco Steel Building 


Why are Armco Buildings easier to 
maintain than other types? Here are 
some of the reasons. Wall and roof 
units are made of 16-inch-wide 
STEELOX Panels that lock together 
to keep out wind and water. The 
special joint withstands expansion, 


contraction and settlement. It can’t 
open up or pull apart. 

All-steel construction means there 
is nothing to crack, warp or rot. In- 
dividual STEELOx Panels are made 
of 18-, 20-, and 22-gage Armco 
ZINCGRIP Steel —a much heavier 


material than ordinary galvanized 
roofing and siding used on indus- 
trial and farm buildings. Long, 
low-cost service life is assured. 
Write us for the complete story 
on Armco Steel Buildings and how 
they can meet all the building needs 
for your bulk plant operations. 
Armco Drainage & Metal Products, 
Inc., 3426 Curtis Street, Middle- 
town, Ohio. Subsidiary of Armco 
Steel Corporation. In Canada: write 
Guelph, Ontario. Export: The 
Armco International Corporation. 


ARMCO STEEL BUILDINGS 
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MY 


WHAT DO YOUR CUSTOMERS SEE? 


When a customer drives into your station does 
he see a known, accepted, quality tire brand? 
If you sell Dunlop Tires, he does. Dunlop's 
national advertising builds acceptance, makes 
Dunlop tire sales easier, more profitable for 
you. To complete the picture, profit-pointed 
promotional aids, furnished by Dunlop, tie the 
service station operator into Dunlop’s continu- 
ing national advertising program... builds 


powerful sales impact at the customer level. 

Dynamic advertising and merchandising 
is but one of the outstanding features of 
the Dunlop Franchise. Isn’t it time you 
looked into all the advantages of this fast- 
selling, highly profitable line? Dunlop Tire 
and Rubber Corporation, Factory and Exec- 
utive Offices, Buffalo 5, N.Y. DUNLOP— 
Founders of the Pneumatic Tire Industry. 


DUNLOP DELIVERS GREATER PROFITS 


AT THE SERVICE STATION LEVEL 
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FACTORIES 


Serve all your consumer pumping needs with 


business-building trio 


Now, for a modest investment, you can capture a 

bigger share of the BIG consumer market. 

Here, from a single source is every pump you need to 
cement current customer relations—win new bulk users to 
long-term loyalty. Tokheim offers a High-Vacuum 

Hand Pump, an Electric Power Pump, a Portable Electric 
Power Pump. Each embraces the very latest refinements 
in construction, operating efficiency, convenience. 

Sales are steadier, fuel deliveries bigger, maintenance 
less. Service is easier and safer. Your low 

initial investment pays off big—for years to come. 

See your Tokheim representative soon! 




















MODEL 688 High-Vacuum Hand 
Pump features bung adapter that 
swivels! Thread suction tube in or 
out of drum quickly, easily. When 
installed, swing pump handle to any 
position, lock securely with wing 
nut. Sliding suction tube adjusts 
self to tank depth. Requires mini- 
mum maintenance. For many liq- 
uids, from diesel fuel to castor oil. 


MODEL 44 Portable Electric 
Power Pump quickly pays for itself 
in time, manpower and effort saved. 
Compact—only 23” high. Delivers 
approx. 10 g.p.m. Rotary gear pump 
with built-in by-pass valve. % h.p. 
explosion-proof motor. Adjustable 
sliding suction tube. For skid tanks, 
or underground tanks. Guaranteed 
for one full year. A real value. 


SMALL 
FLEETS 


NEW MODEL 48 Electric Power 
Pump features high-vacuum rotary 
gear-type pumping unit... improved 
horizontal register dial... convenient 
nozzle boot right on the front. Smart, 
weatherproof, welded-steel housing. 
Built-in check valve and by-pass 
valve. Removable strainer screen. 
Assures safe, speedy, simplified 
service ...minimum maintenancel 


Write for booklet available to farmers, “How To Install Underground Tanks.” 


General Products Division 
TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 
Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 


OKHEIM 
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TESTS 
RADIATORS... 


TESTS 
RADIATOR 
CAPS... 









Now, AC has made available a new, lightweight 
tester for both radiators and radiator pressure caps 
... for only $9.55*! 


For the first time, a low-cost sales and service tool 
lets you check radiator and cap quickly and easily 
while your customer watches. What’s more, the 
test is completely convincing. 





This great new tester can open up a vast new 
market, can easily help you sell more pressure caps, 
and help you sell pressure caps more easily. 

A part of the 24,000,000-pressure-cap 
market is virtually yours for the asking 
when you put the new AC tester to work 
for you. Why not start now? 











*Price of tester and four adapters 
—to fit passenger cars and trucks. 


RADIATOR 


jintain 
PRESSURE coling Watch BIG TOWN on NBC-TV 


Efficiency 










every car on the road. 






64 


NEW ac 12-eAcK/ 


Seven popular, fast-moving types of pressure caps packaged in colorful display 
carton . . . put you in the pressure cap business with an assortment that fits practically 


ew AC radiator and pressure cap 


tester puts you in the profitable cap 
business fast! 


as 


TESTER 


AC SPARK PLUG KP THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Siqn of Successful Business 


Day after day, night after night, more and more 
motorists are stopping at Stations where they 
see the orange and black Phillips 66 Shield. And 


e@ High quality products 
@ Selling advertising 
@ Effective sales training 


Phillips 66 Jobbers and Dealers are benefiting from @ Business counseling 
the increasing popularity of Phillips 66 Products e Construction and improvement guidance 
that brings them added profits each year. @ Attractive credit policies 

Here’s the program that’s helping more and _ Get all the facts about a profitable Phillips 66 
more Jobbers and Dealers build and enjoy the Franchise! Write or call: Sales Dept., Phillips 


security of a successful business with Phillips 66: Petroleum Company, Bartlesville, Oklahoma. 


IT’S PERFORMANCE THAT COUNTS! 
Successti! Businesses are Built with Suecesstul Products! 
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Feel you’re at a STANDSTILL? 


Let the man from 
Kelly get things 


He'll show you how a Kelly Franchise can put 
new life, new sales activity in your tire business! 


66 


CELEBRITY 


Either you want to get ahead in the tire business or 
you don’t. If you don’t—and feel perfectly content 
with a slow-moving business that’s limited in oppor- 
tunities—then just skip the rest of this message. 


But if you’re a real go-getter at heart—and have 
been hampered by a franchise that won’t let you grow 
and expand as fast and as far as you'd like—then 
there’s just one thing to do, and do fast: 


See the man from Kelly! He has a sales and profit 
story to tell you that’ll really make your ears perk up, 
your spirits rise! He’ll tell you not only how you can 
start making more money right now, but how you can 
start building a sound, dependable future at the same 


PRESTIGE SUPER FLEX 


EXPLORER 


time. That’s because the Kelly franchise not only lets 
you grow, but helps you grow year after year. 


You'll be glad you took the time to listen. And you 
can be mighty sure that everything he says is backed 
by facts—backed by the actual experience of thriving, 
prosperous Kelly Dealers clear across the country. 


So why put off a meeting that can give you the 
break you’ve been waiting for—a chance to build up 
a business that’s really in keeping with your abilities 
and your ambitions? Make a date right now to see 
the man from Kelly and talk the whole thing over 
with him. Just write to: Sales Department, The 
Kelly-Springfield Tire Company, Cumberland, Md. 


ARMOR TRAC SUPER ARMOR TRAC 


NATIONAL PETROLEUM NEWS «+ August, 1956 








venient pranch 








Selling Kelly Tires 
is a Good Business! 
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T a It was the year when the Graf Zeppelin made its pioneer 
UW hat vea I trip from Friedrickschafen, Germany, to Lakehurst, New 


Jersey ... when Warner Bros. enchanted New York with 


e 
T t | | the first all-talking motion picture ... when Admiral Byrd 
WOUT( y Ou 


sailed from San Diego to conquer the Antarctic. 


e 6 
~ 6 7 { TOC , The year when these events took place was a mem- 
Sa \ I Ww a S a orable one for us, too. It was the year Gulfpride Motor 
Oil was introduced. 


If you remembered it as 1928—you’re right. 


Gulfpride, a multi-million dollar project, was the re- 
sult of 13 years of research and development. It was 
achieved through an entirely new refining technique 
known as the Alchlor Process. 


Since this time, Gulf and the entire petroleum in- 
dustry have made enormous investments of time, money 
and manpower in a continuing effort to bring better 
petroleum products at lower costs to America’s motor- 
ing public. This effort was never more intense than it 

Gulf Oil Corporation is today. 
Gulf Refining Company 
Pittsburgh, Pa. 
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Tele meitac-1a-11) mm 
formulations 
going to 
customers! 


ORONITE- 


* 
the leading source for custom-formulated 
lube oil additives 


ORONITE 
CHEMICAL 


COMPANY 


As proof of formulating to a customer’s exact price 
and performance specifications, Oronite has com- 
pounded and engine tested hundreds of additive 
compounds—is currently supplying over a hundred 
different formulations. 

Whether you wish “complete-performance” addi- 
tives or “single-performance” ingredients in an 


additive, you will find Oronite willing and able to 
meet your requirements. 

Having close association with marketing depart- 
ments of major oil companies, Oronite is familiar 
with the opportunities of the oil marketer. Why not 
talk it over with an Oronite lube oil additive spe- 
cialist. Just contact the Oronite office nearest you. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES: 200 Bush Street, San Francisco 20, California 
SALES OFFICES 
30 Rockefeller Plaza, New York 20, N.Y. Carew Tower,,Cincinnati 2, Ohio 


20 North Wacker Drive, Chicago 6, Illinois 714 W. Olympic Blvd., Los Angeles 15, Calif. 
Mercantile Securities Bldg., Dallas 1, Texas 450 Mission Street, San Francisco 5, Calif. 
36 Avenue William-Favre, Geneva, Switzerland 
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FOR A FAST PAY-OFF... 


on your equipment investment, be sure you get Stylengineered Lincoln 
lubricating equipment. It will help you do far better work, and faster. 
Read the interesting booklet “Path To Profits In The Lube Room”... 
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EVERY DETAIL 


of ‘Red’ Watts’ successful new 
lube department installation was 
supervised by Elmer Miller, jobber 
salesman for the B. K. Sweeney 
Company. 


“They judge you 
by your lube jobs.. 


THAT’S WHY I SELECTED 
Linco/n LUBRICATING EQUIPMENT!” 


says ‘‘Red’’ Watts 
RED’S CONOCO SERVICE STATION 


Denver, Colorado 


“I've found that if you give a man a good lube job, with modern equip- 
ment, he'll come back to you whenever he needs service... as well as 
for gas and oil. 


“That's why | invested in Lincoln lubricating equipment. The way | look 
at it, every time | use it, I'm building good-will and profitable repeat 
business for my station.” 


For Your FREE Copy... mail this coupon 
To LINCOLN ENGINEERING CO. 


5702-74 Natural Bridge Ave., St. Louis 20, Mo. 

Please send me free booklet “Path To Profits In The Lube Room” 
Name 

Company 

Address 


City.. 
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BRILLIANT 
ILLUMINATION "2itceanczesi"* 


NEW “ANGLE-LUME” RAPID START LAMP, Model NALR 


Whiteway Manufacturing Company, pioneers in the 
manufacture of fluorescent outdoor lighting equipment 
for progressive petroleum product marketers, proudly 
presents its NEW NALR Series of RAPID START lamps 
in 4, 6 and 8-foot increments. These lamps are priced 
right and made right for years of brilliant, rugged care- 
free service, giving you increased light output as the 
temperature drops to O°F. Ideal for all climates! 
Read specifications at right, then write for name of near- 
est supplier. Catalog of complete new 1956 lights, light- 
ing systems, supplies and accessories, FREE upon request. 


New AREA 
ILLUMINATORS 


1000 or 800 Milliamperes! 


Catch their eyes BEFORE they drive by... 
with the NEW Whiteway Model AIR (1000 
ma.) and NAIR (800 ma.) 


* 4 or 6 Rapid Start Lamps! 
* High-intensity Lighting With Minimum Glare! 
* Low Operating Cost! 


* Sturdy Aluminum Construction! 
* Light Angle Fully Adjustable! 


FITS YOUR PRESENT 
POST HOLE CENTERS! 





- Patented 15° angle (Pat. No 
168,924) throws MORE light over 
a WIDER area! 


Recommended for use where 
brilliant illumination is desired 
regardless of nighttime tempera- 
tures. 


Made with genuine new G.E. 
Rapid Start components! 


4, 6 and 8-foot styles supplied 
with 800 ma. Rapid Start re- 
cessed double contact sockets, 
or in ANY LENGTH USING COM- 
BINATIONS OF THESE THREE 
LENGTHS! 





6-foot style also supplied with 
1000 ma. recessed double con- 
tact sockets, or in ANY LENGTH 
IN MULTIPLES OF 6-FEET! 


This new fixture also incorpo- 
rates Whiteway features such 
as: FULLY ADJUSTABLE post 
mounting brackets, SUPER- 
STRENGTH “i” BEAM construc- 
tion and full 28” WIDTH! 











All island fixtures also available 
in lower-priced SLIM-LINE com- 
ponents. 


DISTRIBUTORS IN ALL PRINCI- 
PAL CITIES. 





enema | SS. Sammars, 






































PIPL alAle Mleeih 


men | 
4h6t ah6t 8 ft..8 ft 


WRITE FOR FREE CATALOG 


Whether pe are planning the building or modern- 
ization of one or a thousand service stations, you 
need our new value-packed 1956 catalog of out- 
standing outdoor lighting equipment, systems, and 
accessories. Send (without obligation) for your 
FREE copy, TODAY! 


=i 





DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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J. E. MeKINNEY ROY TANNER Cc. W. GISH T. B. ROBINSON JESS W RUSSELL SETTLEMYER DON PECK 
Division Manager Muskogee, Okla. 907 Rurol St. Anderson-Prichard WALTHALL, JR. Division Manager 924 Liberty Bidg. 
1000 Lib. Bank Bidg Emporia, Kans. Oil Corporation P.O. Box 293 924 Liberty Bidg. Des Moines 9, lowa 
Oklahoma City, Okla. Arkansas City, Kans. Salina, Kans. Des Moines 9, lowa 


we HARRY E. GRIGGS LYNN W. FARRAR KEITH E. ANDERSON G. RAY WERTS FRANK O. 
VEW Bidg., VFW Bidg., 2313 Boncroft 1225 West 33rd St. BLANCHARD 
ee ra ore 34th & Bdwy. 34th & Bdwy. Springfield, Mo. LEE BLUM Sioux Foils, S$. Dok. 4145 Harrison St. 
ivision Manager Kansas City, Mo. Kenses City, Me. Division Manager Sievs City, lowe 

VFW Bidg., 34th & Bdwy. 700 Ist Natl. Bidg. 
Kansas City, Mo. Omaha, Neb. 


HEY’RE MEN with a message for you 
—if you're an independent jobber in 
the APCO marketing area (throughout 
You Ought the Midwest—from Texas to 
the Canadian Border). 
mh 
to Know They want to tell you about APCO’s grb wocny 
These Men of 


marketing policy—a policy that’s creating Pile og: en al 


a lot of interest among independents 

these days. This policy highlights: 

a name nationally known for 33 years; 
uniformity and dependability in product 
quality; assurance of close cooperation 

(not competition) with independent jobbers. 


It will pay you to get all the facts STANLEY R. JACOBSON 

ses 3 3 ‘ 524 Roanoke Bidg 
about APCO and its franchised jobber Minneapolis, Minn. 
benefits. Write or phone the sales 


representative nearest to you. 


/ ANSON C. MERRILL 
lokeland Med. Center 


/ = West 6th St. 
ilimer, Minn. 
ANDERSON-PRICHARD se 

OtiL CORPORATION 


LIBERTY BANK BUILDING 
OKLAHOMA CITY 


BURGESS BLACKBURN 
Park Rapids, Minn 
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For operations requiring short transmission 


steps and high over-all gear reduction... 





A new member of the 
famous TDA 2-Speed Axle Family! 


The new TDA wIDE RANGE 2-Speed Axle 
brings a new concept of flexibility and driving 
simplicity to the automotive industry. It 
offers all the highly desirable advantages 
heretofore available only through the use of 
complex multiple-speed transmissions or aux- 
iliary gear boxes without many of the penal- 
ties of one or the other: 


WITHOUT laborious two-stick shifting. 
WITHOUT wasteful excessive weight. 
WITHOUT increased driver fatigue. 
WITHOUT unusual wheelbase limitations. 
WITHOUT higher initial vehicle cost. 
WITHOUT higher maintenance cost. 






WITHOUT excessive wear on the lower 
speed gears of the transmission. 


WITHOUT restricted over-all gear 
reduction. 


WITHOUT complicated shift patterns. 


This is but a brief summary of the many 
distinct, positive, provable advantages 
afforded by the development of this new WIDE 
RANGE concept in the famous TDA line of 
double reduction two-speed axles. For com- 
plete information on the new TDA wIDE RANGE 
Axles now available (in both 2 to 1 and 2% 
to 1 ratio spreads) call, wire or write your 
nearest vehicle dealer or branch. 


Plants at: Detroit, Michigan 

Oshkosh, Wisconsin * Utica, New York 
Ashtabula, Kenton and Newark, Ohio 
New Castle, Pennsylvania 


©1956, R S & A Company 


TIMICEN 
AXLES 


ROCKWELL SPRING AND AXLE COMPANY 





AKLE 


\ \ 
\ 


Here’s the simple switch that turned the trick! 


The broader range of the new Timken- sets—reversed their relative positions—to 
Detroit® wIDE RANGE 2-Speed Axle was place the enlarged helical pinion of the 
achieved by a fairly simple mechanical high-range gear set where it would not 
rearrangement. We “flipped” our high- interfere with the hypoid pinion (3) 
range (1) and low-range (2) helical gear of the first-reduction gear set. 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSES AND TRAILERS 





NEN! 


Here’s one 


“OVERHEAD” 
will) MAKE A PROFIT for you 


The New BALCRANK Overhead MULTIPLE REEL 
Banks with their GLEAMING FINISH and SMART 
APPEARANCE will add to your profit by attracting 
more customers to use your lube service. 





You can SERVICE TWO LIFTS AT THE SAME TIME from one Reel Bank ... BALCRANK 
REELS, with their six-roller outlet guides, have LONGER hose lengths. When you put your 
lube equipment overhead — you clear your floor for more efficient work space ... and make 
room for additional merchandise displays. 


All needed SERVICE OUTLETS ARE WITHIN EASY REACH when you install BALCRANK 
Multiple Reel assemblies... and these multiple reels provide any number or combinations of hose 
reels for Chassis Lube, Gear or Motor Oils, Automatic Transmission Fluids, Air or Water service. 


NOTHING stops a BALCRANK 
y 


Pumps the GREATEST Volume .. . of ANY PO} 


Lubricant . . . at HIGHEST Pressure . . . at 


LOWEST Temperature. Pumps for All services B A C K LOythe) g 
— Chassis, Gear, Motor Oil and ATF. L RAN sy 


Tr Simplified Lubrication Equipment 
Want more facts and illustrated literature ® 


on how you can make more money with BALCRANK INC., 
Balcrank Simplified Lubrication Equipment? 2 Disn ey Street 
’ 


Cincinnati 9, Ohio 


76 NATIONAL PETROLEUM NEWS * August, 1956 





Address your inquiry to Dept. 18 ‘7 








Post-free, fire-safe BUTLER steel buildings 


This Butler building didn’t burn because it’s steel. Al! 
steel. It safeguarded its contents while the surrounding 
area was ravaged —just what you’d expect of a Butler, 
the world’s leading metal building. 


Consult the yellow pages of your telephone directory 
for the name of your nearest Butler Builder. 


74 pagywe” 


Manufacturers of Steel Buildings 
Oil Equipment + Farm Equipment + Dry Cleaners Equipment 
Outdoor Advertising Equipment + Special Products 


Sales offices in Los Angeles, Richmond, Calif 
Houston, Tex. © Birmingham, Ala. * Minneapolis, Minn. * Chicago, III 
Detroit, Mich. © New York, N. Y. * Burlington, Ont., Can. 
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There’s no structure better suited to storage of petroleum prod- 
ucts than a storage-designed Butler steel buiiding. Here’s why: 


Big, roomy, post-free interiors let you use all the space you pay 
for. There’s no waste. You stack things from one straight sidewall 
to the other, and pile it right up into the clear-span ceiling. Ob- 
struction-free interiors permit full mobility of power equipment. 


Fire safety is a must—and Butler’s got it. Steel doesn’t burn, and 
Butler buildings are all steel. There’s nothing to start or feed a 
fire. A Butler protects not only its contents from adjacent fires, 
but surrounding structures from interior fires. You'll find it costs 
less to insure a Butler, too. 


High, wide doors can be placed anywhere in Butler steel build- 
ings. Plan your Butler building for maximum convenience and 
efficiency, and your Butler Builder will build it that way. In fact, 
he is exceptionally well qualified to help you plan it. 

Dozens of other Butler features — like weather-tight construction, 
unlimited range of sizes, fast erection, low cost, and many others 
—also combine to make these the best buildings you can buy at 


any price for all your storage needs. For complete information, 
mail coupon below. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


Send me full information on Butler metal buildings. 


City 





Torture Testing | 


a | 
Sy 


4 


RUNNING SIMULTANEOUS ENDURANCE TESTS ON ROCKWELL ROTOCYLE METERS 


Here two model 5-BLX Rotocycle meters in- and design improvements are thus pre-tested and 
stalled side-by-side, are running competitively on over-all meter performance can be chartered be- 
a “round the clock” endurance test. New materials fore production is ever started. 
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Meters 


To Benefit You! 


ue 0 C K W é LL TEST STATI 0 N WORLD'S LARGEST METER TEST STATION, Aerial view of Rock- 
well testing station having every facility for petroleum meter proving, 


a k accounting, research and development. 
we subject meters to every conceivable oper- 
ating task, torture and abuse them to pre-prove 


accuracy and durability. 


Here’s Why! 


Rockwell meter users benefit in many ways 
from our exacting testing procedures. For ex- 
ample, we know and you know for sure that 
the meters you order will precisely measure 
the liquids specified—will withstand shock- 
loads, temperatures and all the other variables 
normally encountered in field service. 


These tests also guide us in our extensive wer ® ~~ on. 
program of research and development. Plan- AREA OF ACCURACY, View of operating area from storage tank 
° ° P level. In foreground are the three pumps which together permit testing 
ning ahead, searching for better meter designs meters at several thousand gallons per minute. Building in background 
and improved components is a never-ending houses indoor proving room, remote registration facilities and main- 
é tenance shop. 
process at Rockwell. It’s all part of a carefully 
conceived program designed to either enhance 
the performance or add to the value that you, 


our customers, receive from Rockwell products. 





ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago 
Dallas Denver Houston Los Angeles Midland, Texas 
New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, 
Ltd., Toronto, Ontario 





CONTROLLED ACCOUNTING. This indoor proving room is fitted 
with precisely calibrated tanks and weigh scales. Receiving registers 
for remote registration system are shown at right. 


Rockwell £070;~V-/- Meters 
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WE HELP YOU MAKE MONEY 


Inadequate or Top-Heavy Inventories 
Cost You Money! 


THAT’S WHY we pay special attention to helping 
you set up Dayton Thorobred tire inventories tailored 
exactly to each of your particular station operations. 
In fact, Dayton Field Merchandisers, who are seasoned 
TBA experts, are always close at hand to give you assist- 
ance on any tire marketing problem that may arise. 
This, however, is just one of the ways we can help you 
make money on your tire sales, In addition, Dayton 
provides you with: 

e SENSIBLE, COMPETITIVE PRICING 

e COMPLETE HIGH-QUALITY LINE 

e WRITTEN SERVICE GUARANTEES 

e AGGRESSIVE ADVERTISING AND PROMOTION 

e ATTENTION-GETTING SALES AIDS 

e ON-THE-SPOT SALES TRAINING 

e EXPERIENCED MANAGEMENT COUNSEL 


THE WORLD’S FINEST, 
SAFEST TIRE 
The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless or Tube-Type, 
Nyion and Rayon. 


Write, wire or call col- 
lect today, for more in- 
formation on the Dayton 
Franchise which offers 
you a quality product 
and a practical market- 
ing program that will 
increase your tire sales. 





Dayton is one of the lead- 
ing suppliers of TBA 
Products to the Petrol- 
eum Industry now serv- 
ing over 100,000 stations. ® D.R. 1956 


_ 
Awiobex 


YEARS OF PROGRESS 








Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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This cab lets you 


TAKE IT EASY 
on tough jobs! 














Modern features in new Chevrolet truck 
Flite-Ride cabs make your work easier 





and safer than ever before .. . give you 
the pleasure and prestige of style that 





equals many passenger cars! 


Those numbers in the picture (right) point out 
features that make business almost a pleasure 
when you work behind the wheel of a modern 
Chevrolet Task-Force truck! Here are some of 
the reasons why hauling ina Chevy iseasy on you: 


@ Concealed Safety Steps—located inside the 
doors—stay clear of snow, mud, and ice, give 
you firmer, safer footing. @ Spacious leg room 
helps keep you comfortable all day long, brings 
you home fresher and more relaxed. @ Nu-Flex 
seat design means comfortable hauling! Jack- 
stringer springs give ideal body support; seat 
back adjusts easily. @ High-Level ventilation 
system keeps the cab interior clean, cool, 


forward viewing area to make driving safer, 
easier. @ Full-View rear window* adds to safe, 
convenient viewing as well as truck style. 


And you’ll find bright, stylish interior 


comfortable. Intake is at the bottom of the 
windshield—away from road heat and dust. 
© No-Glare instrument panel, with handsome 
two-tone finish, puts instruments and controls 
within easy sight and reach. @ Panoramic 
windshield provides a full 1000 square inches of 


appointments that add to your sense of 
pleasure on the job. If your work calls for long 
hours on the road, you’ll enjoy life more in a 
Flite-Ride cab! Check one over for yourself at 
your Chevrolet dealer’s. . . . Chevrolet Division 
of General Motors, Detroit 2, Michigan. 


*Optional at extra cost. 


They’re the work champs of 
their class—with new V8’s, 
automatic transmissions for 
every truck model! 


You get modern power-per- 
formance in these Chevy me- 
dium-duty models! Compact 
short-stroke V8’s do more 
work yet keep costs down. 
Hydra-Matic transmissiont 
gives you no-shift hauling, 
reduced maintenance. And 
there’s great Powermatict{— 
the first automatic trans- 
mission designed specially for 
big trucks! 

tOptional, extra cost, Series 3000-4000 
models. {Optional, extra cost, Series 
5000 through 10000 truck models. 


NEW CHEVROLET 
TASK:-FORCE TRUCKS 


Anything less is an old-fashioned truck ! 
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Jim’s 
Grass 


iS 


Greener 





.«. And so is Shell’s 


‘hoe WAY BUSINESS IS booming on Jim Cecere’s 
(pronounced SEE-sur) side of the fence, 1956 will 
be the best year at his Shell station . . . until 1957, 
that is! 


Jim has come a long way since that day in 1946 
when he rolled up his sleeves and began ‘“‘Operation 
Mop Up.” The Hamilton, Ohio, station he was 
taking over had seen rough going during the war 
years. Jim worked closely with the Shell men who 
planned his budget so he got the most out of every 
dollar while getting just the right stock of TBA 
and petroleum products. 


Next step: how to be sure of giving service that 
can’t be beat anywhere in town! Jim got the answer 


82 


by hiring a crew of eager beavers. He sent them to 
the Shell Training School to learn station service 
from A to Z. Now Jim was ready to do business. 


He talked up his station to all his friends—can- 
vassed the neighborhood with a door-to-door cam- 
paign. The theme? ‘‘Hello. I’m Jim Cecere. I’ve got 
the finest service in town plus a full line of quality 
Shell products. Come in and try me.” 


So many Hamiltonians took Jim’s tip that in one 
year TBA sales tripled and gallonage doubled. But 
Jim wasn’t satisfied. There were 57,951 people in 
Hamilton and plenty of them still didn’t know 
about Jim’s extra special Shell service. How do you 
let them know? 
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The Shell merchandising man gave Jim the answer 
—local advertising. Jim ran small but distinctive 
ads in co-operation with Shell and his TBA sup- 
pliers. He pushed his weekly specials, expert service 
and Shell quality products. 


The results were immediate! Every day new faces 
drove up to sample some of the special Cecere serv- 
ice. With more business, Jim put more money into 
advertising. The Shell follow-up system makes 


Shellubrication reminders an easy job for 


A large part of Jim’s advertising is devoted to “Mr. and Mrs.” 


Shellubrication direct mail. Jim has 900 regular 
Shellubrication customers. The exclusive Shellubri- 
cation follow-up system makes it easy for him to 
give each one individual attention with a monthly 
“Time to Lubricate” reminder. And once they 
come in, Jim uses the Shellubrication customer 
receipt to merchandise his TBA items. His Shellubri- 
cation job tickets average $12.29 each! 


The success described in these few paragraphs 
took Jim Cecere ten years to write. Jim himself has 
said success is hard work and smart planning with 
plenty of help . . . the kind of help he got from Shell. 

* * * 


Shell Oil Company invites you to ask about 

the greater profits you can earn. Phone -$\, 
Shell Oil Company or the Shell-franchised Jim checks the newspaper proofs of 
jobber nearest you. his ads on the “TCP Story.” 


Jim’s Shell-trained staff makes “‘filling ’er up”’ quick and pleasant. That Cecere service includes a free bat- 
tery, oil and radiator check as soon as 
you drive in. 


It pays to be a Shell Dealer 
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Your customers prefer 
Tri-Sure Utility Can Closures 





1%" 


Double hex cap 
extends spout and 
provides two sizes 
for pouring. 


RIE 65 0. 





EASY TO POUR 


STRONG, RIGID SPOUT 


can be rested on filling opening. 
Two lengths: 2” and 2%" 


| 


Your products have a 

definite sales advantage 

when they are shipped in Tri-Sure* 
equipped utility cans. 


You are a step ahead of competition when 

you specify Tri-Sure equipped cans— 

the containers that farmers, sportsmen, 
gardeners, and contractors prefer. Ask your 
supplier now for Utility Cans with Tri-Sure 
Nozzles, Spouts, Inner Seals and Hex Caps; Caps 
and Inner Seals can be supplied embossed 

with your private design. 


Tri-Sure Closures will give you the best 
solution to every closure problem—for every 


of 
product shipped in cans, pails or drums. 
tial! Send for full information now on the 
“ complete Tri-Sure line. 


*The ‘‘Tri-Sure’’ Trademark is a mark of reliability 
backed by over 35 years serving industry. 





EASY TO 
RE-USE 
Large opening 
makes it easy to 
clean out and 
re-fill the can for 
many uses. 














COMPLETE PROTECTION 
Heavy-weight nozzles and spouts are gasketed 
in the clinching rim for complete protection. All 
fittings are above chime to prevent seepage. 





AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


CHICAGO, ILL. - NILES, OHIO - LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 


CLOSURES 


American Flange & Manufacturing Co. Inc., Miowera Road, Villawood, N.S.W., Australia 


B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 


Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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of the News 


The Multi-Grade Picture—Shell’s decision to stick with 
two grades of gasoline is firm. Its new premium, “Super 
Shell,” is the company’s answer to third grade moves, says 
J. G. Jordan, marketing vice president. The new premium 
will be sold only in Atlantic Seaboard and Gulf Coast states, 
where third grades are being marketed by some competi- 
tors. It will replace existing premium at Shell’s 11,600 sta- 
tions in those states; wholesale price is 1¢ more per gal. 
“Super Shell” went on sale in Texas and Louisiana July 31; 
the company says it will be available in all Atlantic Sea- 
board stations by mid-fall. Shell has no plans now for the 
rest of the country, because of product availability. The 
company says the new premium has “greater sensitivity” 
and a higher octane rating than its existing premium. How- 
ever, it is reportedly not over 100 octane. Shell will use 
white pumps, instead of orange, to dispense the new prod- 
uct; white is a sign of purity, says a Shell official. Several 
other key marketers, including Texas and Gu!f, are ex- 
pected to make decisiens on the multigrade question within 
a few months. 


Auto Surprises—One '57 model car will introduce fuel 
injection and air-spring suspension into the passenger-car 
field for the first time. Other lines will add air springs later 
in the model year. And, looking farther ahead, one auto 
engineer sees grip-stick controls, wrap-around windshields 
that extend into the roof above the front seat, dorsal fins 
swept up to the height of the car, and a silhouette five inches 
lower than today’s. These innovations may be standard in 
five years, he thinks. 


Highway Station Sites—Approved standards for the in- 
terstate highway system make it clear that the most favor- 
able sites for service stations will be on access roads close 
to traffic interchanges. Second choice will be on frontage 
roads, alongside the highways, that tie into access roads at 
interchanges. The law forbids construction of business 
establishments on the highway right-of-way, ruling out com- 
mercial service roads. 


Smog Rules for Marketers—Speculation is spreading 
that Los Angeles smog regulations will become a model for 
other U. S. cities. Therefore, interest in newly proposed 
restrictions and their effects on marketing operations is 
increasing. A recent proposal calls for control of vapor 
emissions during the filling of underground storage tanks 
at retail stations. Another would require vapor recovery 
systems for large loading racks (more than 20,000 gal. per 
day). These suggestions, subject to study and change, have 
centered marketers’ attention on the enforcement program 
of the Air Pollution Control District. Unless some agree- 
ment on control equipment and payment is worked out, 
considerable confusion could result, many marketers be- 
lieve. 
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Disaster Tax Refund?—Proposals that the U. S. make a 
tax refund on oil products destroyed by fire and other 
natural causes will be an issue again next year. But House 
Ways and Means subcommittee, which has approved the 
proposal, admits it’s dead for this session. 


Troubles Over Tanks—Look for a slowdown in deliv- 
eries of underground storage tanks by some manufacturers. 
Two plants closed when work forces went out with the steel 
strikers, and others felt immediate effects of the strike on 
steel supply. Some companies can’t promise delivery on 
new business before the middle of next year. This could put 
a crimp in potential moves to third-grade gasolines; without 
more storage leeway at terminals, there’s danger of distritu- 
tion bottlenecks and high delivery costs. One final com- 
plication: a number of tank makers have withdrawn prices 
in anticipation of a rise in costs. 


Bugs in the Fluid—The market for hydraulic brake fluid 
is increasing; last year production was about 24% ahead of 
1954 figures. But auto engineers are becoming seriously 
concerned about quality. In 1954, they point out, about 
12% of fluids failed to meet SAE standards, and the figure 
rose to 17% in 1955. 


“Trunk-ated” —A 1957 model luxury car will 
have the battery in the trunk. The same car will have twin- 
type headlamps, and because of the unusual shape of the 
lamps, two replacements will be included in a tool kit com- 
partment in the trunk. Reason for this is that new head- 
lamps will not be on the market by the time car is intro- 
duced. There will be no spare tire, but buyers may have 
one as optional equipment. 


Fewer Fittings Predicted—Chassis lube market poten- 
tial will be reduced some more when 1957 models come 
out, Detroit engineers predict. At least five makes will cut 
chassis lube fittings by more than 60%. 


Harder Winter Push—Watch for more oil companies to 
join the three or four that now use guaranteed winter 
radiator protection programs. Half a dozen were studying 
the idea thoroughly earlier this year. Merchandising men 
figure such winter promotions are a natural tie-in with 
changeover programs, once the mainstay of every mar- 
keter’s fall sales campaign. 


For More Ahead of the News & 


85 





—F ahead of the news 


Lone Star, Three Grades—Several unbranded independ- 
ent refiners in Texas are getting set for moves to three 
grades of gasoline, by adding new refinery units or revamp- 
ing present facilities. Included are companies like Suntide 
at Corpus Christi, McMurrey at Tyler, and Eastern States 
at Houston—refiners that depend largely on the majors to 
buy their products. One inland independent with sizable 
marketing under its own brand may also join the trend. A 
company Official says there’s no definite schedule, but that 
management has “pretty well decided we will move.” The 
company’s refinery is already equipped to make 100-octane- 
plus gasoline. 
« 


Sohio Stays in There—Standard Oil Co. of Ohio will 
keep on fighting for a chance to get out of Ohio under the 
Sohio brand. Though a Cheyenne, Wyo., court found 
against Sohio in an injunction proceeding brought by Stand- 
ard Oil Co. (Indiana), Sohio will appeal the decision. The 
risk is expensive (qualified observers guess about $500,000, 
including costs of the first trial and the appeal) but Sohio 
is playing for big stakes (NPN—July, p96). 


Premium Race in the Rockies?—Mountain-area mar- 
keters are looking for a premium gasoline race now that 
Union Oil Co. of California has set up a Rocky Mountain 
marketing territory. The new region includes Utah, Mon- 
tana, Idaho and northwestern Nevada, and many marketers 
believe that competing companies in those states will have 
to hustle to contend with Union’s heavily-promoted pre- 
mium. 


Safety First—New York State safety officials may set up 
new safety rules for the trucking industry, higher safety- 
record qualifications for drivers, and stricter regulation of 
truck equipment. The move stems from three trailer-truck 
accidents in one day. One involved two tank trucks; all 
told, nine people were killed and six injured. Two of the 
drivers had safety-violation records, and in one accident 
the tank trailer broke from the tractor. 


Consignee Survey Begins—A survey of commission 
agents’ attitudes toward the industry will be completed by 
next spring. The important survey is time-consuming be- 
cause of complex mechanics. Lists of wholesale agents are 
being sent by supplying companies directly to an outside 
agency handling the survey. The agency will send question- 
naires to those consignees and then process the returns, 
which will be turned over to the American Petroleum Insti- 
tute Marketing Division, sponsor of the survey. Object is 
to determine how commission agents feel about their sup- 
pliers and the industry, what their problems are. The API 
Commission Wholesale Marketers Advisory Committee will 
undertake projects, based on those problems, at the 1957 
API marketing division mid-year meeting next May. 


Re-Styled Carburetor—Lower car silhouettes may be 
made possible by a carburetor only three inches high, with 
a thinner-than-ordinary cleaner. The unit may serve as a 
fill-in, permitting all model designs to be lowered. High- 
priced cars would use fuel injection system, lower-priced 
models the new carburetor. 
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Big Stick in Montana—Montana State Trade Commis- 
sion is filing a complaint against some majors in the state 
“for violation of a state price discrimination statute.” Ac- 
cording to commission counsel John Vance, it’s illegal in 
Montana to sell the same commodity at different prices in 
different places. The commission was directed to investigate 
gasoline prices by the 1955 legislature; findings and rec- 
ommendations will be submitted to the 1957 session. The 
commission has already stated that “there is evidence” that 
majors in Montana may be “a tightly functioning oligopoly 
that exercise control over every phase of the eil industry.” 
Oligopoly is defined as control by a few sellers of the price 
of a given product to a large number of buyers. 


Trooping the Colors—General Petroleum Corp. and 
Standard Oil Co. of California may be on the brink of a 
trade-mark war. A new GP station in Los Angeles has 
blossomed forth in red, white and blue instead of the com- 
pany’s usual red, white and black. Standard, which consid- 
ers itself rightful heir to the old Standard Oil colors in its 
territory, has its dander up. 


Automatic Transmission Boom—Percentage of auto- 
matic transmissions will be higher than ever in 1957 models. 
In medium-priced field, some models will make AT stand- 
ard equipment. Move started in 1956 when Olds 98, De 
Soto Fireflite and Buick Century and Super all had AT as 
a standard feature. 


Circle Into Trapezoid—Sinclair Refining Co.’s station 
signs may soon go modern. A new, trapezoidal emblem will 
be tested this month at about 175 service stations in Macon, 
Ga., Ft. Wayne, Ind., and Salt Lake City, following a test 
at one New Jersey station. If the public likes it, the 
trapezoid will replace Sinclair’s familiar green, red and 
white circular station identification sign and product 
emblem. 


$100 Under the Hood—Despite recent dealer service 
meetings, a major oil company reports no improvement in 
dealer service. Dealers, they say, simply do not look under 
hoods. In four months of a mystery-man program in Mid- 
west, only four cash certificates have been given to dealers 
for complete station service. The company now gives away 
$50 to dealers who satisfy the mystery man but may double 
the amount to spur incentive. 


LPG Waits on Natural Gas—Committee to explore co- 
operative advertising effort for liquefied petroleum gas 
and natural gas won’t meet until “sometime in September,” 
probably when LP-Gas Assn. board of directors meets Sept. 
20-21. Gas Appliance Manufacturers Assn., LPGA and 
LP-Gas Council have named their committee members, but 
American Gas Assn. has yet to make any appointments. 
A joint national advertising program may founder because 
about one-third of AGA members sell both gas and elec- 
tricity and probably won’t be interested; there’s strong feel- 
ing in AGA that participation should be kept on a local 
basis. * 
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MONTHLY PETROLEUM STATISTICS 


July 1956* 
Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) 


178,549 
98,289 
26,760 
39,779 

273,286 


Crude oil—B. of M. (thous. bbl) ............. 


Refinery Activity 4 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. valle 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) ... 
Kerosine (thous. bbl. daily) .... 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


* Through July 6 


Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
10,702 (Apr.) 
2,184 (July) 
4,550 (Mar.) 
659 ( Dec.) 
459 (May) 

78 (May) 
5,761 (Apr.) 
1,335 (Apr.) 
51 (Apr.) 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) .. . . 
Automotive replacement tire shipments (thous.) .. . 
Replacement battery shipments (thous.) . . 

Oil burner shipments (thous. ) 
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NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ a gal.) 

July** June 


1956 
Gasoline 12.16 
Kerosine 10.97 
Distillate 9.34 
Residual 5.26 
4 principal 
products 9.61 
Lube oil 22.66 
Crude at 
well ($ 
per bbl.) 2.84 


1956 
12.05 
10.95 

9.34 
5.20 


9.53 
22.63 


2.84 


July 
1955 
11.38 
10.45 
8.88 
4.59 


8.92 
16.86 


2.82 


* Weighted average price, prin- 


cipal markets. 


** Through July 6. 


June 1956 


181,032 
94,332 
25,919 
38,575 

274,677 


Previous Month 


9,862 
21.76 
3,938 
682 
530 
83 
5,034 
1,313 
48 


July 1955 


157,079 
119,169 
32,749 
44,894 
264,601 





SUPPLY AND 


DEMAND 


More Roads—a Boost for Asphalt 


HE 500,000 miles of rural and 

farm-to-market roads now plan- 
ned as part of the multi-billion-dollar 
highway construction program approv- 
ed by Congress will greatly expand 
the oil companies’ markets for petro- 
leum asphalt. Nearly 90% of total 
paved rural mileage in the U. S. at 
present is surfaced with asphalt and 
other bituminous types of materials. 

The fact that the total of 750,000 
miles of road building proposed for 
the next 12 years will stretch over 
almost every area of the country, co- 
ordinated with the programs of the 
individual states, also greatly widens 
the coming asphalt markets that will 
be served by the oil companies. 

Almost Double—Road authorities 
estimate that at present some 6,400,- 
000 short tons of asphalt are used 
in new highway constructions. Using 
the factor of 5.5 bbl. to the short ton, 
this is equivalent to 35,200,000 bbl. 
annually. Those who have studied the 
mileages of the various types of roads 
to be built in the new highway pro- 
gram believe the volume used by 1961 
may be 9,236,000 tons, about 50,800,- 
000 bbl., nearly 45% greater than at 
present. 

Reportedly, at present about the 
same volume of bituminous road- 
building materials is used in mainten- 
ance as in building new roads. So 
highway construction and maintenance 
in the U. S. in a few years may require 
over 100,000,000 bbl. of asphalt an- 
nually. The largest proportion of this 
will be asphalt from U. S. petroleum 
refineries. 

Current estimates for new highway 
construction under the program run 
about $6-billion a year. This is $2- 
billion more than present annual road- 
building expenditures. About 10¢ of 
each road dollar is spent on bitumin- 
ous materials. On this basis, expendi- 
tures for asphalt, road oils, flux, 
binder, and allied materials would 
reach $600-million annually. 

The ten-to-one ratio may not hold 
true, however, for the new highway 
program. In addition to the projected 
500,000 miles of farm roads, the 
program calls for 41,000 miles of 
express highways and more than 
200,000 miles of major state highways. 
In the latter two categories, concrete 
is the predominant material. 

The Sources—In 1935, U. S. refin- 
eries produced more than 83,121,000 
bbl. of asphalt, according to the 
Bureau of Mines. This was a 10% 
increase over 1954 production. Refin- 
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A Growing Market To Be Bigger 


ASPHALT AND 
ROAD OIL 
TOTAL 
CONSTRUCTION 


PAVING AND 
ROAD SURFACING 

















1950 1951 1952 


1953 1954 








eries also produced 8,482,00@ bbl. of 
road oils, an 18% increase over 1954. 
Many refineries have facilities to 
expand output if market demand in- 
creases. The Bureau of Mines lists 
326 operating refineries in the U. S., of 
which 48 are complete plants with 
facilities to produce asphalt. In addi- 
tion, 72 plants of small crude charging 
capacity are listed as producers of 
asphalt as a by-product of skimming 
and cracking operations. 

Asphalt commands a higher market 
price than fuel oil, another bottom- 
of-the-crude-barrel product. But as- 
phalt marketing is a more costly and 
complicated process. 

What It Takes—Special tank car 


and truck equipment is needed for 
handling asphalt. The asphalt marketer 
must own his equipment, apply the 
material, and, in many cases, guarantee 
its performance. For the oil company, 
asphalt sales is a field far different 
from other products. 

While road-building is the largest 
market for refinery asphalt, other 
smaller volume uses are growing. The 
Asphalt Institute estimates that in 
1955, 19,330,000 bbl. of asphalt were 
used in roofing compounds, and 7,- 
750,000 bbl. in coatings, paints, and 
floor-coverings. Total use of asphalt 
in 1955 was 93,500,000 bbl., and of 
this 66,400,000 bbl. were used in high- 
way maintenance and construction. @ 
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Erie “Banner Duplex” delivers more gasoline faster. 
Ideal for busy turnpike, or the crowded islands of a | 
“downtown” station. The “Banner Duplex” takes up only 
1542” x 314%” and provides giant display areas for brand 
name. Model 239—Heavy duty pumping unit with 
142 hp. motor assures fast service. The center riser simpli- 
The Erie “Banner Du- fies hook-up, and removable panels provide quick ac- 
ar duplon quasi cessibility. Also available (Model 239-5) without motor, 
dispensing units, yet is pumping unit and air eliminator for Erie’s remote pump- 


easy to get at for service ety i ‘ : 
and adjustment. Meke ing—the SupErieor Dispensing System. Write for 


this an Erie “Banner” Year. prices and data. 


4 METER SYSTEMS, INC., Erie, Pa: 


SALES OFFICES Chicago Denver Kansas City, Mo. New York Philadelphia 
Atlanta Cleveland Detroit Los Angeles Oakland, Col. Portland, Se 
Boston Dallas Erie New Orleans Omoha___ Seattle i 
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Sinclair Dealer Demonstration Stations 


Offer Profitable Help to Dealers 


Dealer Demonstration Stations are another new, important feature 

in Sinclair’s 5-Star program of practical dealer assistance. 

Set up as “merchandising laboratories” throughout Sinclair’s marketing Ask about Sinclair's \-7 rs 7 ca 
sn 


territory, these stations reflect actual dealer operations because 5=$T AR’ 
they are 100% independent-dealer-operated. las 
When other Sinclair Dealers visit these stations, they see successful Dealer Aid Plan 
merchandising and management ideas actually at work. They see how good (a part of the Sinclair Dealer Franchise) 
personal selling, effective displays, advertising, service methods, etc., 


make extra profits. As a result, ideas derived from these practical 
demonstrations are used for the advantage of Sinclair Dealers everywhere. Sinclair Retail Selling Plan 





Dealer Councils 
Dealer Demonstration Stations are just one part of Sinclair’s complete 
program to help dealers build a better service station business and 
increase sales. For full information on the Sinclair 5-Star Dealer Aid Plan, 
see your Sinclair Representative or write Sinclair Refining Company, Dealer Conferences 
600 Fifth Avenue, New York 20, N. Y. Ask, too, about the 
Sinclair TBA Franchise, featuring Goodyear, the greatest name in rubber. The Sinclair Franchise 


Demonstration Stations 
Dealer Survey 


Builds Successful Dealers 
Because Sinclair Does Mere 


Ss ‘ NJ H y+\ } <a to Help its Dealers Make More 


“Leads the industry in dealer assistance” 
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EDITORIALLY SPEAKING 


Changing Patterns of Distribution 


The trend to direct operations has grown steadily since World War Il. 
Though the procedure itself is old, petroleum marketing distribution 
remains a lively subject. Perhaps it is attracting more attention now both 
for economic and political reasons. 

Great changes in distribution have been wrought during the past decade, and 
more undoubtedly are ahead, because marketing distribution is an ever-changing 
process. As the changes occur, they invariably affect individual marketers, who 
then must revise their concepts. 

The individual marketer must watch shifting conditions closely so he can deter- 
mine when he is affected and tell what to do. The principal guideposts are develop- 
ments and reactions to those changes. 


Historically, changes have been influenced by economic considerations. 
But now politics loom as a possible factor. So it is necessary to keep an 
eye on both aspects. 

Perhaps the most influential development in oil marketing during the past decade 
has been direct delivery. This has been the key to direct operations. The principle 
of direct delivery is simple: gasoline deliveries to retail stations are made directly 
from refineries or primary terminals, thus by-passing bulk plants. By using large- 
capacity trucks capable of making big-volume dumps, suppliers have enlarged the 
bounds of areas where they can operate directly. 

During this evolutionary period, the role of the wholesale distributor has changed. 
In large, built-up metropolitan areas, many jobberships have been sold to suppliers 
who put them on direct operation. Questions have been raised over the future of 
different types of distributors. 


With the spread of direct operations, the role of the jobber has changed 
in many localities. Over and over, the question is raised: Where does the 
future of the oil jobber lie? 

It is not the intent of NPN to try to answer that now. However, pertinent view- 
points of experienced marketing executives offer the kind of thinking that can help 
distributors wrestle with the problem of their future. 

Fred Meeder, president of Richfield of New York, and Sam Elliott, marketing 
vice president of Sohio, have outlined their companies’ respective attitudes (See 
pp 92-95, Direct vs. Jobber Operation). Since their companies employ contrasting 
methods of distribution, their views differ. Nevertheless, the thoughts are pertinent 
in trying to appraise the future. Both see distinct jobber functions, which they 
describe. 


The two marketing leaders indicate that the jobber occupies a more 
specialized role than ever before. Mr. Elliott sees the jobber as a versa- 
tile marketer in unconcentrated areas. Mr. Meeder sees a strong potential 
for jobbers who can develop and control their own retail outlets. 

Their remarks are based on the economics of distribution. Now, however, it may 
be necessary to consider politics as a factor as well. Recent hearings in Washington 
uncovered a sentiment that bespeaks of little understanding of oil marketing. 


The line of questioning and comments of Sen. Estes Kefauver (D., Tenn.) 
left some industry observers with this impression: the principal objective 
of a general marketing bill (S. 11 and H. R. 1840) is to prevent jobbers 
from engaging in sales at the retail level. Such a law could have the 
effect of impairing distribution. Distribution probably would still be sub- 
ject to changes; but the economic considerations could be outweighed 
by the political. 
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'T like direct’ 


says Sam Elliott 


The marketing vice president of Standard Oil 
of Ohio tells why his company operates direct, 
in this exclusive interview 


OHIO HAS NEVER sold its branded gasoline through job- 

bers. The principal reason for this is very simple: the 
company believes it can do the job cheaper than jobbers 
can. Sohio figures it earns one-half to one cent more per 
gallon by operating direct than it would through a jobber 
operation. What’s more, the company reports its return 
on investment is also greater, by several per cent. 

There’s another reason that is almost as important. By 
operating direct, Sohio believes it gets the kind of security 
in distribution that is absent under a jobber arrangement. 

However, Eliott says, the company is not opposed to 
jobbers. It’s conceivable that Sohio might be making good 
use of them today if it weren’t a one-state marketer, says 
Elliott. He points out that a subsidiary, Fleet Wing Corp., 
sells exclusively to jobbers; and some of its competitors 
use jobbers to good advantage where their distribution is 
thin. If Sohio were faced with a similar situation, says 
Elliott, there is nothing in its thinking that would keep 
it from adopting the same procedure. 


The Magic of Integration 

Sohio’s marketing setup is unique in the oil industry, 
for a company of its size. The area it sells Sohio branded 
products in is confined to the 41,000 square miles in Ohio. 
It’s a relatively small area, by comparison with other 
Standard Oil companies. Because of this, the company 
faved the necessity of doing a thorough market develop- 
ment job. That has been accomplished to the point where 
Sohio is the leading marketer in the state, selling more 
than 30% of all Ohio’s gasoline. You can travel anywhere 
in the state and not be more than 20 miles away from a 
Sohio station. The company has 4,465 retail outlets, of 
which it owns 1,150; 360 of the latter are operated by 
salaried employes. 

About 95% of Sohio gasoline is delivered direct to the 
dealer from one of 13 terminals. About 5% goes to bulk 
plants and then to service stations. Average dump is 2,750 
gal.; the minimum dump is 500 gal. and the maximum is 
7,500. Average number of dumps per transport is two, 
while the maximum is five or six. Delivery radius for 
direct deliveries averages 15 miles, with the longest 75 
miles. 

Sohio’s 172 bulk plants are used mostly for supplying 
farms, small consumers, and for heating oil. They also 
help to keep the company in touch with local communi- 
ties, says Elliott. 
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Almost from the beginning, Sohio’s principal function 
was marketing. At the time of the Standard Oil dissolution 
decree in 1911, its only assets were marketing facilities, 
except for a small refinery. The evolution into an integrated 
operation has been accomplished only in fairly recent years. 

The company’s expansion into production and trans- 
portation, and its growth in refining facilities, came about 
because of successful market penetration in its allotted 
area. Integration was a necessity because of the successful 
market development. Sohio has invested more than $80- 
million in refining facilities since World War II. These 
expenditures have increased its crude oil processing capac- 
ity by 64%, and, says Sohio, contributed greatly to im- 
proved product quality. The company produces about 
one-fourth of its crude oil requirements. 

Security Means Profit—The magic in this business, says 
Elliott, is a continuous flow of product from the oil well 
through your outlets; it’s the security of outlets that keeps 
costs down. 

“Without a solid core of retail outlets, owned or other- 
wise secured,” Elliott maintains, “no oil company can 
continuously and prudently build and expand refineries, 
transportation facilities or crude oil production. An assured 
outlet for products is the thing that makes low cost opera- 
tions possible clear back through the chain of operation. 
It produces the lowest possible costs, and in the long run, 
the best values for the customer. It is the magic that has 
made gasoline prices increase only 842% (without taxes) 
since 1925, while clothing has risen 63%, household 
furnishings 67%, and food 73%. Gasoline at the pump 
today is the biggest bargain in the market place. But 
without the assurance of a continued ability to dispose 
of products in an economical manner through secured 
outlets, this would not be true. 

“Naturally, our distribution outlets are much more 
secure than they would be if we operated through jobbers. 
Jobbers are individuals, or partners, or small companies 
whose perpetuation is not inevitable.” 

And, “as evidence of his independence, a jobber can 
switch suppliers and take a lot of gallonage with him,” 
Elliott adds. 

Commission-operated bulk plants also maintain security 
for the company, Elliott believes. Two-thirds of Sohio’s 
plants are operated by consignees, the rest by salaried 
operators. 

“Jobbers in many cases can operate more efficiently in 
a given area than a major company can,” says Elliott. 
“But under the circumstances and in the environment in 
which we operate, we can do it better. I don’t think there’s 
a supplying company today that would operate direct if he 

(Continued on p94) 
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JOBBER OPERATION — 


'l like the jobber’ 


says Fred Meeder 


The president of Richfield Oil Corp. of N.Y. 
tells why his firm uses the jobber route, and 
gives some good advice for the jobbers’ future. 


W' LIKE our all-jobber marketing system best pri- 
marily for these reasons: 

e The investment in marketing properties, equipment 
and personnel is considerably less than it would be if 
we marketed direct. 

e Our brand has strong representation through local 
independent businessmen. 

e We can give complete marketing service to our clients 
with a smaller, but highly specialized organization. 

e We can establish a closer personal relationship be- 
tween the dealer and his supplier by this method. 

e We feel we’ve been instrumental in promoting the 
welfare of the independent businessman on whom the 
country’s future depends. 

In the early days, our company marketed both direct 
and through jobbers. In 1935, we decided the right answer 
for us was to market exclusively through independent dis- 
tributors. 

Of course, the reduction in marketing costs was an 
important factor in this decision. But this was a must 
to provide a proper working margin for the distributor. 


The Jobber’s Secret 


Our distributors are personally known and accepted in 
their communities as local businessmen. They benefit 
directly from successful decisions, and immediately and 
personally feel the penalties of inefficient operations. 
They know their local markets and can make decisions on 
the spot, without checking with supplier executives who 
might be unfamiliar with the local marketing problems. 

The jobber is a fixture in his town, while the major 
companies often shift their men around from one district 
to another. This is important because the jobber can often 
pick up information about real estate trends, road de- 
velopments and other things affecting service station sites 
that’s not available to major-company people. The local 
distributor time and again can beat the majors on pur- 
chase or lease of station properties. 

The jobber also has a better idea of what commercial 
business is available. He has better information for judg- 
ments On credit risks. And since it’s his own money at 
stake, he can decide better when it pays to take a risk, 
and what questionable deals to avoid. 

Jack-of-all-Trades—Major companies tend to have a 
formula for doing everything. When they establish a bulk 
plant, they usually have a dispatcher, credit man, ware- 
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house superintendent, and a specified number of clerks. 

Jobbers don’t hire any more people than the absolute 
minimum. They don’t go by formulas, and they would just 
as soon have one man do several jobs, or juggle jobs around 
as needs develop. A small jobber may, of necessity, be 
his own dispatcher, plant supervisor, salesman or driver. 

A jobber often has much lower maintenance expense. 
He can decide on the spot to have one of his own men 
repair a piece of equipment. A lot of work gets done quickly 
and economically that way. On the other hand, major-com- 
pany rules often require equipment to be sent to some cen- 
tral point for repair whenever trouble develops, or that the 
job be done by a particular specialist. 

The real secret of the jobber’s success—and the record 
proves an efficient jobber can run a highly successful oper- 
ation—is close supervision of all phases of the business. 
It boils down to a lot of hard work. If the jobber ever feels 
he can come in every morning at 10:30 and play golf in 
the afternoon, he is giving up his biggest asset. He puts in 
the hard work because it’s his business, his money, his 
reputation. He is building something worthwhile for the 
future—his future and his family’s. 


The Drawbacks 


One big disadvantage is that we do not control our dis- 
tribution beyond the degree that we maintain the good will 
and co-operation of our jobbers. Of course, we have lost 
some jobbers because of better margin deals. But I can’t 
remember any of our jobbers selling to a major. So far, 
we’ve been able to prove to them that they’re better off 
staying in business. 

On the whole, we’ve enjoyed long-term relations with 
a large majority of our jobbers. Over 65% have been with 
us over 10 years; 30% of those have been in our camp over 
20 years. And the 25-year group gets bigger every year. 

Of course, we only market in areas where we can find 
good distributors. This sometimes presents problems, be- 
cause it’s tough to start a jobbership today. About the only 
way to get a new jobber these days is to take him away 
from a competitor. 

Occasionally we have casualties by death. When that 
happens, we feel our first obligation is to see that the bus- 
iness remains intact for the benefit of the heirs. That isn’t 
always simple. But anyone who has sold our products 
over many years knows how much we will do to perpetuate 
a business for the heirs or designated successors. 

I suppose some people might say we're at a disadvantage 
because we don’t go after the super-highway spots. As a 
rule, they’re a little rich for a jobber’s blood. We believe in 
neighborhood stations. Over 75% of the stations marketing 

(Continued on p95) 
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‘, . . they (jobbers) just 
don’t get the volume we are 
ableto get...’ 


(Continued from p92) 


could get a jobber to do it better—by better I mean the 
same or greater volume at less cost. 

“Undoubtedly, some of the points made by jobbers can 
work out in their favor. But they just don’t get the volume 
of business that we are able to get and maintain by our 
marketing methods. That’s because we have penetration 
in depth throughout our marketing area. 

“Of course, some companies with shallow distribution 
are better off with a jobber operation. The jobber can 
use his wits, flexibility and decentralized operation and 
make it work in thin distribution areas where a supplier 
couldn’t operate direct at a profit. 

“Fleet Wing, for example, has thin distribution—about 
3% of the Ohio market. And they can do things with their 
marketing that we can’t do. 

“Actually, our best profit makers are the company- 
operated stations. Any idea that we operate these stations 
at a loss, subsidized by profits from other departments, is 
not true. The fact is that over the years our cost of operat- 
ing stations with our own employes has been and is less 
than the dealer margin. These stations also set high service 
standards and promote acceptance of the Sohio brand by 
the motoring public. 

“However, we do not have any program to increase 
substantially the number of company-operated stations. It’s 
remained fairly constant for the last five years. And we 
would lease out any one of them if we found a dealer who 
could operate more efficiently than we can. 

“We believe in operating retail outlets at a profit. It is 
not in our long-term interest to sell products to consumers 
at a loss. That’s why we don’t operate on the Ohio Turn- 
pike. Our rental bids for turnpike locations were between 
2.54¢ and 3.15¢ per gal., the maximum rates considered 
profitable. The winning bids were between 6.12¢ and 7.15¢ 
per gal., plus 10% on all sales other than gasoline. It is 
difficult for us to see how they can make a profit in view 
of these high rentals.” 


The Future 


“The gradual evolution to direct distribution has brought 
about a radical savings in distribution costs,” says Elliott. 


“These savings have been effective to some degree in all 
areas, but mostly in highly concentrated markets. This 
evolution has been caused by the normal functioning of 
the free enterprise system acting in the consumers’ interest. 
It has been the direct result of an attempt by individual 
members of the industry, big and small, to supply petro- 
leum products at the lowest possible cost. 

“In some areas, this evolution has eliminated the need 
for the wholesaler’s function. Some jobbers have recog- 
nized this and have purchased more retail outlets, thereby 
entrenching themselves in the retail end of the business. 
Others have expanded their fuel oil and farm volumes. 
In this sense, the trend to direct operation has involved 
a shift in the jobber’s function, rather than his elimination. 
And the jobber, like the major company, will have to be 
prepared to make other shifts in his role as changing 
economic conditions require them. 

“The ideal place for a jobber is probably in less densely 
populated areas. In areas where his supplier’s distribution 
is shallow, an efficient jobber can compete very well. 
There have been occasions in the past when jobbers have 
led us in some areas. 

“At Sohio, we will continue to use direct operation 
wherever we have market penetration in depth. We have 
no concrete plans at this time to expand our operations 
outside the state. If expansion does eventually come, it 
would be in the areas that could be economically served 
by our distribution system. It is possible that we could use 
jobbers in those areas where our distribution might be thin. 

“For the industry generally, it seems to me, the jobber 
has a secure place as long as he can do the job better than 
the supplying company. As long as suppliers are expanding, 
and have very substantial stakes in market growth, there 
will be a future for the jobber. I can’t imagine every major 
company operating intensively in all 48 states. And where 
distribution is thin, no supplier would operate direct if 
he could get a jobber to do it more efficiently. 

“I don’t believe the trend to direct distribution has 
driven any efficient members of our industry out of busi- 
ness. I don’t believe it will in the future either; although 
it’s likely there will be further changes in the functions 
of various people and companies. It seems to me the change 
in petroleum distribution has contributed to the welfare 
of all groups engaged in the business, as well as to the 
consumer. 

“I think it demonstrates again the principle that none 
of us permanently enjoys a position in industry out of 
keeping with our contribution to the community; and it 
reminds us that from the standpoint of the state industry 
exists primarily to serve society, and only from the cor- 
poration’s standpoint to provide jobs and create profits.” 


Sohio: Market Strength, and Then Some 


STANDARD OIL CO. of Ohio’s 
rapid growth in its one-state sales area 
has earned the company a reputation 
as one of the smartest marketers in the 
business. Last year Sohio’s net earn- 
ings were $23-million, 24% higher 
than in 1954, and that’s just the latest 
of a long string of good years. 

One notable side of the Sohio picture 
is its heavy emphasis on direct market- 
ing. It’s the only major that has no 
jobbers handling its branded products, 
and 360 of its 4,465 stations are sal- 
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ary-operated. 

Another Sohio feature is the com- 
pany’s aggressive management team. 
One key play-caller is marketing vice 
president Samuel H. Elliott, who sup- 
plied the material used in the pre- 
ceding article. (See profile, p191). 

To Sohio management men, one of 
the biggest problems today is their 
own marketing success. The company 
has over 30% of the Ohio gasoline 
market and leads its 21 competitors by 
a wide margin. Any further expansion 


is apt to be outside Ohio, but moves 
that way are complicated by the 1911 
Standard Oil dissolution decree, which 
limited the areas where companies can 
market under the Standard name 
(NPN—July °56, p96). 

Sohio now has toeholds outside its 
home state, in the form of stations 
in Michigan and Kentucky. Standard 
Oil Co. (Indiana) won an injunction 
against use of the Sohio name in the 
Michigan stations, but Sohio will ap- 
peal. Whether or not it succeeds, the 
company’s future shapes up well— 
even the competition admits that. 
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Richfield products are in neighborhood locations, and 
they’ve done good business for us because of the personal 
service given by the dealer to his neighbors. 


The Jobber Future 


Even though the trend to direct marketing is continuing, 
I believe most jobbers can operate successfully in cities of 
almost any size. New York City is perhaps an exception 
because real estate costs are prohibitive. Most jobbers don’t 
have the capital required to enter this market, or if they do, 
the possible return does not make the investment attractive. 

Aside from a few exceptions, I believe opportunities for 
jobbers today are just as good as ever. The efficient jobber 
can successfully compete against direct competition. 
There’s no doubt about that. However, he has to use mod- 
ern methods. He can, for example, use direct delivery. Over 
50% of our jobbers pick up product at our terminals and 
bypass their bulk plants. 

Can the jobber today make money? I say he can. Most of 
our jobbers are uniformly successful. Among those whose 
records I know about, profits last year ran from $4,000 to 
$160,000 before taxes. 

Unfortunately, too many jobbers haven’t adopted mod- 
ern methods. Some of them are withering on the vines 
because they haven’t kept up. The inefficient jobber, of 
course, will eventually succumb. You can’t subsidize him 
up to the average. 

Build Stations—The jobber’s salvation lies in acquiring 
additional stations of his own. Sales contracts as such are 
intangible. When you own the station, it’s your business 
as long as you continue to maintain a clean, efficient oper- 
ation, and no one can take it from you. Some distributors 
can’t build a whole lot of stations at one time. But they can 
add one or two a year. Or even one every two years and 
gradually build up a chain of stations. I don’t believe there’s 
a jobber today who can’t build a station now and then 
with the help he can get from his supplier. And there are 
a surprising number of distributors who are well able to 
finance stations themselves and are doing so. 

Some jobbers say they don’t want financial help from 
their suppliers because it ties them down. The jobber has to 
make a big decision here. He has to decide if his supplier 
has been fair, has a good brand, and if he wants to keep 
doing business with him over the long term. 

Naturally, most jobbers prefer to do business with their 
own banks. And many of them don’t have trouble, when 
they’ve been in the area years and have good credit. 

We offer substantial financial aid to our jobbers to help 
them build new outlets where they are justified, and also 
for station modernization. In some areas, Richfield dis- 
tributors have built stations almost exclusively with com- 
pany help. One of our jobbers built six new ones last year. 

Get the Man—Our sales people spend a lot of time help- 
ing jobbers locate and evaluate new station sites. Before 


Richfield: A Company of Independents 


. - « most jobbers can op- 


erate successfully in cities 
of almost any size.’ 


(Continued from p93) 


building, however, we stress the importance of finding a 
good operator. Our most successful jobbers get the man 
before the station. One of them hasn’t had an empty sta- 
tion for the last five years. 

A Balanced Business—We urge our jobbers to do a 
more balanced selling job, instead of relying on the big- 
gallonage commercial accounts. There’s usually little profit 
to be realized from them, and they’re only good while you 
have them. Even if you build a big commercial volume 
and hold it a few years, you still haven’t anything tangible 
to base your equipment requirements on. If you lose a big 
one, you have extra delivery equipment and personnel that 
will haunt your P & L statement. 

We've done a lot of analysis on this subject. We recom- 
mend to our jobbers that at least 60% of their gasoline 
business should be done through retail stations. A jobber 
can replace much of his commercial business with retail 
business, if he’ll make the effort. He can do it by modern- 
izing existing outlets, as well as by acquiring new ones. 

It’s important to maintain a proper balance between fuel 
oil and gasoline, too. There’s no flat rule, it depends a lot 
on the geographical locality. We feel a 60-40 gasoline to 
heating oil ratio is healthy. It might be a little higher in the 
very cold areas. You can become too dependent on fuel 
oil, which is seasonal. Our most successful jobbers keep a 
good balance. 

To help our jobbers build balanced businesses, we try 
to give them all the help they ask for. We believe we give 
better service to jobbers than any other supplier. If he 
wants to set up books, we’ll send a qualified accountant to 
help him. We’ve had merchandising men work with jobbers 
and their dealers for two or three weeks at a time. 

If a jobber wants to get our opinion on a deal he’s think- 
ing about we're glad to sit down with him. He has the 
benefit of our knowledge and experience gained by years 
of dealing with the problems of many independent business- 
men. But he’s under no obligation to reveal a single fact 
about his business, if he doesn’t want to. That’s the basic 
philosophy of our organization. We offer suggestions, but 
we don’t try and tell our jobbers what to do. 

Looking back, we can say that our success has been 
based primarily on the success of our independent jobbers. 
Looking ahead, the formula will remain unchanged. We 
will continue to be an organization dependent on the 
independent. 


its 18 company-operated branches 
were given an opportunity to buy the 


RICHFIELD Oil Corp. of New York 
markets exclusively through jobbers in 
15 states on the Eastern seaboard. The 
company has 200 jobbers, who supply 
3,000 retail outlets. The author of the 
preceding article, Frederick UH. 
Meeder, was elected president of the 
company in 1951. (A_ biographical 


profile of author Meeder starts on 
page 192.) 

Richfield is a subsidiary of Sinclair 
Refining Co. It grew out of a merger 
in 1929 between Walburn Petroleum 
Co. and Acewood Petroleum Co. The 
firm operated direct and through job- 
bers until 1935. Then the managers of 
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business in their areas. Most of them 
did so, with financial help from Rich- 
field. Today, all of these men are suc- 
cessful Richfield jobbers. 

Company officials proudly boast 
that over 75% of the jobbers who 
were with the firm in 1929 are still 
marketing its products. 
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Why Atlantic Switched Price Policies 


®@ Fair trade's a better market stabilizer than its 
old suggested price plan, Atlantic says—at least 
in regions where some dealers keep cutting prices 


® Guaranteed percentage margins should enable 
dealers to concentrate on the service Atlantic wants 
to give, instead of worrying about profit squeeze 


SERVICE AND STABILITY are the 
two key objectives in Atlantic Refining 
Co.’s shift to Fair Trade in Pennsyl- 
vania (NPN—July, p106). 

They go together automatically in 
the thinking of Col. Dwight T. Colley, 
Atlantic’s marketing vice president. 
He says, “Fair-Trading is a means to 
insure our customers that their product 
will be served to them by trained, 
intelligent, eager people. . . . Service 
adds tremendously to the value of 
gasoline, but dealers can’t give it unless 
they get a minimum margin from 
which to pay their help.” 

To provide that margin, the com- 
pany is not only setting minimum 
retail prices in Pennsylvania, but also 
abolishing tank wagon prices as such 
and charging dealers a flat 23% less 
than the retail minimum. This per- 
centage will apply no matter how the 
retail prices change, so Atlantic dealers 
don’t have to fear that reductions will 
come entirely out of their margins, or 
that they'll miss out on added profits 
if the company raises the minimum. 

Similar security for jobbers is a 
distinct possibility. Colley says “It 
would be the logical next step” to give 
a discount off the retail price to job- 
bers, too, though Atlantic isn’t ready 
to do this just yet. Jobber prices under 
the new plan are still figured at so 
many cents less than dealers pay. 


Holes in the Umbrella 


Atlantic’s old suggested price policy 
(NPN—March, p34), like the new 
Fair Trade plan, was designed “to 
keep Atlantic dealers healthy and satis- 
fied.” The suggestion plan worked in 
New Jersey, says Colley, where 
99.75% of Atlantic dealers are selling 
at the suggested fair price. That’s why 
Atlantic is continuing the older plan 
there (even though most majors are 
Fair-Trading in New Jersey). 

In Pennsylvania, however, a small 
group of dealers “didn’t want to im- 
prove service, but only to cut prices,” 
Colley says. And the umbrella under 


96 


most dealers’ prices provided by the 
suggested figures gave them an unfair 
advantage. Colley says this made the 
majority of Atlantic dealers “unhappy 
that Atlantic gasoline was being sold 
by these people who gave bad service 
and didn’t live up to the Atlantic 
reputation.” 

Even though “these people” num- 
bered less than 5% of the company’s 
4,000 Pennsylvania dealers, the situa- 
tion was bad enough for Atlantic to 
feel it had to stop suggesting and start 
telling dealers what prices to post. 

That meant only one thing—Fair 
Trade. The way Fair Trade straight- 
ened out the New Jersey market when 
Esso Standard Oil Co. took the lead 
there made Colley think “it was not 
only practical but almost obligatory 
to Fair-Trade Atlantic gasoline in 
Pennsylvania,” where Atlantic is the 
gallonage leader. “In fact,” Colley 
says, “I started looking for a new 
solution as soon as Esso went to Fair- 
Trading in Jersey.” 

He wasn’t entirely happy to have 
to abandon the old solution in Pennsyl- 
vania: “We wouldn’t have gone to Fair 
Trade if we could have guaranteed the 
dealer margin without it.” But “it’s 
the only way to protect one Atlantic 
dealer from another” if the other is a 
price-cutter. Now Atlantic is consider- 
ing switching to Fair Trade in Dela- 
ware, where the suggestion system is 
still in effect. 


Follow the Leader—Halfway 


A company must have top accep- 
tance if it’s the first Fair-Trade 
in one particular state, says Colley, 
drawing a parallel between the rapid 
adoption of Fair Trade in New Jersey 
once Esso started, and what he hopes 
will happen in Pennsylvania. 

Atlantic’s lead on prices, in fact, 
has been followed; within a week of 
the company’s move to Fair Trade, 
13 other Pennsylvania suppliers re- 
vised their tank wagon postings to 
meet the prices Atlantic dealers pay 


on the 23% margin. 

The competitors also followed At- 
lantic’s division of the state into two 
zones, reflecting different transporta- 
tion costs, with prices in the western 
zone set 1¢ higher than the eastern. 
Colley says Atlantic expects no diffi- 
culty over the price differential in the 
border area because the zone line 
follows natural geographic barriers of 
mountains and woods, for the most 
part. Dealers on opposite sides of the 
zone boundary are really in different 
market areas. 

The way other suppliers have met 
Atlantic may be significant for Fair 
Trade, which Colley says “often fails 
because it’s done at too high a price.” 
Howard H. Ingersoll, Atlantic’s assist- 
ant general manager of marketing, 
states, “Our price will always be a 
realistic and competitive figure.” But 
a price war would have to be more 
than a one-corner battle between two 
dealers before Atlantic would lower 
its Fair Trade minimums. Colley 
knows that if Atlantic is the only Fair 
Trader in the state, one dealer can 
get hurt in a neighborhood price war 
easily: “If he wanted to switch 
suppliers, we couldn’t complain; you 
can’t revise prices when one dealer gets 
hurt.” 

Atlantic would be ready to lower the 
minimums, however, if the market 
were widely damaged. It has already 
lowered its prices 1¢ from the orig- 
inal minimum because its competitors 
absorbed the federal tax increase rath- 
er than pass it on to customers. 

Colley points out that Atlantic’s new 
system doesn’t focus attention on how 
much the dealer has to mark up his 
price, the way conventional pricing 
does. With the supplier setting the 
minimum retail price and the dealer 
assured of a percentage discount from 
it, the dealer isn’t always worrying 
about whether he’s marked his product 
up enough to earn a profit. He can 
concentrate on whether he’s doing 
enough instead of whether he’s making 
enough. 

That’s what Colley wants, of course. 
He says, “We're not just trying to 
make it easy for somebody to get rich, 
but a dealer should get more if he 
gives service to justify it.” And 
Atlantic’s new plan is another attempt 
to act on his belief that supplier and 
dealer should work together: “If you’re 
going to sell a quality product, you 
have to back it in the marketplace 
so you can sell the service that must 
go with it.” 
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Chicago Firm Buys Premier 


Rays PRODUCTS Corp., a Chicago 
firm that owns 55 producing wells 
in Oklahoma, Texas and Kansas, has 
integrated backwards by buying the 
entire assets, producing, refining and 
marketing of Premier Oil Refining Co. 
of Texas. Reported price: $3.5-million. 
City Products is a big holding com- 
pany, Operating in several businesses 
through divisions that cover 28 states 
and 300 cities in the U. S., Canada 
and Mexico. Premier is an independent 
refiner headquartered in Longview, 
Tex., and selling to 113 “Premier 
brand” jobbers and a dozen unbranded 
ones. About 700 stations, most of them 
in the eastern and northern areas of 
Texas, fly the Premier flag. 

Officials at Premier don’t anticipate 
any change in the company’s present 
marketing set-up. To them, the deal 
with City Products just means more 
funds for expansion. 

To City Products, according to 
Chairman William J. Sinek, the move 
is the “No. 2 step in management’s 
plan to become an integrated producer, 
processor and marketer’. 

To its own 55 producing wells, Sinek 
says, are added Premier’s 57 producers 
located on 32 leases in Texas, Arkansas 
and Louisiana. Premier’s partnership 


with Woodley Petroleum Corp. and 
Renwar Oil Corp. add a one-third in- 
terest in 150,000 acres of undeveloped 
oil concessions on the Isthmus of 
Tehuantepec, Mexico. 

By acquiring Premier, City Products 
gets three small refineries. The Ft. 
Worth plant has a capacity of 7,500 
b/d; Baird, 2,000 b/d and Longview, 
4,500 b/d. The Ft. Worth refinery is 
reportedly able to produce 100 octane 
gasoline, and Sinek says the Longview 
refinery will produce 100 octane prod- 
uct as soon as the modernization pro- 
gram is completed. Crude is brought 
to these plants through 750 miles of 
pipe that Premier also owned. 

Despite announced plans, some 
Premier competitors have guessed that 
City Products may decide to disband 
and sell the Longview and Baird 
plants. “It would take a heck of a lot 
of capital to put them in shape for the 
quality race,” says one. 

City Products’ consolidated revenue 
for 1955 was $81,262,000; net income, 
$4,130,000. In 1954 these figures were 
$80,764,000 and $3,538,000. 

The company said Premier’s total 
yearly revenue of $23,000,000 “will 
make a substantial increase in the total 
revenue of the Corporation.” x 


... And Speedway Sells Some Stations 


A mmoven Speedway Petroleum 
Co.’s marketing bailiwick is in 
Michigan, it has kept a speculative 
finger in the Ohio pie for some years; 
the company’s “Marathon” flag has 
flown at some 25 stations in the Toledo 
area, and 16 in Columbus. Last month, 
apparently convinced that its stake in 
the Columbus market had turned into 
an unbecoming boardinghouse reach, 
Speedway dealt the last of its Colum- 
bus outlets to the rival Ohio Oil Co. 
To most observers, sale of the sta- 
tions made good sense. While Speed- 
way is strong in Michigan, Columbus 
is too far afield to get the effect of 
Speedway’s numbing, repetitive satura- 
tion advertising (the company sponsors 
the Detroit Tiger ballgames, has so 
many spot radio and TV announce- 
ments that some folks say small chil- 
dren screech “We've broken the octane 
barrier!” instead of nursery rhymes). 
Ohio Oil, too, was a logical buyer 
for the Speedway stations (estimated 
total gallonage: about 400,000 yearly). 
The company markets through 3,200 
stations, mainly in Illinois, Indiana, 
Michigan, Kentucky and Ohio, and is 
riding an expansion boom. Sales of 


refined products last year rose 11.5% 
by volume, 14.4% by dollar volume 
over 1954, 

With a recently completed pipe line 
from Findlay, Ohio, to Columbus, 
Ohio Oil is reported ready to begin a 
concentrated push into the southeast- 
ern portion of Ohio. Its present mar- 
keting area is primarily in the western 
part of the state; although it has no 
stations in Cleveland or Cincinnati, it 
is stronger in the small towns and rural 
areas. 

Speedway (which at one time had 
stations in Indiana, but leased and re- 
leased them about six months ago) will 
now confine its expansion to Michigan 
and northern Ohio, where the adver- 
tising reaches. It has over 700 stations 
in Michigan, and is rumored to be 
probing the upper peninsula of the 
state to find out if an invasion of that 
region is economically feasible. A 
move into this territory might be an 
overture to an eventual jump into 
northeastern Wisconsin, but chances 
are that company management—for 
the time being, at least—will soft- 
pedal the Speed in Speedway in favor 
of a slow-but-sure expansion policy. @ 
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Ashland Push 


Cleveland's retail market 
is the goal, but it means 
bucking stiff competition 


\ X 7 ITH PLENTY of horn-blowing and 

flag-waving, Ashland Oil & Re- 
fining Co. is suggesting to Cleveland 
majors that they might as well move 
over. Since June, the company has had 
its brand name on 33 stations in the 
city and suburbs, and it plans to lease 
or build more. 

All 33 of the stations acquired by 
the Ashland, Ky., company have been 
marketing Ashland products, but 90% 
had been using private brands. Ash- 
land now owns all of them on a lessee- 
dealer basis, and is shelling out sizable 
sums to merchandise them through 
newspaper, radio, TV, and billboard 
advertising programs. 

Fast Circuit—Ashland knows it’s up 
against major-league competition in 
the Cleveland market. By gallonage 
ratings, it’s bucking Sohio (which is 
far out in front), Sun, Pure, Gulf, 
Shell, The Texas Co., Socony Mobil, 
Sinclair. But Ashland looks on the 
Cleveland market as one of the most 
promising it can possibly tap, and has 
definite plans to expand its station 
coverage of the area within a few 
months. The company and its four 
wholly owned subsidiaries market in 
11 other states. 

Direct Supply — Under Ashland’s 
current sales set-up, the new Cleve- 
land operations fall within the area of 
its Valvoline Oil Co. subsidiary. All 
stations will be serviced direct by 
Valvoline. Gasoline will be shipped 
from the Ashland refinery at Canton, 
Ohio, by truck. While the company 
does not have its own pipe line from 
Canton to Cleveland, company officials 
indicate that facilities are available. 

Under the Valvoline administration, 
the Cleveland stations will be under 
the direct supervision of Mel Mohr, 
headquartered at Valvoline’s Freedom, 
Pa., offices. 

Complications—The storage picture, 
as it concerns the Cleveland opera- 
tions, is a little muddy. Ashland’s 
Whiskey Island bulk plant is officially 
the property of another subsidiary, 
Allied Oil Co. This plant has its draw- 
backs. It was originally designed for 
fuel oil, but gasoline has been floated 
in from the company’s Frontier refin- 
ery at Buffalo. Ashland hopes to build 
a new bulk station in the Cleveland 
area and put in a pipe line to connect 
it with Canton. 8 
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A common carrier transport makes a drop at an Iowa service station. This kind of scene raises a big question .. . 


Station Delivery: Who Does It Better? 


@ For-hire carriers are getting a bigger share of 
terminal-to-station hauling business. Some report 
10-15% savings to majors, with no loss in service 


@ Some oil men question the savings and see lots 
of problems. But many others think public haulers 
will get a bigger share of direct delivery 


“THERE’S NO REASON why every 
company in the industry couldn’t go 
to common carriers if they wanted 
to.” That’s one major-company divi- 
sion manager’s comment on the use 
of for-hire carriers to make direct 
deliveries of gasoline from terminal 
to service station. 

The move started not long after oil 
companies built up their own direct 
deliveries following World War II. 
Today, 16 of 20 major companies 
make some use of public haulers for 
direct delivery. One company has 
turned over 100% of its direct de- 
livery in an East Coast city to an out- 
side carrier. Some jobbers are also 
using them. And many major company 
officials foresee a further rise in the 
proportion handled by  for-hire 
truckers. 

However, the truckers still have a 
tough selling job to convince many 
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oil men that they can provide lower- 
cost, quality service on station de- 
liveries. 


Arguments for Carriers 

These are the two main arguments 
cited by supporters of direct delivery 
by common carriers: 

e Economy. Using an outside hauler 
means an oil company can cut down 
its investment in trucks and mainte- 
nance equipment, freeing extra capital 
for production, refining and marketing. 
The company can also reduce operat- 
ing wages, overhead costs (for which 
transportation sometimes is not charged 
its fair share) and the price per gallon 
delivered. 

e Efficiency. A public carrier gets 
maximum, flexible use for every 
vehicle because he has many cus- 
tomers; he can often get payloads both 
ways on one trip. He can deal better 


with traffic and driver problems and 
maintenance because they’re his full- 
time business. 


On the Other Hand 


Some unconvinced oil men say 
that although they use for-hire car- 
riers for station delivery, it’s strictly 
experimental because the benefits don’t 
apply in every market area. Other 
add that even where the benefits do 
apply, there may still be compelling 
arguments for not switching to public 
haulers. Among them: 

e The union problem. Oil-company 
drivers don’t want to lose their jobs 
to common carriers. Some haulers 
offer to take on company drivers, but 
most pay either on a trip basis or at 
an hourly rate under $2, compared 
with the $2.25-$2.50 an hour paid by 
most oil companies. So company- 
drivers’ unions don’t encourage their 
members to shift. Union opposition 
makes one major’s traffic manager 
say, “This thing is dynamite”; at least 
two oil companies have union con- 
tracts forbidding the replacement of 
their drivers by common carriers. 

e Dealer contacts. “Use of a pub- 
lic carrier divorces the company from 
the account, makes it lose the personal 
relationship with the dealer,” says one 
transportation man. Another major- 
company traffic official backs him up: 
“Company drivers can give a type of 
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service not available from outside 
carriers.” He thinks this applies es- 
pecially where a driver must decide 
whether to make a drop when a dealer 
has a last-minute payment problem. 

e Storage capacity. Not all stations 
have enough tankage to take a whole 
transport load at a time. But full drops 
are the most economical, because 
there are usually extra charges for 
making multiple stops and metering 
split loads. Conversion to larger tanks 
is expensive, and even where it’s feas- 
ible, the dealer can’t always pay for 
a full transport load. 

e Doubtful economy. Some oil men 
question whether it really is cheaper 
to use a common carrier. A West Coast 
marketer says, “Out here they usually 
can’t compete with proprietary car- 
riers on a cost basis. When they can, 
we do like to use them, but we don’t 
think they'll overcome this disadvant- 
age to any great extent.” One reason 
is that some states, like California, 
impose special taxes on truckers that 
don’t apply to oil companies. 

Officials of two Midwest majors 
focus their economic doubts on metro- 
politan areas. One says, “Where there 
is a concentration of business, we can 
beat the for-hire carrier.” The other 
points out that his company and others 
have increased transport equipment 
along with service station tankage and 
thereby kept up from the beginning 
with the economic advantages of di- 
rect delivery in large cities. 

Another skeptical operations man 
says, “We do use it in a few places, 
mostly sparsely settled areas where we 
couldn’t justify using and maintaining 
our own fleet for station deliveries.” 

If that attitude spreads, some rural 
jobbers may find themselves by-passed, 
as their city cousins were when the 
majors began increasing their own 
direct deliveries in metropolitan areas. 

A number of suppliers, however, are 
aware of the problem and say they 
won’t go to direct delivery any place 
they’re adequately served by a jobber. 
And carriers are quick to point out that 
they work for jobbers, too—including 
making station deliveries. They must. 
If a common carrier refuses to take 
on new business, even small business, 
the shipper has the right to bring in 
a new carrier on that route. Haulers 
don’t want too much competition. 


Whose Name on the Truck? 


There’s one complaint that cuts both 
ways. Some suppliers don’t like to 
use common carriers for station de- 
livery because they believe it’s good 
promotion to have their own names 
on the trucks. And they want the 
motorist to know he’s buying the 


C) 


brand he’s paying for. Some fear mo- 
torists would be confused if they saw 
a hauler’s name on a transport de- 
livering gasoline to their station. 

Officials of other majors say they 
don’t mind that—even if a carrier 
offered to put their company colors 
and signs on his transports, they’d re- 
fuse because they’re afraid the hauler 
might use the same trucks to make 
deliveries to unbranded dealers. They 
also feel that motorists become an- 
noyed at big vehicles that hold up 
highway traffic, and prefer to have the 
hauler’s name on transports so he can 
bear the blame. 

Some carriers do offer to make their 
vehicles rolling advertisements for the 
shipper. But the Interstate Commerce 
Commission is investigating this prac- 
tice to find out if givng an oil com- 
pany free advertising constitutes a re- 
bate in violation of ICC regulations. 
The commission recently suspended 
the rates filed by Krajack Tank Lines, 
Roselle Park, N.J., because the com- 
pany offered to paint a shipper’s name 
on equipment free if it was used ex- 
clusively for that one customer. 

Some haulers have made similar 
offers for years, but others take a 
different approach. One says the ICC 
told him he could paint his tank 
trailers any colors he liked, but the 
oil company must supply its own 
detachable signs. Another charges the 
shipper $150 for painting company 
markings on a vehicle. The ICC in- 
vestigation may take several months; 
one hauler says, “If they rule this 
practice out it would really throw a 
wrench into for-hire deliveries.” 


How Big Are the Problems? 


One Eastern marketer, a firm 
booster for public haulers, wishes 
more truckers were out trying to con- 
vince oil companies that common car- 
riers can do the job better, with or 
without signs. The supposed problems 
don’t carry much weight with him. 

For example, he scoffs at the idea 
that drivers nowadays keep the com- 
pany in close contact with its dealers. 
“They're interested in driving for 
money,” he says. “Not many of ’em 
are looking out for the company the 
way a driver might have twenty, 
thirty years ago.” He thinks a car- 
rier’s drivers can serve an oil com- 
pany’s purpose just as well as company 
men. Dealer relations are in the hands 
of sales representatives, not drivers. 

This marketer thinks that when a 
company signs a union contract pre- 
venting the use of common carriers, 
it’s giving up an important manage- 
ment right. And he believes drivers 
are just as well off working for a 
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public hauler. 

One trucker backs him up on this 
theory. This hauler pays his drivers 
$1.92 an hour for a 60-hour week, 
while the normal oi] company rate in 
his area is $2.40 an hour for a 40- 
hour week. But he says that oil com- 
panies don’t work their men overtime, 
while his drivers like nothing better 
than to be behind the wheel as much 
as possible. He claims that his men 
therefore earn more in a week than 
most suppliers’ drivers, and he offers 
to take on any oil company driver 
who ‘can meet his standards when he 
takes over a complete operation. 

Several carriers also claim that the 
storage-capacity problem is no longer 
working against them. They point out 
that tankage in new stations is almost 
universally higher than it was several 
years ago, and that many companies 
are converting old stations to larger 
storage. 

A major-company operations man- 
ager belittles the claim that common 
carriers can’t compete with proprietary 
haulers on a cost basis, even on the 
West Coast. Extra taxes, he says, are 
outweighed by the advantage some 
haulers get from their stripped-down 
equipment, which can often carry as 
much as 1,000 gal. more than con- 
ventional oil-company transports. 

Haulers and marketers alike point 
out that there may be an additional 
advantage to oil companies in increas- 
ing their use of for-hire carriers: re- 
ciprocity in buying gasoline, lubes and 
TBA from the shipper. There too, 
however, the ICC is stepping in. It’s 
now running a confidential investiga- 
tion of reciprocity practices, to dis- 
cover if shippers are compelling the 
carriers with whom they do business 
to buy their products. The ICC held 
open hearings on the subject last 
summer, but says the truckers were 
reluctant to testify in public, and it 
hopes a confidential survey will pro- 
duce more evidence. 


What It Costs 


A common carrier’s station delivery 
charges are based on these factors: 

e Line-haul charges. These are reg- 
ulated by the ICC and state public 
utility commissions, so one hauler’s 
charges for a given route don’t vary 
widely from another’s. Some states 
don’t regulate hauls under a certain 
distance, and the carrier can set a 
competitive rate. For a round trip 
through a number of points instead 
of a straight-line haul between two 
points, the tariff is based on half the 
total mileage traveled. 

e Metering charges. Some truckers 
don’t meter full compartment drops, 
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others do; all must meter partial 
drops. An extra charge may be made, 
or the cost of metering may be figured 
into a base rate. Installation of meters 
means a truck can carry less payload 
—an important consideration. 

e Collection charges. When the 
driver must collect the dealer’s pay- 
ment for his gasoline purchase, some 
haulers add a C.O.D. charge to the 
supplier’s bill. This may vary from $1 
per load to $1 per collection. 

One common carrier’s operation be- 
tween Baltimore and Wilmington, Del. 
(71 miles), is based on an 0.91¢ gal. 
tariff, plus an 0.05¢ gal. metering 
charge. Split-delivery charges are $3.50 
for two stops, $6 for three, $8 for 
four and $10 for five stops. The 
C.O.D. charge is $1 for the entire 
load. On this basis, delivery of a 6,- 
000-gal. transport load to four service 
stations, with the driver making col- 
lections, would cost the shipper $72.36. 

The same hauler offered to take on 
service station deliveries from two 
terminals in Virginia, where he could 
set his own rates for distances under 
15 miles. His price was 0.35¢ gal. for 
full transport drops, including all 
services, at stations ten miles or less 
from the terminal, and 0.42¢ gal. for 
multiple drops with a maximum of 
three stops, also within the ten-mile 
radius. Additional stops were $2.50 
each, with no extra metering charge. 


What It Saves 


That’s a hard question to pin down, 
since detailed disclosure of operating 
costs is rare. Costs vary greatly from 
area to area, and different compa- 
nies have different ways of figuring. 
Savings through efficiency are hard to 
measure. So are comparisons on capi- 
tal savings, which one major describes 
as its principal benefit in using com- 
mon carriers. This company figures it 
makes the greatest freight saving by 
using its own equipment for short-haul 
station deliveries; the investment can 
be paid out in a short time, compared 
with a longer payout on long-haul 
equipment. So it uses common car- 
riers for longer station hauls wherever 
possible. 

An official of another oil company 
remarks, “When a company uses its 
own fleet and for-hire carriers, the lat- 
ter gets the marginal deliveries. Com- 
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... we have barely scratched the surface in the number 
of stations that can be set up to take transport delivery. 
The potential is many, many times what we’re doing 
foday ... 


panies keep their own fleets as busy 
as possible and concentrate on the 
more economic trips. So comparisons 
can seldom be true.” 

Even so, one hauler estimates he is 
saving a major company 10% to 15% 
of the cost of making its own station 
deliveries in a city where he handles 
the entire operation. And he states 
flatly that he can save that company 
an equivalent amount anywhere if he 
hauls more than 1l-million gal. a 
month. 

A competing supplier agrees that 
10% or so is about right. He points 
out that savings will be lower where 
the supplier must compensate a com- 
mission agent for the deliveries he 
loses, higher where a salaried bulk 
plant is by-passed. 

Estimates in dollars and cents run 
from one company’s statement that it 
would be satisfied with a saving of 
0.05¢ to 0.10¢ gal. in Philadelphia-— 
where prices are higher because of a 
bad traffic situation—to a carrier’s ex- 
pectation of saving another major 
0.25¢ gal. in some Eastern states. 


What's in the Future 
“There may be a limit, of course, 


but it looks far in the distance,” says 
John T. Ruan, president of Ruan 
Transport Corp., Des Moines. 

When he took on some half-dozen 
Phillips Petroleum Co. stations in 
Cedar Rapids and Marion, Iowa, in 
1952, Ruan was the first for-hire car- 
rier in the Midwest to make direct de- 
liveries on a systematic basis. Now he 
makes deliveries to 420 stations for 
nine suppliers, says “We have barely 
scratched the surface in the number 
of stations that can be set up to take 
transport deliveries. The potential is 
many, many times what we’re doing 
today.” 

Station delivery accounts for only 
4% of Ruan’s total volume (44,160,- 
000 gal. out of 1,104,000,000 gal.), 
but he remarks, “Today we have more 
stations to set up than we’re able to 
handle immediately. It’s a manpower 
problem for the moment.” He uses 26 
of his 550 rigs to make direct deliver- 
ies in Iowa, Illinois, Minnesota and 
Wisconsin, and makes over-the-road 
hauls there and in four other states as 
well. 

Ruan believes he will keep pace 


with the growth of direct delivery in 
his area—or increase his share of it— 
so long as transport functions are 
easier and cheaper for him than for 
an oil company. He thinks his opera- 
tions will remain more economical and 
efficient because of his greater flexi- 
bility, up-to-date fleets (90% of his 
tanks are aluminum), and a top safety 
record (Ruan Transport has won the 
Trailmobile trophy twice in five years, 
and won four seconds and one first 
place in the American Trucking Assn. 
safety contest for tank truck fleets). 

Ruan also stresses his belief that in 
the Midwest a single truck should haul 
about 7-million gal. yearly within a 
concentrated area to show a profit. He 
has the volume to do it, while few sup- 
pliers can move gallonage at that rate 
in a small area. Volume also means he 
gets far more use from his equipment, 
which increases his flexibility and 
helps keep costs down. 

Another factor is the increase in 
the number of pipeline and river ter- 
minals in his area. This increases the 
feasibility of terminal-to-station de- 
livery, and Ruan’s ready, he says, to 
take on any business from new termin- 
als and save the shipper the time and 
money needed to set up and operate 
a fleet of his own. 

Ruan thinks two things are neces- 
sary for the growth of station delivery 
by for-hire carriers: 

e Public haulers must sell the oil 
companies on their merits. Ruan says 
he not only provides cheaper and more 
efficient trucking, but also offers ser- 
vices like twin meters for simultaneous 
dumping of regular and premium gas- 
olines; night and weekend deliveries; 
the safety measures that have pro- 
duced the record he’s so proud of; and 
individual analysis of the customer’s 
transportation problems. 

e General capacity for direct de- 
livery must increase. Ruan expects this 
because of trends toward greater sta- 
tion storage capacity and location of 
more stations on main thoroughfares, 
making it easier for transports to get 
in and out. 

While Ruan thinks the limit is far 
in the distance, many marketers—in- 
cluding some who use him for station 
delivery in the Midwest—doubt that 
for-hire carriers will ever do more than 
half their direct delivery. Some say 
they wouldn’t let public haulers get 
over a certain percentage of the busi- 
ness. But one major-company official 
who doesn’t use them at all still sees 
no need for a limit. He says, “When a 
for-hire carrier can give us the same 
service Our own fleets do, at a better 
cost, we'll use ’em.” 
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BUY FROM ASHLAND OIL 





Other independents like yourself like to work 

with Ashland Oil & Refining Company because 

we know how to work with them. We offer blueprints 
for your independent future—tailored to your 
specific operation, assuring your growth as an 
independent. Ashland Oil is the independent supplier 
of gasolines and other top quality petroleum 


products. Call us today. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
0., 1402 Federal Reserve Bank Bldg. — CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0., Standard Bldg. — DETROIT, 
MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 — FREEDOM, PA, — 
LOUISVILLE, KY., 1202 S. Third St. — NASHVILLE, TENN., 5 £E. Main — PADUCAH KY. — PITTSBURGH, PA., 711 Park Bldg. 


The Independent Brand for Independents 
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to meet exacting lubrication standards, specify 


ENJAY PARATONE’ 


viscosity-index improver 


For peak efficiency in compounding oils for both hot and cold weather con- 
ditions, blenders and refiners are turning to Enjay Paratone. This famous 
additive produces a year-round lubricant combining cold-weather, quick- 
starting properties with low consumption characteristics. 


Through constant research and technical experience with equipment manu- 
facturers and users, Enjay has developed a complete line of high-quality 
additives (Paramins®) for blending with every type of base stock. To obtain 
this experience for your processing operations, write, wire or phone the Enjay Pioneer in 


Company today. Petrochemicals 
ENJAY COMPANY, INC., 15 WEST Sist STREET, NEW YORK 19, N, Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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Senate Small Business subcommit- 

tee, headed by Sen. Humphrey (D., 
Minn.) has released its conclusions and 
recommendations after hearings into 
the New Jersey price war. Committee 
urges Justice Department and Federal 
Trade Commission to enforce anti- 
trust and anti-price-discrimination laws 
more vigorously, asks that Small Busi- 
ness Administration supply credit to 
dealers who want to buy their stations. 
Committee also feels majors should 
halt alleged attempts to make lessee 
dealers handle only company-spon- 
sored TBA lines. 
SIGNIFICANCE: The report, as previewed 
in the June NPN (p96), makes it clear 
that Congress isn’t ready for drastic inter- 
vention in gasoline marketing. The rec- 
ommendations offer no comfort to propo- 
nents of divorcement or advocates of 
government control. 


@ Premium gasoline sales jumped 
53.02% for Skelly Oil Co. during its 
first two months of marketing premi- 
um with a new solvent, Keotane (NPN 
—April, p97). Over 1,000 Skelly sta- 
tions averaged 56 new premium gas- 
oline customers each during the same 
period. The ratio of premium to total 
gasoline sales went up from 15% to 
20%. Most of the company’s market- 
ing is in rural areas, traditionally 
tough on premium sales. 
SIGNIFICANCE: Skelly gives credit for this 
big sales jump to its product advertising 
(double-page newspaper spreads in prime 
markets, full pages in other markets, plus 
“saturation” radio and TV commercials). 
L. S. Loudon, the company’s advertising 
and sales promotion director, says the ads 
told the Keotane story—it’s intended to 
dissolve the gum that binds carbon and 
lead, causing them to form deposits—in- 
stead of employing what Loudon calls 
“the usual overworked cliches of gasoline 
advertising.” 


@ Aluminum-brass radiators are be- 
ing developed for cars, and may bring 
a switch to all-aluminum radiators in 
a few years, according to Aluminum 
Co. of America and the McCord 
Corp. Reasons for the switch are light 
weight, good heat transfer character- 
istics and increased resistance to cor- 
rosion. 

SIGNIFICANCE: Effects of antifreeze on 
the new solders used in making radiators 
with aluminum is still an unknown factor. 
The make-up of antifreezes might have 
to be changed, and that might mean two 
different types of each antifreeze—one 
for conventional radiators and one for 
aluminum. 


@ A big independent heating oil mar- 
keter in the East will swing over soon 
to IBM equipment to handle all phases 
of its retail oil delivery operations— 
orders to bulk plants, dispatching, 
sequence deliveries, degree-day and 
“K” factor calculations, and burner 
service. Up to this time, it used IBM 
for billing only. 

SIGNIFICANCE: The marketer, who now 
handles more than 50-million gal. of 
heating oil a year, figures IBM will let 
it handle 25% more business without 
additional personnel. And the new sys- 
tem will enable the company to set up its 
home deliveries on a “gang” basis—drops 
to a number of homes in the same area 
at the same time—to boost driver output 
and cut delivery costs. 





'50 Cities’ Carries On 


NPN presents this month its first 
monthly report of gasoline prices in 
54 U.S. cities. This service replaces 
the ‘50 Cities’ compilation made by 
The Texas Co. since 1919, which has 
been discontinued. Our report lists 
four more cities, while some cities 
with larger populations have _ re- 
placed points on the Texaco list. 
See page 188 





@ Continental Oil Co. has edged into 
the multigrade gasoline picture, follow- 
ing the leads of Esso, Humble, Stand- 
ard of Kentucky and Sun. But instead 
of introducing its new third grade 
“Super Royal” throughout its 27-state 
territory, Conoco is “testing demand” 
in the Houston area only. The new 
grade will be offered at 24 of the 51 
Conoco stations in Houston. 
SIGNIFICANCE: Like Sun Oil, Conoco is 
emphasizing the experimental nature of 
its multigrade marketing. “We don’t want 
anybody to think we are ready to jump 
into this all the way like Esso and 
Humble did,” says a spokesman. But 
Conoco people frankly admit that the 
move will probably grow, although they 
add “it might be two or three years be- 
fore we have it all over.” 


@ Another Atlantic Seaboard jobber 
is reportedly about to sell controlling 
interest to Tidewater Oil Co. 
SIGNIFICANCE: In taking over a string of 
jobberships in the East over the past 
few months, Tidewater is seeking to ex- 
tend the scope of present operations. Be- 
hind the program is the necessity of de- 
veloping a sufficiently large demand to 
take the output of its new 130,000-b/d 
Delaware refinery when it goes on 
stream sometime next spring. 
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®@ Phillips Petroleum Co. has adopted 
a sliding-scale margin for branded 
jobbers and consignees, similar to one 
proposed by National Oil Jobbers 
Council (NPN—July, pi41). Under 
the Phillips plan, the base jobber 
margin will increase or decrease by 
20% of any increase or decrease from 
“normal” tank wagon price, ex taxes, 
freight or licenses. Typical base mar- 
gin is 3¢ below the dealer tank wagon. 
The formula will apply in sub-normal 
markets regardless of how low the 
price drops. 

SIGNIFICANCE: Phillips says its plan will 
provide “a more equitable arrangement” 
for suppliers and jobbers alike. Those are 
the words NOJC used to describe its 
plan, which differs from Phillips’ in two 
respects: (1) The NOJC plan called for 
a floor under the jobber’s margin, but 
the Phillips plan doesn’t; (2) NOJC 
wanted the base tank wagon price 
negotiated by jobber and supplier, while 
Phillips is using present “normal” prices. 
Despite these differences, the sliding 
scale should be a big selling point in 
Phillips’ expansion into new areas—where 
it’s already reported to be offering job- 
bers unusually favorable arrangements. 


™@ Gilsonite, a solid hydrocarbon ore 
now used in producing floor tiles and 
electrical insulation, may soon become 
an important source of high octane 
gasoline. American Gilsonite Co., sub- 
sidiary of Standard Oil Co. of Cali- 
fornia and Barber Oil Co., is con- 
structing a 70-mile six-inch pipe line 
to carry ore slurry from Utah mines 
to new refinery near Grand Junction, 
Colo., plant. 

SIGNIFICANCE: The process represents a 
new source of petroleum products other 
than natural crudes. Refiners have pre- 
viously developed shale recovery process 
(See NPN—Oct. 22, ’52, p26) that yields 
a crude oil capable of being refined into 
oil products. With shale recovery still in 
the developmental stage, a race between 
Gilsonite and shale could be in the mak- 
ing. 


@ General Petroleum Corp. is using 
centrally suspended canopies, illu- 
minated island booms, and other ele- 
ments of its experimental Disneyland 
station (NPN—June, p106) in con- 
struction of a new station in Glendale, 
Calif. 

SIGNIFICANCE: GP insists its radical Dis- 
neyland outlet is strictly an experiment. 
But features of the station are already 
being used elsewhere, and the Disney- 
land design may have far-reaching effects 
on GP station planning. 
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offers you the best in 


All types of Floating Roofs 


WIGGINS HIDEK* WIGGINS LODEK* WIGGINS DOUBLEDEK* 


WIGGINS FLOATING ROOFS PAY FOR THEMSELVES 


Whatever your Floating Roof requirements get General American’s 
UNBIASED analysis. Unbiased because General American makes ALL 
types of Floating Roofs! 

Wiggins Floating Roofs, Dry Seal Gasholders, Lifter Roofs, Cone Roofs 


*patented 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street * Chicago 90, Illinois 
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TIRES—BATTERIES—ACCESSORIES 


TBA Wagons: How They Build Profits 


A panel of 24 major-company TBA specialists answers some key questions 
about TBA trucks and buses — and what they can do for distributors 


“IT’S A GOOD IDEA for oil job- 
bers and other distributors—but not 
for a major company.” That just 
about boils down oil company opinions 
on the value of selling TBA merchan- 
dise from special trucks calling on 
dealers. 

Fifteen out of 24 heads of TBA 
departments give complete or partial 
approval of TBA trucks. Three are 
neutral. Four of the remaining six are 
flatly opposed; the other two say there 
may be some conditions where they 
might be of help to distributors. But 
no major uses TBA trucks. 

Attitudes of the 15 in favor range 
all the way from theoretical approval 
to active endorsement. Most of them 
have given TBA trucks some sort of a 
try, but find they can’t do well with 
them as a company operation. But 
they still think it’s a good scheme for 
oil jobbers, consignees, distributors or 
for rubber companies. The majority 
recommend it to their wholesalers. 

Of the three who are neutral, one 
leaves it up to his division managers; 
another leaves it to his rubber company 
commission suppliers. The third lets 
his consignees and distributors make 
the decision. 


ave to offer? 


They meet the competition. That’s 
the big virtue of selling with TBA 
trucks, say those who endorse it. It’s 
safe to say oil companies would be 
only too happy to stick to the old 
conventional way of having a sales- 
man do all the selling and the ware- 
house do all the shipping, if they 
could. 

In the opinion of many, new con- 
ditions make that difficult. “In the 
old days,” says one TBA manager, 
“when dealers were more financially 
stable, the pure sales approach of 
selling case lots of accessories, quan- 
tities of batteries, and even large lots 
of tires, was certainly the way to de- 
velop maximum dealer inventories. 

“Today, however, with half the 
dealers operating on a limited capital 
investment, we find the use of a TBA 
service truck most beneficial. This 
method properly services the inventory 
needs of most dealers, and competes 


very successfully with the advantages 
offered by the wagon peddler.” 

“Wagon peddlers” is a phrase gener- 
ally used to indicate anybody who 
sells the service station trade from a 
stock of goods carried on the truck. 
The competitor may be an automotive 
wholesaler, an independent distributor, 
a tire dealer, or in many cases the 
jobber of a competing oil company. 

These so-called “wagon peddlers” 
have increased in numbers. That’s the 
penalty of success. By persuading a 
lot of dealers to stock and sell TBA 
on a larger scale, oil companies have 
made the service station market much 
more attractive to competitors. On the 
surface these competitors may seem to 
exist on thin pickings, but this may 
well be a delusion. 

“Our dealers don’t have to tell us 
how much TBA business they are 
doing,” warns one TBA manager. 
“Sometimes I wonder if we are selling 
our dealers even half of their TBA 
purchases.” But regardless of volume, 
the important fact is that the wagon 
peddler is always making the rounds, 
always ready to move in as TBA 
supplier to any extent he can. 

TBA men are well aware of this 
competition, even if they can’t meas- 
ure its size. Homer R Hays, who 
heads Ashland Oil’s TBA department, 
is one who says selling with a TBA 
truck is effective and practical, adding 
this comment: “I base this on the suc- 
cess of competition who seem to be 
doing a relatively good job of selling 
to many of our service stations.” 

Says another TBA head of one of 
the Midwest oil companies: “We know 
there are many local parts houses who 
are successfully selling by TBA truck, 
and there is no question that they get 
some business from our dealers.” 


Can they be used in 


TBA men don’t fully agree on 
where a TBA truck is most likely to 
be profitable. Jack Hall, manager of 
the TBA and lubricants department 
of Douglas Oil of California, thinks 
the “pie wagons,” as he calls them, 
are best suited to small towns, because 
there is not so much competition. He 
doesn’t favor the big metropolitan 
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areas, “ . where there are many 
independent wagon jobbers who cover 
regular routes, and sometimes a 
dealer has two or three trucks contact 
him in one day.” 

But Hall insists at the same time 
that Douglas jobbers are doing very 
well without TBA trucks. Most of 
them, he says, have a salesman go 
throuzh an area one day taking orders 
and make truck delivery of the orders 
on the following day. “This method 
seems to hold the dealer’s business 
against the independent wagon job- 
ber.” 

Also favoring small communities is 
E. G. Hirleman, of Cities Service Oil 
Co. (Pa.), New York. “A special TBA 
truck or bus, in my opinion, is a good 
idea in the more remote areas, where 
it can serve several purposes. It can 
be used for delivery of packaged lubes, 
and to carry around material with 
which to set up merchandise displays, 
and to do window trimming.” 

In Canada, small town coverage 
can cost you money. “In most towns 
it is illegal to sell directly from a 
truck without a peddler’s license,” 
reports a Canadian TBA man, “and 
in some places these run as high as 
$500. Thus a truck covering more 
than one municipality might need too 
many licenses to be profitable.” 

Others say a TBA truck can’t be 
successful unless it operates where 
there are plenty of service station 
prospects nearby. “If the area covered 
by the truck is a concentrated one 
where the truck is able to make a 
minimum of 15 to 20 service station 
calls a day, I don’t think there is any 
doubt that it will pay off,” says one 
TBA man. 

He adds: “If the truck is to be used 
strictly as a TBA selling medium and 
the salesman is strictly a TBA sales- 
man, the larger markets would natur- 
ally be the only ones that could make 
it pay. However, if a distributor uses 
the truck to sell TBA and oil and 
greases, and if the salesman is a 
combination salesman calling on not 
only service stations but farm ac- 
counts, where the volume of petroleum 
business can be increased, then in my 
opinion the truck operation can pay 
off in some of the smaller markets.” 

Some other ideas come from R. H. 
Askin of Sinclair: “There is a point 
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where travel time cuts into selling 
time to an unprofitable extent, but I 
am unable to say what the profitable 
limit is in miles. I know of two in- 
stances where the truck averages 60 
miles a day. One makes about 12-14 
stops a day, the other 18. On the 
other hand there may be some dense 
metropolitan areas where traffic delays 
can be too costly.” 

And Oliver C. Epps, of Arkansas 
Fuel Oil Corp., thinks selling off the 
truck can work anywhere. “For years 
we have encouraged our smaller dis- 
tributors to have their tank truck 
drivers push TBA. Many of them 
have been successful selling right from 
the tank truck and have added small 
racks to the trucks to carry a stock of 
TBA goods. 

“Where the jobber’s operation is 
large enough,” Epps continues, “we 
definitely recommend special TBA 
trucks. A lot of our large distributors 
have done well with them.” 

The size of the town doesn’t matter, 
according to Charley Johnson of Ohio 
Oil Co. “The most logical place these 
trucks can be used is where you have 
a concentration of stations,” he says, 
“so that little time is lost between 
calls. But the success of these trucks 
depends, in my estimation, upon the 
caliber of man you get to operate 
them.” 


If you’re going to operate a truck 
as a means of selling TBA, then 
naturally you need a salesman to run 
it. A TBA man with considerable ex- 
perience with special trucks says: 

“The success of a TBA supply 
truck is tied pretty much to the ability 
of the driver salesman, and his train- 
ing. He should be trained to sell the 
special deals and other larger purchase 
offers first, and then take care of im- 
mediate inventory needs of the dealer 
from his truck stock. He gets the big 
volume by selling now for later de- 
livery, and at the same time builds a 
good dealer relationship by giving him 
immediate service on small quantity 
needs.” 

It’s important to build dealer con- 
fidence, says another TBA manager. 
“If your man demonstrates that he 
can be trusted by the dealer to check 
over his stock, then analyze what the 
station needs without overstocking, you 
stand a good chance of forming a 
buying pattern that favors you. When 
it becomes a habit for the dealer to 
look on your man as his TBA sup- 
plier for all his needs, then you're in.” 
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Rigid Routes Pay Off—All agree 
you must schedule TBA truck calls 
on a fixed cycle. “You stand a good 
chance of getting a large share of the 
dealer’s TBA business,” observes one 
TBA manager, “when he learns that 
your truck will be at his station on a 
definite day of the week, and usually 
at a particular time of day.” 

Regular trips are a good thing even 
in ordinary TBA delivery service. “In 
most of our large divisions,” says the 
TBA head of one of the big com- 
panies, “particularly where there is a 
good volume in a fairly compact area, 
we operate TBA trucks on regular 
routes serving dealers on a specific 
day of each week. But the orders are 
all filled in advance at the warehouse, 
and the truck is merely a delivery 
method.” 

An illustration of how TBA people 
endorse the principle of regular routes 
is this glimpse of advance planning 
of a TBA experiment in a large Cana- 
dian city: “If we decide to go ahead in 
this matter we would certainly put on 
a special TBA truck. This truck would 
cover all of the accounts involved with 
regular days for each station. In our 
opinion this is the best way to cover 
any city.” 


Why don’t the majors 
use TBA wagons? 


Despite all the favorable angles to 
TBA truck marketing, major com- 
panies won’t adopt it for two reasons: 
high cost and sales conflicts. 

The first of these reasons speaks for 
itself. The second—creation of a con- 
flict between the man on the truck 
and the regular salesman who calls on 
the dealer—doesn’t seem to bother 
jobbers or consignees much, but it’s a 
real obstacle to the majors. 

Here’s how it looks to a company 
that has experimented with TBA 
trucks: “It doesn’t fit too well with 
our system, where the reseller sales- 
man is personally responsible for serv- 
ice station sales and inventories. It 
was Our experience that we actually 
reduced the amount of our sales. 
Dealers knew it was always possible 
to pick up a few of any item rather 
than keep adequate inventories and 
order case lot replacements in time to 
replenish low stocks.” 

M. S. Marsh, Standard of Ohio, 
says TBA trucks may be all right for 
jobbers and consignees if they’re the 
only method of contacting dealers. 
“The chief danger lies in the fact that 
the regular salesman feels relieved of 
responsibility for dealer sales,” he says. 

From another company that has 


never tried the truck plan: “Our prob- 
lem differs somewhat from many TBA 
distributors since we have frequent 
salesman contact with the dealer. We 
feel that our principal selling re- 
sponsibility is the retail side of the 
picture. If that is effectively done, the 
wholesale volume cares for itself. Un- 
der this concept, we prefer to have the 
selling done by the salesman who is 
responsible for the account rather than 
have divided responsibility.” 

Who’s For It—The oil companies 
that handle TBA on sales commission 
contracts with rubber companies are 
among the leading supporters of 
selling from a TBA truck. The few 
exceptions do not oppose TBA trucks. 
They have left it up to their rubber 
company suppliers to work out this 
phase of TBA distribution. 

Three of the four rubber companies 
that are most active as commission 
suppliers—U. S., Goodyear and Good- 
rich—strongly favor special TBA 
trucks. The fourth, Firestone, is said 
to be giving the plan a trial. 

One of the strongest supporters of 
selling from the TBA truck is a com- 
pany holding commission contracts 
with two rubber companies. Says the 
TBA manager: “I am highly in favor 
of TBA trucks as a modern TBA 
service, as an addition to the good old 
salesman-dealer relationship on deals 
and special offers. Without the truck 
the marketer is wide open to greater 
inroads from wagon peddlers.” 

On the other side of the argument, 
the buy-and-sell companies are far 
from unanimous. One extreme view is 
expressed by Sam Wheatley, Standard 
of California, who says: “The special 
TBA truck with a traveling stock has 
not proved popular with oil companies 
nor with the major accessory jobbers, 
according to reports we receive. Our 
company has tried it and there is not 
enough concentrated distribution to 
justify traveling the long distances in- 
volved, and the truck is too small for 
an adequate stock.” 

By contrast, W. J. Matson, of Tide- 
water’s western division, says: “We 
recommend special TBA trucks or 
buses to all of our petroleum distribu- 
tors where the volume will justify the 
expense involved. They are enthusiastic 
about this type of equipment and have 
found this method of TBA distribu- 
tion is profitable.” 

And from the buy-and-sell group 
comes a middle-of-the-road conclu- 
sion: “We are very much aware of the 
problem today in trying to serve deal- 
ers better, particularly as the variety 
of products increases. Our minds are 
certainly not closed to continued study 
on the subject.” a 
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The Aro Equipment Corporation 
warrants the AL-207 Air Motor to 
be free from defects in workmanship 
and material for 10,000 lube jobs or 
for a period of thirty-six months, 
whichever occurs first, from date of 
purchase. 


We warrant the remainder of our 
lubricating equipment, including 
hose, against defects in workman- 
ship and material for a period of 
twelve months from date of purchase. 
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This is the Lube Pump that does such a remarkable 
job—in extreme heat or frigid cold. It’s one of 
many trend-setting features in the great new Aro- 
lube line that’s sweeping ahead in popularity every- 
where! See your Automotive Wholesaler now for 
full details. 
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Visit your dealer prospects on a regular basis. That’s the first step in... 





Building Sales With a TBA Wagon 


WO CONVERTED passenger buses 

and a smooth-working merchan- 
dising system have helped consignee 
J. M. Shea, Jr., run his annual TBA 
volume from nothing to $150,000 in 
three years. 

The Pasadena, Calif., Tidewater dis- 
tributor counts on his TBA buses for 
practically all his TBA sales—only a 
small percentage of orders comes in 
by telephone. The two bus salesmen, 
Dick Barnes and Francis O/’Clair, 
sign up orders for later delivery in ad- 
dition to the goods they sell right out 
of the buses during their regular calls 
on dealers. They even lend a hand in 
promoting Shea’s 8-million-gal.-a-year 
gasoline business: the buses carry a 
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stock of road maps, signs, and a variety 
of dealer promotional materials. 

What’s Shea’s secret of success? A 
lot of it comes from the systematic 
sales approach he used. 

Regular Calls—The two salesmen 
divide up the territory and plan their 
routes to get the greatest degree of 
regularity into their dealer calls. 

“We think it’s important to make 
regular calls,” Barnes says. “We try to 
call on each account every week and 
on the same day of the week. If you 
start calling on a place regularly, 
pretty soon you find out they are sav- 
ing up orders for you if they know 
they can count on you to pull in on a 
certain day.” But he always checks 


the dealer’s TBA inventory if he gets 
a chance. 

Get ’Em_ Inside—lIt’s unscientific 
but true that the average dealer will 
buy more from a physical display of 
merchandise than he will from an in- 
ventory checklist, order blank, or 
catalog. Barnes thinks the bus, with its 
sales counter layout, is a big help in 
selling to dealers. “The important 
thing is to get the dealer into the bus,” 
he says. “Once a dealer gets inside he 
can see the things he needs and may 
have forgotten to order. Dealers don’t 
write things down. When he sells the 
last item out of stock he is usually too 
busy to make a note of it. When he 
sees it in here he remembers he’s out 
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Check the dealer’s inventory to learn what he needs. . . 


Stock everything so you'll have it when he needs it... 


of it. I’ve had dealers tell me: “You’re 
not going to get me in there—I 
haven’t got enough money’.” 

Rush Service, Too—In TBA mer- 
chandising, you have to decide how 
far you'll go to supply rush orders 
from your dealers. “We try to give 
them emergency service too,” says 
Shea. “There’s not a day goes by that 
we don’t get a call from a dealer who 
has to have something right away. 
We get it out to him somehow.” 

Usually the quickest way is to locate 
one of the salesmen and have him 
make a detour on his regular route. 
Since the men travel pretty rigid 
schedules, a call to perhaps three or 
four stations along the route is usually 
enough to locate the bus. But if the 
bus can’t handle it they'll use the flat- 
bed, a tank truck, or Shea’s new Buick. 

Dealer Contests Help—Shea likes to 


run TBA contests for dealers. He 
restricts them, though, to Tidewater 
outlets, and does not attempt to in- 
clude all of his TBA accounts. He 
believes in merchandise prizes and uses 
a lot of small appliances for this pur- 
pose. While a contest is on, he keeps 
interest fanned with steady mail pro- 
motion. 

Shea says he got the idea for a 
dealer TBA contest with merchandise 
prizes from NPN. He finds a contest 
encourages dealers to buy TBA from 
him. Usually about 24 dealers out of 
the total 69 will take a strong interest 
in a contest. Right now two of Shea’s 
dealers are leading in their class in the 
Los Angeles district in a company- 
wide Tidewater TBA sales contest. 

A Broad Stock—Shea thiuks it’s 
smart business to handle any kind of 
merchandise he can sell to dealers. 
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His stock is built around the Tide- 
water TBA line, but is not restricted 
to it. For example he stocks such 
things as tailpipe extensions, several 
brands of wax and polish, and a line 
of small tools. 

Shea decides what to put in stock 
by trying to handle all of the extra 
items “the dealer would buy some- 
where else if we didn’t have them on 
the bus.” Each bus carries about 
$4,000-$5,000 worth of merchandise. 

A Stable Price—Shea also believes 
it’s smart business to stick to an estab- 
lished price schedule. “A lot of wagon 
peddlers cut prices,” he observes. 
“Maybe they have to make some sales 
to meet their expenses at the end of 
the month. It doesn’t pay to try to 
compete. 

“One month one will be doing it 

(Continued on p112) 
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LIFE helps sell 


to more people than any 


THAT’S WHY: 


Advertisers make the most of the 
pre-selling power of LIFE 


They know that LIFE pre-sells their automotive acces- 
sories to the largest audience in weekly magazine his- 
tory. They know that LIFE moves merchandise, each 
and every week, by prompting the motoring public to 
buy. They know that... 


LIFE is first 
with more automobile owners 


An average issue is read by 30.4% of 
all car-owning households. 


LIFE is first 
with people everywhere 


In Weekly Readership In Weekly Circulation 


LIFE 26,450,000 LIFE 5,714,720 
Look 18,050,000 Saturday 

Saturday Evening Post 4,943,838 
Evening Post 14,050,000 Look (bi-weekly) 4,201,297 


Sources: Audience—A Study of The Household Accumulative Audience of 
LIFE, A Study of Four Media. Circulation—ABC, Publisher’s Interim 
Statement, Jan.-March, 1956. 
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other weekly magazine 


THAT’S WHY: 


TBA salesmen make the 


most of the promotional power 
of “Advertised-in-LIFE” 


They know that LIFE is national sales power with a 

potent local impact. Week after week, LIFE pre-sells 

at the neighborhood level. That is LIFE’s unique fea- 

ture which makes it one of the most powerful, produc- 
_ tive sales-aids you can use. 


In the average community, 
LIFE reaches 3 out of 5 households 
in the course of 13 issues 


Auto dealers, garage operators, and parts outlets have 
learned to capitalize on this. By using ‘‘Advertised-in- 
LIFE” promotion material, by featuring LIFE-adver- 
tised products regularly, they’re making the most of a 
profitable pre-sold market. 

They know that motoring America is a ready pros- 
pect for the products featured in LIFE. 


ADVERTISED-IN-LIFE UPS YOUR SALES APPEAL 3 WAYS 


1. You attract customers 


2. You build prestige 3. You stimulate sales 
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probably do more business if we cut 
price, but it’s hard to remember who 
you cut the price to last time.” 

And Liberal Credit — About half 
Shea’s TBA sales are on credit. “Be- 
sides service,” says Shea, “we offer the 
dealers good credit terms. We give 
them 30 days on accessories and 90 
days on tires and batteries. We prob- 
ably are a lot more liberal than a ma- 
jor oil company would be, but we’re 
closer to the dealers. We haven’t taken 
a loss yet.” 

Fast Build-Up—When Shea ac- 
quired the distributorship by purchase 
about three years ago, the gasoline 
business was running about 4-million 
gal. a year, and the TBA business was 
“farmed out” to an independent TBA 
distributor. “This was an easy way to 
handle our TBA business,” Shea says, 
“but I found I didn’t have enough 
control over the operation to give my 
dealers the kind of service I wanted 
to. An independent distributor is 
naturally going to be most interested 
in calling where he gets the most busi- 
ness, and you can’t ask him to make 
regular calls at your accounts if they 
are only going to order a couple of 
dollars worth.” 

Starting with a single bus, Shea and 
Barnes nursed the TBA volume up to 
around $100,000 at the close of last 
year. With the addition of the second 
bus TBA sales are running at a rate 
of $150,000 annually. 

With the first bus Barnes used to 
cover a territory including all of 
Shea’s 69 Tidewater dealers. The area 
touched on ten communities in the 
northeastern Los Angeles area. In- 
cidentally, each community requires a 
retail sales license—at a total cost for 
licenses of $140 per year. 

Since the second bus was added, 
Barnes and O’Clair have been able to 
put more effort into developing busi- 
ness outside Shea’s 69 gasoline ac- 
counts. They’ve built the total up to 
around 120 TBA accounts. The out- 
side business now represents 20% of 
the TBA volume and is growing. 

As Barnes describes it, their mis- 
sionary work is simple. When Barnes 
stops to talk to a dealer, he asks him 
what kind of a TBA deal he has, and 
finds out if he would be interested in 
having the bus make regular stops. 
Once he starts regular visits, he never 
stops. 

Many accounts buy in a very small 
way at first. They cite one of their 
new independent accounts whose pur- 
chases last year only amounted to 
$141.25. Through May of this year 
they managed to build that dealer’s 
total up to $500. 
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They always hope the little ones 
will grow into big ones. A_ typical 
dealer among their top accounts is 
Bill Moore, who does about 10,000 
gal. a month at his station. Last year 
he bought $2,005 in tires, $436 in 
batteries and $1,689 in accessories. 

Of course, they don’t have it all 
their own way. Barnes thinks there’s 
a minimum of at least three compet- 
ing TBA wagons calling on the same 
accounts he visits. However, they all 
use delivery type of trucks. No buses. 
“One guy sells out of his car,” com- 
ments Shea. 

How It Started—After Shea decided 
to go into the TBA distribution busi- 
ness himself, his first move was to hire 
a good man. “You’ve got to have the 
right kind of people,” Shea says. 
“TBA is a complex business, and you 
can’t learn it in a couple of weeks.” 

He hired Dick Barnes, a man with 
some past experience in a Tidewater 
TBA warehouse and in selling to deal- 
ers for a competing gasoline distrib- 
utor. Barnes and Shea then worked 
together fitting out a used Ford bus 
Shea had bought from the city of 
Gardena for $1,000. 

“We stole the idea,” admits Shea, 
“but we improved on it.” After rip- 
ping out the seats and installing over- 
head springs they had cabinets, racks 
and shelves put in according to their 
own design. “We thought it was going 
to break us to get the work done at 
first,” Shea reports. “We had some 
cabinet makers give us estimates and 
they threw up their hands. They said 
they didn’t know what they were get- 
ting into, but they were willing to try 
for two or three thousand dollars. It 
finally cost us about $1,000.” 

The Layout—tThe bus is fitted with 
wooden cabinets and display counters 
from the front to the back door on 
either side of a two-foot aisle. The 
counters come up to the level of the 
windows. About 14 inches above the 
counters and extending to the roof of 
the bus are three-tier pigeonhole 
shelves. Under the counters are draw- 
ers, shelves and cabinets, and at floor 
level are trays sliding on rollers for 
battery storage. 

The battery storage trays are the 
innovation Shea and Barnes take 
credit for. “You really need something 
like this,” Barnes says. “Trying to 
reach in underneath something and 
pull batteries out can ruin you.” The 
trays, which hold six batteries each, 
slide out into the aisle where the bat- 
teries can be lifted straight up. 
Pushed back under the cabinets the 
trays are latched in place to prevent 
sliding when rounding a corner. 

Tricks from house trailer and boat 


design were borrowed for the bus. 
Drawers are notched so that they have 
to be lifted slightly to open and the 
pigeonhole shelves are inclined about 
30° so the contents stay put on turns. 

In the back of the bus tire racks 
are installed on both sides above the 
wheel wells. The bus carries about 20 
popular-sized tires as stock. Most tire 
orders are taken by the drivers on 
regular calls at dealers and are de- 
livered on Shea’s flatbed truck. 

Space in the back of the bus is also 
used for carrying bulky supplies. 

The original interior lights in the 
bus have proved to be just right for 
the TBA operation. “The boys are 
caught out after dark lots of times,” 
Shea says, “and when they turn on 
those lights they can do business just 
as well as in the daytime.” 

Cost of Operation—Shea believes 
his two buses are relatively cheap to 
operate. He hasn’t done a complete 
cost breakdown, but he estimates his 
total expense runs about $700 a 
month to put a bus and driver on the 
road. He pays the driver-salesmen on 
a salary and commission basis. He 
credits them for ail TBA sales originat- 
ing in their territories, including phone 
orders. In addition, he pays Barnes, 
who is in charge of TBA-ordering for 
the whole operation, an override com- 
mission on total TBA volume. 

Shea figures his $700 per month, 
per bus, overall cost, breaks down 
roughly at $200 for bus maintenance 
and operation, and $500 for driver 
cost. “That’s just a horseback esti- 
mate,” he says, “but it wouldn’t be far 
wrong.” The single bus in operation 
last year sold an average of $8,750 
a month in TBA merchandise. The 
TBA warehouse inventory now aver- 
ages $25,000. 

The buses each travel from 30 to 40 
miles a day making an average of 12 
to 15 stops. The original Ford V-8 
engine in the first bus was recently 
replaced, “but we got our money’s 
worth out of the engine before we 
changed it,” Shea says. He claims the 
buses are the easiest vehicles to work 
on of all his equipment. 

But the chief reason for low bus 
maintenance, says Shea, is the two 
men operating them. “They’re both 
good drivers, and a good driver knows 
how to take care of his vehicle.” 

Room for More—Shea is giving 
serious thought to adding a third TBA 
bus. He notes that the addition of the 
second bus boosted TBA volume by 
50%. And although he speaks of the 
TBA business as a “nice plus” to his 
gasoline distributing business, it’s 
significant that TBA now accounts for 
40-45% of his entire profit. . 
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Selling Farmers on Liquid Fertilizer 


point for its “agricultural ammonia” 


It's not a quick way to get rich, and the field 
is hard to crack. But a fertilizer line can hike 
profits for jobbers with plenty of farm customers 


| Fy A LoT of other sidelines, the 
farm liquid fertilizer business is 
complicated. The jobber who goes in 
for it must be a farm expert, well 
informed on soil conditioning. If he’s 
not an expert, he needs a salesman 
who is. 

That’s the experience of two Phillips 
jobbers in Texas. Along with a hand- 
ful of other oil jobbers in the Mid- 
Continent and Southwest agricultural 
areas, they’ve been selling anhydrous 
ammonia to farmers for almost two 
years. 

One of the jobbers—Traylor Oil Co. 
of Lufkin—had a good year last year 


and expects to double business this 
year. The other, Lowe Oil Co. of 
Dayton, also had a good year, but so 
far this season finds business has fallen 
sharply. 

One reason for ups and downs is 
that the application of anhydrous 
ammonia to soil is relatively new to 
many farmers. They have to be sold 
on the idea, and if first-year results 
aren’t spectacular, they are hard to 
resell. That’s one of many reasons 
why a jobber entering this sideline 
needs to be well-informed on farm 
operations. 

Phillips Petroleum Co.’s big selling 
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is its 82% nitrogen content. The best 
sack fertilizer is only 33% nitrogen. 
If a farmer’s soil needs plenty of nitro- 
gen, he can save money by using 
anhydrous ammonia. 


Two Routes to Take 


The operations of the two Texas 
jobbers show different ways for an oil 
marketer to break into the business: 

e Traylor Oil acts only as a middle- 
man. Traylor buys from Phillips at 
Houston and trucks the fertilizer 120 
miles to its bulk plant at Lufkin. The 
ammonia is then sold to a _ sub- 
contractor who in turn sells to the 
farmers. 

e Lowe Oil goes the whole route. 
The company buys from Phillips at 
Houston, trucks the material 50 miles 


(Continued on next page) 
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(Continued from p. 113) 
to its Dayton bulk plant, and sells 
direct to the farmer. 

Marshall Traylor, owner of Traylor 
Oil, says no one in his organization 
was qualified to sell fertilizer to farm- 
ers when he decided to start the side- 
line. Direct selling would have meant 
the creation of a different organization 
and additional personnel. So he uses 
the services of the sub-contractor, who 
knows the market. 

Lowe Oil was better equipped. Pat 
Lowe, Sr., owns the company and 
handles fuel oil and gasoline opera- 
tions. His two sons, Vernon and Pat, 
Jr., grew up in the rice country where 
Lowe Oil is located. They knew the 
farmer and his problems, and felt well 
qualified to handle the fertilizer end 
of the business. 

Both Traylor and Lowe stress that 
a jobber will find selling fertilizer to 
farmers entirely different from selling 
them gasoline and oil. 

“I figured I was in gasoline and oil 
marketing and had no business trying 
to sell fertilizer, too,” Traylor says. 
“But then, there seemed to be money 
in it so I started looking around a 
couple of years ago for a way to get 
into the business. 

“I finally got into the game about 
two years ago when I made a deal 
with my sub-contractor, Gus Boesh. 
I haven’t been getting rich off it since, 
but I am making a small profit. Since 
it requires little extra effort or expense 
on my part, I’m happy.” . 

Boesh was a natural for Traylor. 
A hard-working Texas A & M grad- 
uate, he operates a feed and fertilizer 
store in Lufkin. Boesh knows the 
farmers in the area and their problems. 

Last year he sold about 70 tons of 
Phillips “Agricultural Ammonia” 
fertilizer to farmers, and sprayed it 
into the ground for them. All 70 tons 
were bought from Traylor, who realiz- 
ed a gross profit of about $25 a ton. 
This year, Boesh expects to sell at 
least 100 tons. Traylor and Boesh see 
considerable potential ahead, since 
they find that farmers will buy heavily 
for pasture lands. There are plenty 
of dairy farms around Lufkin, though 
the area has little heavy farming. 

Boesh sells the fertilizer for about 
$7.50 for 50 Ibs.; for larger amounts, 
the price goes down slightly. This 
includes spraying the anhydrous am- 
monia into the ground with an appli- 
cator (see picture). It’s a storage tank 
on wheels, with sharp-bladed knives 
that cut into the soil at various depths 
and hoses running from the tank to 
the blades. The fertilizer flows from 
the tank through the hoses, along the 
blades and into the ground. As it hits 
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the soil, it solidifies. The applicator is 
hitched to a tractor. 

Traylor’s initial expense was light. 
High-priced equipment like tractors, 
applicators and fertilizer tank trailers 
were all supplied by Boesh. The only 
items supplied by Traylor were a 
10,000-gal. storage tank and transport 
equipment. Some extra accounting is 
involved, but Traylor works this in 
with his oil business bookkeeping. 


Lowe Costs Go High 


Lowe buys its fertilizer from Phillips 
for about $89.50 a ton. The company 
resells to farmers for about $170 a 
ton. That’s nearly 100% gross profit, 
but equipment and operating expenses 
are high. To start in the business, Lowe 
Oil bought a 27,000-gal. storage tank, 
two tank trailers for hauling fertilizer 
to the fields, and two applicators. The 
company has since added 11 appli- 
cators, 10 tank trailers, a 1,000 gal. 
tank on skids and a tractor. Total 
equipment cost, including the 27,000- 
gal. storage tank, has been about 
$45,000. 

Business got off to a slow start this 
season. By the middle of April, 1955, 
sales had reached 50,000 gal. Over the 
same period this year, Lowe Oil sold 
just half that amount. The company 
depends on the rice farmers for busi- 
ness, and rice planting along the Texas 
Gulf Coast this year has fallen behind 
that of last year. Pat Lowe thinks that 
by the end of 1956, business will sur- 
pass the 1955 volume, but one of his 
sons, Vernon, doubts it. 

In the Lowe operation, the farmer 
generally uses his own tractor and 
driver to apply the anhydrous ammonia 
to the soil. The company hauls the 
tank trailer of fertilizer to the farmer 
and furnishes the applicator. The far- 
mer pays about 8.5¢ lb when he ap- 
plies the fertilizer himself. If it is a 
“custom job,” where Lowe furnishes 
the tractor and driver, the price runs 
about 10¢ Ib. 

At a profit of $80.50 a ton, Lowe 
grossed about $21,735 last year on 
sales of about 270 tons of fertilizer. 
From that figure, transportation costs, 
sales costs, and other overhead must 
be deducted. Vernon Lowe says, “if 
we can have a good year this year like 
we had last, and another one next year, 
we think we can have all our equip- 
ment paid for. Then we’ll be all set.” 

But he adds, “This ammonia busi- 
ness isn’t all it’s cracked up to be. 
My brother and Dad still think we 
will make a lot of money out of it, 
but I’m beginning to have my doubts. 

“These rice farmers in our area are 
about as independent and hard-headed 
as they come. They figure they’ve been 


farming rice for years, and their dads 
and grand-dads did before them. 
They'll try something new, but if it 
doesn’t work the first time, you will 
have a hard time selling the idea again. 

“Now last year we sold them a lot 
of ammonia and so did our compet- 
itors. Most of them got good results. 
But there were cases of ‘rowing up’ 
in some of the fields. That’s when you 
get an uneven stand. You might get 
just as much yield where the crop is 
low as you will where it’s high, but 
the farmers don’t like it. 

“There were reasons why this hap- 
pened, and it can’t be blamed on the 
ammonia. Maybe it was put down too 
deep or not deep enough. Maybe there 
were other reasons. But as far as the 
rice farmer is concerned, it’s the fertili- 
zer’s fault. 

“Some farmers, as a result of this, 
probably won’t buy this year. My 
brother, Pat, however, who does most 
of the direct selling to the farmers, 
still sees great things ahead for us.” 

Lowe’s troubles emphasize the fact 
that the jobber who enters this side- 
line must be a good farming consultant 
as well as a good salesman. Both Lowe 
and Boesh work with the farmers to 
determine their soil needs. Soil samples 
are taken and analyzed by experi- 
mental stations. From these, the farmer 
can learn just what ingredients should 
be added to the soil for various crops. 

When nitrogen is needed, the 
amount that should be put into the 
ground varies. Both dealers recom- 
mend from 50 to 100 Ibs to the acre. 


Here’s the Competition 


With economy as a selling point, 
the jobber can expect plenty of com- 
petition. Not many oil jobbers are in 
the business—Phillips says only about 
20 of its jobbers from Texas to Ne- 
braska handle ammonia fertilizer, and 
there are a few jobbers with other 
suppliers who also sell it. 

But many ammonia distributors 
around the country have no dealings 
with petroleum products. In most 
cases, they are experienced operators 
and have been in the fertilizer and 
seed business for years. 

Both Lowe and Traylor stress cau- 
tion in entering the liquid fertilizer 
field when there’s a lot of established 
competition, or a lack of trained farm 
sales personnel. But both agree that 
under the right conditions, fertilizer 
lines have a pretty good potential. “A 
jobber in an agricultural area where 
there are no liquid fertilizer distribu- 
tors has a fair chance of making a 
little money out of ammonia,” says 
Vernon Lowe. “That is, if he has the 
personnel to sell it.” * 
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Only Texaco Sky Chief gasoline is supercharged with 
PETROX... the exclusive petroleum-base element... 
to keep your engine younger longer, to give you all 
the knock-free power your engine can deliver... 

and greater gasoline mileage. 





Only Texaco Sky Chief gives you I 2° 3 power! 
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THE big push for Sky Chief is on — with a new and 
powerful selling slogan! The magazine ad, above, in full 
color, will be seen by more than 40-million readers. 9,000 
poster boards will reach millions of motorists on the 
road every day. Big newspaper ads all over the U. S. 
telling many more millions. Hard and steady selling on the 
ABC Weekend Broadcasts, plus many other local news and 
sportscasts. And at the stations — banners, banjo-pole 
signs, special pump globe hoods, flying pennants! 
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. . If your dealers follow through with complete inspections 


Extra Profit From Lube Jobs 


© paepey DEALERS to use lubrication 
as a springboard to added sales 
and services has long been a trouble- 
some problem. Oil men know dealers 
have plenty of sales opportunities in 
front of them every time they get a 
car in the lube bay. It’s a golden 
chance to learn just what TBA re- 
placements the car needs. 

There’s no better time to sell new 
tires, oil filters, lamps, batteries, cables, 
or fan belts—or such things as mufflers 
and shock absorbers, if the dealer car- 
ries them. 

And if the dealer makes it a point 
to write up a ticket for each job, he'll 
sell a lot more oil changes, bearing 
packs, transmission refills, and other 


116 


related services. After he’s made his 
inspections, it’s smart selling to give 
the customer a personal report. Tell 
the customers what the inspection 
showed, good or bad. Let him know 
the squeaky glove compartment hinge 
has been oiled, so he’ll know you’ve 
been looking out for his interests. 

To help get across the full potentials 
in lubrication service, the Alemite divi- 
sion of Stewart-Warner Corp. has pre- 
pared a new training film. It demon- 
strates the entire routine from writing 
the customer’s order to turning the 
finished job back to him. The film is 
designed so that any oil marketer can 
use it at dealer meetings as a company 
film. 


$20,000 Blueprint 


Someone who likes Florida 
will someday be living in 
the house that Pure built 


PURE OIL CO. has the last word in 
station giveaways in its statewide pro- 
motion contest in Florida. The prize: 
a $20,000 house designed to the taste 
of the lucky winner. 

Eight prominent Floridians have 
made brief statements extolling the 
state. Contestants are asked to rate the 
statements in order of excellence. En- 
tries are sent to (of all places) Chicago, 
where they are compared with the rat- 
ings of a committee of judges. The 
contestant who comes closest to the 
selection of the judges walks off with 
the house. Ties will be broken by a 
run-off in which each person will be 
asked to write a 50-word essay on his 
own love for Florida. 

Pure Oil will place $20,000 in 
escrow for the winner. The money can 
be used to buy a lot, construct a house, 
or remodel an existing building. In 
any case, Pure will furnish free the 
services of a consulting architect. 

The giveaway slides neatly into the 
Florida picture right now. Oil compa- 
nies there are climbing all over each 
other, and the newspapers too, in an 
effort to get their names before the 
public. 

Entry blanks are available in all 
Pure stations in Florida, and some in 
Alabama. There is no limit on the 
number of times one person may enter, 
but in case you'd like to send a blank 
for each possible combination, there 
are exactly 40,320 different ways to 
rate the eight statements. 


Standard Check 


STANDARD OIL CO. of Indiana 
has launched a “safety-check” pro- 
gram in its marketing area. A stem-to- 
stern inspection is offered free for any 
car brought to a Standard dealer. 

The “safety-check” includes inspec- 
tion of lights, visibility, brakes, tires, 
battery, exhaust, and cooling systems. 
Standard has prepared stickers for cars 
that have been “cleared.” The stickers 
show mileage and date of the inspec- 
tion, and serve as reminders to the 
motorist for frequent checks. 

The program is not billboarded, but 
is played heavily in newspapers, radio 
and TV. A post card campaign by 
local dealers is included in promotion 
plans. * 
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After August Ist, all shipments of Standard 
ViseGRiP 2 inch (S-250) and % inch (S-200) Steel 
Plugs (our standard fittings) will be furnished 
with die-formed concentric sealing beads on the 


A er. : 
GK’ gasket seat— AT NO ADVANCE IN PRICE. 
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TS Cross section of the new VISEGRIP 


y Ye Steel Plug illustrating the manner 
y N the gasket is now held securely by 
y, the concentric sealing beads —posi- 

(2224 aaa aes ° a . 
(SSSSASSSSSSSSSSSSSSD tively eliminating gasket squeeze- 
out irrespective of torque used in 
tightening or lubricity of the prod- 

ucts contained. 









Tests prove that VISEGRIP RIEKE 
Plugs with these sealing 

beads lock gaskets securely METAL 
in position, and increase 


drum sealing qualities over PROD UCTS 
275% above the minimum 
CORPORATION 


requirements. 







Sales Offices: New York City, N. Y. ® Auburn, Indiana ° Houston, Texa 
Philadelphia, Pennsylvania ° Chicago, Illinois ° Oakland, Californic 
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vee gers ONE Bennett RAM® serves up to 


8S dispensers=- reduces investment, cuts 
operating costs, saves time and trouble 





As many as eight dispensers can be operated simultaneously from only 
one submerged pump — saves money in capital outlay. RAM Submerged 
Pumps push highly volatile gasoline thru long pipe runs with increased 
lifts under extreme climatic conditions where ordinary suction pumps 
are not efficient or dependable. 









In addition to original cost savings, 
RAM saves money in 8 ways: 












1. No air eliminators required. 


2. Single discharge line serves all 
dispensers. 


3. No return line needed. 
4, No priming necessary. . 
5. Never needs lubrication. 

RAM siphon systems use 6. No belts, gears, packing to replace. 

only one pump for multiple 7. Can be installed in pits or above 

tank installations. Ask your ground as desired. 

John Wood Representative : ; 

for full details on the RAM 8. Simple design — field tested — 

remote automatic multi-pump assures traditional Bennett quality, 


submerged system. 





Joun Woop Company m a 
REMOTE AUTOMATIC MULTI-PUMP 


SUBMERGED SYSTEM 


Bennett Pump Division + Muskegon, Michigan 
in Canada: Toronto *« Montreal * Winnipeg * Vancouver 
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®@ A well-run system means big money for employes: 
Socony has paid out nearly $300,000 in eight years 
for awards ranging from $10 to $3,500... 


“DOLLARS FOR SENSE” is what 
Socony Mobil Oil Co. calls its employe 
suggestion system. The system has a 
two-way payoff: in dollars for the em- 
ployee whose idea is adopted, and in 
dollars for the company from sug- 
gestions that bring actual cash savings 
or improved operations. 

Those dollars accumulate fastest 
when the suggestion system itself is 
made a business proposition, Socony 
management believes. “The day we 
start to lose money on it is the day 
we'll close it up,” says William S. Wil- 
cox, system co-ordinator. 

He’s not worried, however. Socony’s 
investment in its suggestion plan paid 
out in five years and will earn 800% 
over 20 years, according to controller 
P. C. Salman—and that includes pro- 
viding the necessary working capital 
for administration and award money. 

Wilcox believes a suggestion system 
will pay for any company that ap- 
proaches it on a business basis. The 
oil industry in particular can profit 
from Socony’s experience, he thinks. 
“Industry management has been lulled 
into the complacent feeling that they’re 
getting suggestions,” Wilcox says. 
“But are they? A few oil companies 
have good systems, but the industry 
is considered behind the trend—relying 
on static incentives to develop em- 
ploye loyalty.” 

Static incentives include job secur- 
ity, promotions and pay increases. 
Wilcox thinks they’re not enough to 
get employes to come up with paying 
ideas—which all companies, from top 
majors to small jobberships, need to 
build their profits. 

Some marketers are dubious about 
suggestion systems because they think 
the only ideas for big savings come 
from manufacturing or production 
segments; changing a pipe connection, 
for example, can result in huge re- 
finery economies. That belief is not 
true, says Wilcox: “Socony has made 
some of its top awards to marketing 


personnel despite expectation that 
manufacturing people would be in the 
best position to come up with savings 
ideas,” and about 40% of all Socony 
suggestions come from the marketing 
divisions. 

For example, a clerk in the home 
office marketing department won 
$1,700 for suggesting that Mobil Hy- 
drotone and Mobil Stopleak be pack- 
aged in cylindrical cans like motor oil, 
instead of the old oblong cans with 
screw caps. The old-style cans were 
hard to stack and had to be filled up- 
side down; the new ones not only 
eliminated those problems but were 
easier to merchandise. 

A more recent award of $500 was 
split between two tank and pump me- 
chanics who suggested the use of a 
coupling tool to remove short end sec- 
tions from re-usable pump hose coup- 
ling. Socony gives this idea credit for 
extending hose life, cutting down hose 
inventories, minimizing trips to ware- 
houses, and giving dealers better serv- 
ice. 

Those employes are among nearly 
10,000 in all segments who have re- 
ceived awards totaling close to $300,- 
000 from Socony since the present sug- 
gestion plan first went into operation 
in 1948. Their ideas provided financial 
savings or other benefits to the com- 


pany in one or more of these fields: 
Customer Relations Improved Procedure 
or Operation 


Public Relations Decreased Supervision 


of Equipment 


Employe Relations Decreased Supervision 


of an Operation 


Improved Safety New Uses for Present 


Equipment 


Decreased Liability | New Uses for Present 
Facilities 

New Uses for Present 
Products 


Increased Sales 


When an idea results in cash sav- 
ings, the award is based on a minimum 
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How to Make a Suggestion System Pay 


® Make it a business proposition, says Socony, and 
push it constantly on the local level. The company’s 
plan averages $25 profit for each idea suggested 


of 10% of the anticipated first-year 
savings. If the idea benefits the com- 
pany in any additional field, the award 
goes up. 

For ideas that don’t produce direct 
savings, Socony determines awards on 
the basis of credit points: the wider the 
area of application, the greater the 
number of credits. In marketing, an 
idea applying only to bulk plant earns 
30 credits; one applying to a district, 
50 credits; for a region 80 credits, and 
so on. A percentage of these credits is 
computed for each suggestion’s degree 
of benefit, from 20% for minor to 
100% for outstanding. 

Here’s an example of how it works: 
A suggestion on billing procedure re- 
sults in improved customer relations 
and improved procedure or operation. 
It applies initially throughout one mar- 
keting division of the company. 

For the customer relations category, 
the idea gets 60 credits for applying 
to a marketing division. It’s a minor 
benefit, so it gets one-fifth of 60, or 
12 credits. The same pattern applies 
for improved procedure, so 12 credits 
are added for a total of 24. Socony’s 
award scale shows that this idea can 
earn an award from $26 to $50: 


Range of Credits Award 
2-10 Pere 
11-25 . .$26-$50 
26-50 $51-$100 
51-100 $101-$200 
101-200 $201-$300 
201 and up $300 and up 


The Constant Push 


Ideas go first to local boards, which 
are almost autonomous. Local man- 
agers, in fact, are free to decide that 
they don’t want any suggestion system, 
though every major division of the 
company now has one (there are 28 
domestic award boards, six overseas). 
Decentralization is the key to the 
Socony system; Wilcox says a sugges- 
tion plan can be highly successful 
“only where local management really 
supports it, because it needs a con- 
stant, recurring push.” 

A local board can make an award 
up to $500 for any idea concerning its 
own operations that it has authority to 
adopt. Money for the awards comes 
from headquarters, since the system is 
an over-all company function, but lo- 
cal management must pay any costs 
for implementing a suggestion. Awards 
over $500 are referred to a national 
suggestion system committee, and 
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—F4 management 


‘We expected a return after all costs . . . that would 
provide a continual, annual profit . . . 


awards over $1,000 go to Socony’s 
board of directors for approval. The 
board has made 14 such awards since 
the plan started; the record so far is 
$3,500. Maximum processing time for 
any suggestion is 60 days. 

The national committee, in addition 
to co-ordinating the work of local 
boards and receiving monthly reports, 
runs an Idea Exchange Service to give 
one division the benefits of ideas sug- 
gested in another. When a suggestion 
originating in one plant is adopted by 
others, the suggestor gets additional 
awards, sometimes many times the 
amount of his first prize. The commit- 
tee also supervises the promotion of 
the suggestion system. 

Socony’s determination to keep its 
suggestion system operating as a line 
rather than a staff function is reflected 
in the makeup of national and local 
boards. The national committee con- 
sists of the general auditor; industrial 
relations manager; assistant manager 
of the marine transportation depart- 
ment; manager of the manufacturing 
planning division; and manager of mar- 
ket research and analysis. Wilcox, the 
system co-ordinator, serves as secre- 
tary of the committee. 

Local award boards vary from divi- 
sion to division, plant to plant. The 
Albany marketing division board 
comes close to the typical. It’s com- 
posed of the division manager; oper- 
ations manager; and accounting and 
office manager, with the division in- 
dustrial relations adviser as secretary 
without vote. 


What It Costs 


Since Socony regards its suggestion 
system as a business venture, it must 
show how the program justifies itself 
in terms of profit and loss. The 800% 
earnings are reckoned on the basis of 
three assumptions, made to pin down 
the system’s intangibles as closely as 
possible: 

e The suggestion system’s useful 
life is estimated as 20 years for pur- 
poses of measuring return, although 
management realizes employes will al- 
ways have ideas. 

e Ideas that do not result in direct 
monetary savings are assumed to pay 
for themselves over a_ three-year 
period, and their value is equated with 
the cost of processing and implement- 
ing them. This leaves nothing over for 
the cost of rejected ideas or for profit, 
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which must come from the ideas that 
produce measurable savings. 

e Total direct savings from “tan- 
gible” ideas are estimated at three 
times the first-year savings used to cal- 
culate the award. Most top awards, 
however, are made for ideas that 
should reflect savings for many years, 
and Socony thinks the three-year fig- 
ure is on the conservative side. 

Costs are divided into variable ex- 
penses (awards, investigations, award- 
board meeting time and installation), 
which increase or decrease depending 
on the volume of suggestions pro- 
cessed and the nature of the ideas; and 
fixed expenses (administrative). 

Averages based on the system’s first 
six years of operation show that for 
every group of 25 suggestions received, 
six are accepted, of which one is a di- 
rect savings idea. Based on the three 
assumptions, savings are figured this 
way: 

One direct savings idea ..... $1600 

Five intangible ideas ........ 250 


Total for each group of 25 


suggestions received ......$1850 
Average savings for each 
Suggestion received ....... $75 


The cost of each suggestion received 
breaks down this way: 


Awards vba te 12% 
Investigation .........19 38% 
Meeting Time ...... 5 10% 
Installation A 8% 
Administrative 


Overhead ... con ee 32% 


Total cost for each 


suggestion received $50 100% 


That means Socony earns an average 
profit of at least $25 for every sug- 
gestion received (not just those ac- 
cepted for an award). And profits have 
risen since these figures were com- 
puted. 


Fringe Into Profit 


The suggestion system didn’t always 
earn a profit for Socony. From 1950 
to 1946, it was run on a centralized 
basis by the industrial relations depart- 
ment as sort of a fringe benefit for 
employes. Over the 16 years, about 
$12,900 was awarded, mostly in sums 
of $5 and $10, to a small number of 
employes—about 1/16 of 1% of So- 
cony personnel each year. It took 11 
months to process a suggestion. Both 
management and employes were un- 
happy with the results. 
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The company decided to find out if 
a better system could be set up, though 
there were people who thought the 
whole idea should be junked. Manage- 
ment surveyed 400 companies over an 
18-month period, coming up with 88 
outstanding suggestion systems. Com- 
parison of these with Socony’s old 
system revealed four basic flaws that 
can cause any suggestion plan to fail: 

e Lack of positive, public manage- 
ment support. 

e Inadequate awards, leaving the 
suggestor with the feeling that he has 
been underpaid for his idea. 

e Excessive processing time, caus- 
ing suggestors to lose interest. 

e Lack of constant publicity about 
the system and its productivity. 

Socony set out to correct these fail- 
ings by drafting a system based on the 
best features of the 88 plans it had 
discovered. Managers of every refin- 
ery, marketing division and company 
department were asked for their sug- 
gestions. Wilcox says the final plan 
“was based on the outstanding success- 
ful practices in industry tailored to the 
experience of our field management.” 

Wilcox points out that there were 
two main objections Socony had to 
answer in convincing field manage- 
ment the system would work: 

e Eligibility. Since supervisors 
shouldn’t get awards for ideas about 
their own departments, and research 
people are paid salaries just to come 
up with new ideas, opponents said the 
suggestion plan shouldn’t include them. 
Socony solved the problem by ruling 
these classes of employes ineligible, 
for awards for ideas dealing with their 
own work. Yet 65% of employes so 
classified have still won awards. 

e Morale. With a _ well-promoted 
suggestion system, employes might be 
too eager to win awards and could 
become discontented “enemies of the 
company” if their ideas were rejected. 
Socony makes sure that a suggestor 
gets a specific explanation if his idea 
is turned down, and finds few are 
dissatisfied. Three-quarters of all sug- 
gestors are repeaters, though many of 
their earlier ideas were rejected.” 

Socony’s switch to the present plan 
—from a system run as a fringe bene- 
fit to one run as a line function—was 
based on this assumption: “We ex- 
pected a return after all costs of ad- 
ministration that would be a continual, 
annual profit.” Wilcox is happy with 
the better than $25 profit per sug- 
gestion, and so is top-level Socony 
management. But they aren’t really 
surprised. Wilcox explains, “As a busi- 
ness venture, we’re getting a business 
return.” ca 











INJECTOR-STICKING is the problem at hand here. In this case, a combina- 
tion of Du Pont FOA-2 and Metal Deactivator proved to be the solution. 


Now—a new DuPont Service to help you 
solve diesel-fleet fuel problems 


When a diesel operator encounters a 
fuel problem—such as injector-stick- 
ing or filter-plugging—he often tends 
to blame the refiner for his troubles. 
And with a big fleet operator, such 
complaints are likely to jeopardize a 
substantial amount of business. It is at 
this point that your customer relations 
can often be improved by the analysis 
and opinions of a third party, a Du 
Pont technical representative backed 
up by numerous Du Pont facilities. 
To help you solve these problems as 
quickly and easily as possible, our Du 
Pont Petroleum Chemicals Division 
automotive specialists will be glad to 
work with your men. Their practical 
experience with this type of problem 
can be added to your own experience. 
And our five conveniently-located re- 
gional laboratories, as well as the main 


Sales Offices: 


CHICAGO 3—8 So. Michigan Ave. . 
HOUSTON 2—705 Bank of Commerce Bldg 
LOS ANGELES 17—612 So. Flower St. ‘ 
NEW YORK 20—1270 Ave. of the Americas 
PHILADELPHIA 2—3 Penn Center Plaza 


Du Pont Petroleum Laboratory, can 
also aid you in this work. 

In cases where filter-plugging occurs 
—in both truck and tractor fleets— 
our service representatives have found 
that Du Pont Fuel Oil Additive 
No. 2 (FOA-2), or a combination of 
FOA-2 and Du Pont Metal Deactivator 
(DMD) helps overcome the trouble. 
This same combination of additives 
has proved helpful also in overcoming 
injector-sticking. However, since 
different diesel fuel stocks vary consid- 
erably in composition and response to 
additives, each problem must be 
studied on an individual basis. 

Different diesel engine injector de- 


Petroleum 


. RAndolph 6-8630 
. CApitol 5-1151 
MAdison 5-1691 

. COlumbus 5-2342 
. LOcust 8-3531 


PITTSBURGH 22— 
SAN FRANCISCO 4- 
SEATTLE 3—Room 215 
TULSA 1—P. O 


Box 730 


Room 751 
Room 626, 
4003 Aurora Ave. ME 
811 South Balt more 


1 


signs may also affect the performance 
of fuels. We are, therefore, also work- 
ing with diesel engine manufacturers 
on injector-sticking problems. 

So if you are encountering fuel 
problems with any of your accounts, it 
may pay you to discuss them with one 
of our automotive specialists. And you 
can request this service through any of 
our offices listed below. 


®CG.u, 5, Pat, OFF 
Better Things for Better Living 
. « « through Chemistry 


Chemicals 


E. 1. DUPONT DE NEMOURS & COMPANY (INC.) ¢ Petroleum Chemicals Division * Wilmington 98, Delaware 


1 Gateway Center ATlont 2933 
111 Sutter St EXbrook 2-6230 
rose 6977 
LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Tor onto 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—W 


August, 1956 + NATIONAL 


PETROLEUM 


NEWS 


naton 





TWO WAYS TO MORE PROFIT 







122 


BOWSER 
TURBINE PU 
















MPS 


Ideal for above- 
ground installation. 
May also be in- 


stalled in pits. 


‘BOUSER 


x 







NATIONWIDE SALES 


RVICE 














... improve fuel-handling 


by installing a 
BOWSER REMOTE SYSTEM 





BY Li] A) 
VAPOR 
LOCK 


REDUCES 


High lifts, long runs, altitude and changing 
gasoline characteristics present problems that are 
positively solved by “pushing” instead of “pulling” 
fuel to dispensers. 


New Bowser Turbine or Submerged pumps 
economically “push” gasoline in adequate volume 
under even pressure to as many as eight pedestals. 
The multi-stage pump and single motor eliminate 
duplication of pump costs at the remote dispensers 
served by either system. 


BOWSER Choose from a Full Line of 
SUBMERGED PUMPS BOWSER DISPENSERS 


Ideal for either for islands served by the new, efficient 
pit or above-ground Bowser Turbine or Submerged pumps. 


installations. 






Write for ‘‘Remote System Bulletins’’ 
aOWSER 


Sar 


. ATLANTA e BOSTON e CHICAGO e CLEVELAND e DALLAS 
REGIONAL OFFICES: KANSAS CITY e LOS ANGELES e NEW YORK 


Bowser oil marketing equipment is available on progressive 
payment purchase plan. 





BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Indiana 
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2 to suppliers of 
petroleum marketing 
a equipment 


Four important facts about modern hose couplings 
...tor better service (and bigger profits!) 


The excellent quality of modern hose makes re-attachable couplings an 
impractical investment. Hose lasts so long that by the time it needs replacing, 
you find couplings are usually damaged and need to be replaced, too. 


All the hidden 

expenses involved 
in reconditioning re-attachable 

couplings—time, paper work, 

packing, shipping —make these 
couplings much more expensive 
to use than modern, permanently 

attached couplings. 





Modern, permanently 
attached couplings are 
machine attached by specially 
trained workmen. This means 
you get a coupling with 
a perfect fit, always—with 
no possible damage to hose. 


- This modern 
machine attachment 
is fast, economical and provides 
a leak-proof full-flow diameter 
inside the coupling. Hours of 
flexing won’t weaken the 
grip of a permanently 
attached coupling. 





remember: Scovill is the name 


in modern permanently attached hose couplings 


For complete specifications on fuel oil hose couplings 
write to Scovill Manufacturing Co., 

Merchandising Division, 81 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 520-H. 
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The painstaking, scrupulously precise use of quality control makes U.S. Peerless® 
the quality separator preferred by perfection-minded engineers. You will find 
these microporous rubber separators on the Lincoln Continental Mark II, 

and in submarines of the United States Navy —as well as in many other automotive 
and industrial applications where dependability must be absolute. Build up your 
battery business and protect the goodwill of your trade by making sure the batteries 
you stock are equipped with U.S. Peerless Separators. Electrical Wire & 

Cable Dept., United States Rubber, Rockefeller Center, New York 20, N. Y. 


Electrical Wire & Cable Department 
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Better Burners, Boilers Can Be Made 


@ Esso Research & Engineering's tests point to 
a 50% gain in efficiency of oil heat equipment 
and a $60 cut in the homeowner's annual bill 


@ Equipment makers approve Esso Research's 
ideas about building a better burner, but object 
that costs would be high and public acceptance low 


VERYONE CONNECTED with the oil 
heat field—suppliers, distributors, 
burner, boiler and controls manufac- 
turers — wants new business. One of 
the best ways to get it is to improve 
the product, with an eye to more built- 
in economy and trouble-free operation. 
After a year of study, Esso Re- 
search and Engineering Co. has come 
up with these guideposts for improv- 
ing boilers and burners: 

e Lower firing rates 

e More heat exchange space 

e Smaller but longer combustion 
chambers 

e Smaller end cones 

That’s what David R. Hogin, of 
Esso Research’s process research divi- 
sion, told burner and boiler manufac- 
turers at the Oil-Heat Institute of 
America convention. The manufac- 
turers urged that the work go on, to 
uncover new approaches to better oil- 
fired heating equipment. At the same 
time, manufacturers say there are 
many problems—cost is one—to over- 
come. And Esso Research agrees that 
changes won’t come in a hurry. 

How Tests Were Made—Burners 
used in the lab tests (mostly gun types) 
came from the homes of 50 employes. 
About 12 makes were used. Before 
burners were taken to the lab, Esso 
Research collected such on-the-job 
data as (1) design heat loss of the 
homes based on 0° outside design tem- 
perature and 70° inside design tem- 
perature, (2) annual fuel use, (3) inside 
temperatures on 7-day recorders— 
temperatures were between 66-73° 
with 70.4° average—(4) stack temper- 
atures, (5) CO, per cent in flue gases, 
(6) smoke rating on Bacharach chart 
and (7) gph firing rate. Results were 
checked with homes selected at 
random. 

“The average installation,” says 
Hogin, “ran 1.2 gph, with a 720° stack 
temperature, and 8% CO,. This aver- 
age customer pays $160 a year for 
fuel.” 

With changes Esso Research rec- 
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ommends, this oil-heat user could end 
up with a lower firing rate, a 400° 
stack temperature, 12% CO,, no 
smoke and a fuel bill of $100, accord- 
ing to Hogin. 


if Firing Rates Were Cut... 


More than half the battle for in- 
creased efficiency could be won, says 
Hogin. He contends firing rates should 
be sized closer to the design heat loss 
of homes. With smaller gph firing 
rates, burners would run more contin- 
uously to cut downtime stack losses. 
A lower firing rate with the same heat 
exchanger, according to Hogin, would 
cut stack temperatures to 500°. 

“In most cases,” Esso Research says, 
“maximum improvement can come 
only with burners of lower capacities 
than generally available. We think 
there’s a real need for burners of the 
0.4-0.7 gph rate.” 

Sizing burners closer to design heat 
loss would end system oversizing. 
Doubling Btu output cuts efficiency 
by 25%, Hogin says. But the big rea- 
son for oversizing, he adds, is to get 
away from no-heat complaints. 

To show the need for more burners 
of lower capacity, based on its tests, 
Esso Research comes up with the fol- 
lowing table: 


Recommended Homes Homes 
gp needing this having this 

capacity capacity capacity 
0.3-0.6 40% 0% 
Less than 0.8 712% 14% 
Less than 1 92% 43% 
Less than 1.35 98% 12% 
Less than 1.65 100% 86% 


If Exchangers Were Bigger . . . 


More of a burner’s Btu’s would be 
absorbed to heat the house. Heat now 
wasted in going up the stack to cause 
higher stack temperatures would be 
put to work to improve the unit’s effi- 
ciency. With more heat exchanger 
space, stack temperatures could drop 
to 400°, Hogin contends. 





One way to add heat exchanger 
space would be by smaller passages. 
Present exchangers, Hogin says, “have 
passages that are 1.5 to 2 inches wide 
just to be sure they don’t plug up” as 
the result of smoking that is caused by 
improper combustion. 


With Smaller Chambers .. . 


One cause of improper combustion 
could be eliminated, says Hogin. The 
smaller, but longer, combustion cham- 
bers Esso Research says are needed 
would be “designed for air turbu- 
lence,” or greater velocity for the 
burning (combustion air-oil) gases. Its 
tests show “the point at which smoking 
appears depends on the transition of 
the streamline flow of gases to a turbu- 
lent flow.” Test units smoke in stand- 
ard combustion chambers whenever 
air flow was cut down from turbulence 
to streamline, or at about 33 cu ft of 
air per minute, regardless of firing 
rates. 

In redesigning combustion cham- 
bers, Esso Research ended up with one 
that was 4 in. square in cross-section 
and “several feet long.” It had “to be 
snaked around” to get it into boilers 
and furnaces. 


With Smaller End Cones... 


Another cause of improper combus- 
tion could be overcome, Hogin adds, 
because better mixing of combustion 
air and oil at the combustion-chamber 
inlet would result if end-cone sizes 
were reduced. Smaller end cones, or 
blast tubes, would assure air turbu- 
lence. And with higher nozzle pres- 
sures, the oil spray would mix more 
readily with the faster-moving com- 
bustion air. 

A better “mix” of the two would 
cut down on “excess” air now in com- 
bustion chambers to boost the CO, 
content of flue gases. And the higher 
the CO, content, the more efficiently 
a burner will run. 


But Here’s The Hitch 

Manufacturers say Esso Research’s 
work is opening the door, that Esso is 
“on the right track,” that the idea is a 
“noble one.” BUT... 

“You can go just so far in boosting 
efficiency of a domestic burner and 
still keep within economical bounds. 
You can develop a beautiful burner in 
your lab, but just try to sell the darn 
thing,” says John Gadzuk, chief engi- 
neer of Fitzgibbons Boiler Co., 
Oswego, N. Y. 

A 10% boost in efficiency would 
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John D. King, Vice President 
Cities Service Oil Company 
Chicago, III. 


William F. Briggs, President 
The Valley Oil Company, Inc. 
Middletown, Conn. 


George R. Miller, Mgr., Retail Sales 
Richfield Oil Corp. 
Los Angeles, Calif. 


Marc F. Braeckel, Vice President 
Sinclair Refining Company 
New York 20, New York 


THESE MEN* 


Russel $. Williams 
Gaseteria, Inc. 
Indianapolis, Ind. 


J. H. White, President 
Port Oil Co. 
Charleston, $. C. 


read NPN. 


They read it for NEWS OF OIL MARKETING. 
It’s the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story .. . regularly? 
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You Can’t Cover The 
Oil Marketing Market 
without NPN! 


the McGraw-Hill Magazine of OIL MARKETING 
@) Estoblished 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 








closes for advertising 
the first of each month 
for the next month’s issue. 


REPRESENTATIVES 

at McGraw-Hill Publishing Company offices 
ATLANTA 3 
R. H. Powell, Jr. 
801 Rhodes-Haverty Bidg., Walnut 5778 
BOSTON 16 


James B. Dunn, 350 Park Square Bidg., 
Hubbard 2-7160 


CHICAGO 11 
George C. Hodgson, 520 North Michigan Ave., 
Mohawk 4-5800 
CLEVELAND 15 
Walter G. Berger, 1510 Hanna Bidg., 
Superior 1-7000 
DALLAS 2 
yy C. Billian, Gordon Jones, 
102 ge a) Tower Bidg., Prospect 5064 
DETROIT 2 
Walter G. in 856 Penobscot Bidg., 
Woodward 2- _ 
HOUSTON 2 
Douglas C. Billian, Gordon Jones, 
724 Prudential Bid, Locust 1281 
Los ANGELES 
S. Carberry, 1135 West Sixth St., 
Madison 6-9351 
NEW YORK 36 
James B. Dunn, 330 West 42nd St., 
Longacre 4- 
PHILADELPHIA 3 
Charles J. Jefferis, Architect’s Bidg., 
17th & Sansom Sts., Rittenhouse 6-0670 
SAN FRANCISCO 4 
William C. Woolston, 68 Post St., Douglas 2-4600 
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add 10%-15% to the cost of the unit, 
depending on the time spent in re- 
search work and on the volume you 
sell, says another manufacturer. “But 
remember,” he adds, “that most of the 
domestic market is sold on price, and 
some companies are not willing to 
spend thousands in research because 
of this.” 

“It’s hard to find a homeowner or 
builder who'll pay more for a burner 
that has a higher CO, percentage, be- 
cause they are not familiar with such 
things. They buy on price,” says Wil- 
liam Bohn of Preferred Utilities Man- 
ufacturing Co., New York City. He 
adds: “There are some good domestic 
burners on the market right now, but 
they don’t sell many of them because 
they cost too much.” 

“One of our biggest problems,” says 
G. M. Marin of Sun-Ray Burner Man- 
ufacturing Co., Jamaica, N. Y., “is that 
boiler makers and smoke commissions 
recommend units way in excess of nor- 
mal requirements. There’s no point in 
going down on firing rates unless the 
boiler people go along with us.” Marin 
makes a 0.65 gph burner, and could 
make an 0.4 gph burner, but “there 
would be few boilers and furnaces that 
could use it.” 

Marin also contends that not enough 
burner makers spend real money in 
research. Sun-Ray, he says, spends 
4-5% of gross sales on research in its 
own labs, and Marin adds, “We’re high 
when we spend that. About half the 
companies don’t spend a quarter.” 

Another manufacturer admits that it 
doesn’t try for “optimum efficiency 
because of the cost.” The chief aim is 
“to make a unit slightly more efficient 
than competition, and still keep within 
the price range.” 

A third company admits its research 
is “confined to manufacturing princi- 
ples, not basic heating principles.” 

Esso Reaction—To this kind of 
talk, Esso Research responds, “We 
realize there are complications that 
have to be resolved, that it won’t be 
done overnight, that it will take a con- 
tinuing (5-10 year) campaign. But we 
are going to do our part in bringing 
home these facts because we know that 
something has to be done. We want 
the homeowner to become as inter- 
ested in his heating system as he is in 
his new car.” 

Esso Research, however, adds that 
it will not “lead the parade,” but will 
Only point the way to better oil-heat 
equipment. & 





TWELVE TO GET READY... 


turn the page for NPN's special pre-season 
oil heat checklist 
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lives to protect our lives—Jones & Laughlin Steel Containers protect 

your products by providing dependable packaging that assures safety 

in transportation and storage. Precise fabrication provides accuracy 
in all fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message to the finished container . . . no side seam touch-up is ever required. 


4 Just as the “everyday” heroes of our nation’s Coast Guard risk their 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La., Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


Jal-Coat, J&L's exclusive color 
ee 4 Ss ers F lithographing process, adds 


% \\ sales appeal to your products. 


STEEL Jones & Laughlin CONTAINER DIVISION 


pe i a Ole) - 1-10) -) Gale). teem e-1-18l-icl. 0 405 LEXINGTON AVE.. NEW YORK 17.N.Y. 
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12 Ways to Add Winter Profits 



































1 Look Your Best 


Oil heat is clean. That’s probably 
one of your slogans. Does your com- 
pany’s appearance back it up? Trucks 
that shine, drivers and burner men 
who look neat, who are polite, and 
who clean up—they mean word-of- 
mouth advertising you can’t buy. 
First impressions count heavily. 





2 Offer More Than Oil 


You're selling heating comfort. That 
includes burner service, perhaps even 
sales and installation. Accounts want 
fast service, either from you or a 
good sub-contractor you work with. 
And you, not an outsider, should sup- 
ply new parts or a new heating plant 
if needed. 


3 Build Good Will 


Ask your accounts how you can 
improve your service. They may have 
some ideas. They will also tell you 
what’s wrong. Then you can correct 
matters. Your interest in your accounts 
should go deeper than the oil supply 
contract or the burner service policy 
they hold. 












































4 Try Degree-Day System 


Knowing in advance who needs oil 
helps you plan your delivery schedule, 
the number of trucks and drivers you'll 
need. This helps you lower costs. It’s 
a sales point, too, because you are 
making oil heat more automatic to 
end runouts. Try it on some of your 
accounts and see the results. 
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5 Check Payload 


Small trucks cut production, boost 
costs; you’re paying drivers to dead- 
head several times daily to reload. 
Larger tanks will cut down this lost 
time and save you money. But don’t 
swing too far toward bigger trucks. 
Check first if they can reach all your 
tanks. 


6 Review Routes 


Your goal is to hike the gallons 
delivered per hour per man in order to 
cut delivery costs, and finding the 
shortest route between two tanks is 
the way to do it. New roads in your 
area may cut travel time. Re-arranging 
routes can also equalize workloads of 
your drivers and cut overtime pay. 
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Business looks yood for the heating season 


demand for No. 2 oi! will go up 1.2-billion gal. if 800,000 
burners are sold this year, to put total demand at 12.87- 


billion gal. 





At least 800,000 new burners will be installed, according 
to Oil-Heat Institute of America. Looking farther ahead, 
a burner-control manufacturer expects more than 700,000 
burners to be added in each of the next five years. Seasonal 


— But more business and bigger profits don’t go hand in 
hand; you have to watch your costs. And now, before the 
heating season gets under way, is a good time to see where 
you can trim costs and how you can add new business. On 
these pages are a dozen ideas that may pay off for you. 





























7 Look at Two-Way Radio 


You want closer control over your 
men to know where they are and what 
they’re doing. Two-way radio speeds 
communications between you and your 
men, and helps you handle emergency 
deliveries faster and give better burner 
service. In some cases, it’s cheaper 
than the telephone. 


8 Spruce Up Budget Plans 


The 12-month plan ends the “dang- 
ling” period and extends your tie to 
your accounts from one year to the 
next. If you have a shorter plan, 
stagger the no-pay periods. And life 
insurance coverage, with you as the 
beneficiary, makes the budget package 
more attractive. 




















9 Cut Office Work 


You can do your work faster and 


more accurately with machines that 
perform many operations at the same 
time. Bills are out on time, overtime 
is cut, your staff can even be trimmed 
or given other work. Look into name 
plates, automatic letter openers, micro- 
filming. 
































10 Dig for New Business 


Your drivers, burner men and ac- 
counts are good sources. But make it 
worth their while with a bonus or gift. 
Use direct-mail pieces and envelope 
stuffers to develop new business. Many 
distributors say there’s still nothing 
like house-to-house canvassing to get 
real sales results. 


11 Preventive Maintenance? 


Breakdowns cost you money be- 
cause trucks aren’t delivering oil. And 
you're paying while they’re hauled 
back to the shop and waiting for re- 
pairs. Regular maintenance can spot 
trouble ahead of time, eliminate costly 
repairs bills and keep your trucks 
running smoothly. 
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12 Support Your Industry 


Suppliers and distributors are spend- 
ing more than $850,000 this year to 
promote oil heat. Are you on the band- 
wagon, or do you think you're safe? 
Join your local oil heat group, or help 


organize one. Associations open the 
door to a healthy exchange of helpful 


ideas. 


To see what some distributors are doing 
to warm up for winter, turn the page > 
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Winter Preparation: What's Doing 


With a new heating season looming 
ahead, fuel oil men all over the coun- 
try are digging for new and better 
ways to trim costs and get new busi- 
ness. Here’s a sampling of “what's 
doing” reports from the nation’s heat- 
ing oil distributors. Maybe you're one 
of them: 

“Pushing equipment sales, especially 
oil-fired water heaters.”—Piping Rock 
Fuel Corp., Halesite, N. Y. 

“New bookkeeping equipment may 
replace two clerks.”—Milder Oil Co., 
Omaha, Neb. 

“Passing up those who want cut 
price.”-—Hartford, Conn., distributor. 

“May extend budget plan past nine 
months.”—Standard Oil Co. of Cali- 
fornia. 

“Training own mechanics for serv- 
ice work.”’—Dalton Coal & Supply 
Co., Gary, Ind. 

“Automatic letter opener saves an 
hour.”—Griffin. Fuel Co., Seattle, 
Wash. 

“Putting in degree-day system.”— 
Lynch Oil Co., Ridgeley, Md. 

“New transports have power steer- 
ing.”"—Lansing Oil Co., Lansing, 
Mich. 


“Part of higher ad budget for radio 
spot announcements.”—General Oil 
Co., Chattanooga, Tenn. 

“Installing IBM _ for _ billing.”— 
Midwest major oil company. 

“Two-way radio may cut out two 
trucks.”"—Brockton Ice & Coal Co., 
Brockton, Mass. 

“Checking building permits for new 
business leads.”—Pure Fuel Oil Co., 
Chicago. 

“Renewed contract with burner men 
for guaranteed annual wage to keep 
good men in_ industry.”—Seattle, 
Wash., distributors. 

“New trucks haul 3,450 gal. com- 
pared to 2,000-2,500-gal. on old 
trucks.”—Victor Oil Co., Detroit. 

“New course starts this month at 
our own burner training school.”— 
OHI of Oregon. 

“Thinking about new billing ma- 
chines.” —Atlanta, Ga., distributor. 

“New filing system for degree days 
to speed dispatching.”—Updike Lum- 
ber & Coal Co., Omaha, Neb. 

“Reserve fund of $2,000 will handle 
our own insurance plan on budget 
accounts.”—Swett Bros., Springfield, 
Mass. 





Save time in 
deliveries—and save 
wear On equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 


Dust Plug Coupling 
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“Billboard ads on rear of local buses 
bringing results.”—-Geo. H. Wolf, Inc., 
York, Pa. 

“Pushing 9-month budget plan in 
most markets for first time.”— 
Standard Oil Co. (Ind.) 

“OX’O Gas additive in heavy oil 
cutting service calls 50-60% .”—Puritan 
Petroleum Products, Staten Island, 
N. Y. 

“Our men attend local improvement 
association meetings to talk up oil 
heat.”—McPhail Fuel Co., San Rafael, 
Calif. 

“House-to-house calls great sales 
volume builder.”—Torrence Oil Co., 
Birmingham, Mich. 

“Ad budget of $196,000 includes 
$12,000 for co-operative builder ad- 
vertising and $18,000 to hire men to 
talk up oil heat with builders.”—-OHI 
of Washington. 

“Offering burner service this year 
to cut down on ‘racketeers’ doing the 
work.”—Detroit distributor. 

“Finishing new bottom-loading bulk 
plant.”—Norton Oil Co., Phillipsburg, 
N. J. 

“Will push sale of oil-burning equip- 
ment.”—West Coast major oil com- 
pany. 

“Driver incentive plan is based on 
total gallonage, but drivers pay for 
any damage they cause.”—Berry Coal 
& Oil Co., Greensboro, N. C. 

“New office has greater display 
area.”—-Chas. L. Elliott Co., Danvers, 
Mass. 

“Oil promotion includes 110 bill- 
boards.”——OHI of Wisconsin. 

“Using some drivers as oil salesmen 
in summer.”—Benson Oil Co., Colum- 
bia, S. C. 

“Switching ads from big-city daily 
to suburban papers because of better 
readership.” — Petroleum Heat & 
Power Co., Chicago. 

“Putting in full-tank signals on all 
our accounts.”—Milwaukee distribu- 
tor. 

“Using newspapers in one area to 
offer new accounts free burner check 
and free anti-rust tank treatment to 
test customer reaction to offer.” —Gulf 
Oil Corp. 

“New bookkeeping machine will 
mean change from part-cycle billing to 
full-cycle billing."—-Long Island dis- 
tributor. 

“New trucks carry 500 gal. more.” 
—Pennsylvania Oil Co., Somerville, 
Mass. 

“Calling every account by telephone 
in effort to pinpoint any troubles or 
possible changes to gas so that we can 
call on them before any switch is 
made.”—True’s Oil Co., Spokane, 
Wash. bed 





The Southwest 





Sounding Off at the Station 


THERE IS STILL a critical shortage 
of qualified men armed with necessary 
capital and willing to tackle the service 
station business 

in the Southwest. 

This is one of the 

main reasons that 

Southwestern ma- 

jors and jobbers 

give for the 

growth in con- 

signment service 

stations (NPN— 

July °56, p 93). 

Why is this so? aes 
Has that old giidhwest Editor 
American desire 
“to be my own boss” vanished? 

A dealer and a former service sta- 
tion agent in Houston think there are 
two basic reasons why the majors and 
jobbers are having trouble staffing 
their stations with good dealers. These 
reasons are (1) low profits and (2) 
long hours. 

Neither of these reasons is new. 
Both have been heard before. And 
there is little that majors or jobbers 
can do about them and still hold on 
to their competitive positions. 

But let’s listen to what the dealer—a 
major company lessee rated among the 
top dealers in Houston—has to say: 

“Only about 15% of the service 
station men in Houston today make a 
reasonable amount of money. About 
another 35% go out of business each 
year, to be replaced by others who 
think they can make a go of the busi- 
ness. That leaves 50% of the 1,200 
to 1,300 service station men in Hous- 
ton. That 50% keeps just about one 
step ahead: of the hounds. It would be 
shocking to know the number who 
can’t even buy a full truck transport 
load of gasoline for their tanks.” 

A station with good potential prop- 
erly operated will make the operator 
money, all agree. But will it make 
enough to reward the operator for his 
long hours and his capital investment? 
The average one will not, this dealer 
says. 

“The average dealer in town pumps 
around 12,000 to 13,000 gal. of gaso- 
line per month. That usually constitutes 
80% of his gross sales. TBA products, 
lubrication and services bring in the 
remaining 20%. 

“The bad thing is that gasoline 
brings in most of the revenue but still 
won’t pay the average operator’s over- 
head. You doubt this, but I’ve just 


recently got my business to the point 
where my gasoline gallonage pays my 
labor costs. That still leaves my rent, 
lights and other operating costs to be 
paid for out of the remaining 20% of 
my gross profits.” 

As you may have guessed by now, 
this dealer thinks margins are too low 
in Houston (they run in the neighbor- 
hood of 5¢ to 5.5¢) by at least a 
1¢ to 1.5¢ gal. 

He doesn’t think too highly of the 
majors’ company-operated or agent- 
operated stations. And he questions 
how “independent” a businessman he 
is. 

“The companies should either di- 
vorce themselves from the service sta- 
tion business or take over completely 
and quit fooling around,” is the way 
he puts it. “Company-operated stations 
are whipping posts designed to whip 
us dealers in line with their prices. 

“I’m about as independent a busi- 
ness man as the lowest fellow in the 
world when it comes to running my 
business my own way. The Oil Com- 
pany fellows are always talking about 
how independent they are. The only 
time they are independent is when Oil 
Company is afraid the law is snooping 
around. If these station men did 
something Oil Company didn’t like, 
they would be kicked out in 30 sec- 
onds.” 

This dealer can go on along these 


The Southeast 





i REGIONS 


lines for hours and hours. Other things 
he doesn’t like are trading stamps and 
premiums (he admits these things are 
not the fault of wholesalers) and “too 
many stations.” 

The former service station agent, 
who is now in another line of work, 
gives one simple reason for leaving the 
station business: “On paper I made 
$350 to $375 per month. That is low 
pay for 80 to 90 hours of work each 
week.” 

That sounds like a very light pay 
check, even for a below-average agent 
or dealer. But, this agent admits, he 
didn’t stick around too long: “I could 
probably have stayed in the station 
and eventually made a go of it. That is 
about all I could have ever done, 
though, is made a go of it. For my 
money, it wasn’t worth it. However, if 
I had the money, and could be assured 
I could operate my own way, I would 
go back in the station business. But I 
would charge higher prices for service 
work.” 

Maybe the talk of such people as 
this dealer and this former agent has 
something to do with the difficulty 
companies are having in finding good 
dealers. If a likely prospect talks to a 
dealer or an agent like the two quoted 
here, chances are he will never wind 
up in a service station. 

The belief here is that there are still 
a lot of young men around who desire 
to be their own bosses. It’s just that the 
service station field—taking just “aver- 
age” or “below average” stations into 
consideration—doesn’t look too bright 
to them, with things the way they are 
right now. 


Advertising Fever Hits Florida 


FAST-GROWING FLORIDA has 
been hit in the past two months by a 
splurge of oil company newspaper ad- 


vertising. Major 
companies are 
vying with each 
other for space in 
dailies at a pace 
that leaves adver- 
tising managers 
gasping for 
breath, even in © 
this highly com- 
petitive state. 
Newspapers say 
they can’t remem- 
ber ever having 
such a flood of lineage from the 
majors. Big space is being used—full 
page, three-quarter and half-page ads 


By A. R. Henry 
Southeast Editor 
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are common. In a recent issue of a 
Jacksonville paper, gasoline ads ran 
back to back. 

Why the excitement? 

Some oil marketers say it all began 
with the switch to multi-grade pumps. 
Sun Oil Co. introduced the pumps in 
the Orlando area and splashed full 
page ads in local papers. Elsewhere in 
the state, Sun expanded promotion of 
its regular grade to soften the market 
for the switch there. (Sun’s original 
target for complete changeover, July 
15, was changed to August 1.) 

Oil men are inclined to agree that 
Sun’s campaign triggered the adver- 
tising battle, but they see more basic 
causes behind its intensity. 

More stations—This means keener 
competition. Most majors are expand- 
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ing rapidly in Florida despite high real 
estate and development costs. One 
company put up 100 new stations last 
year, plans 80 more this year. The 
state ranked sixth in the nation last 
year in number of new stations built. 

An attractive market—Florida is the 
fastest growing of the larger states. 
Only Nevada and Arizona head it in 
growth percentage. In 1950, it was the 
20th state in population. Today it is 
13th. The state chamber of commerce 
estimates it will be 9th by 1960. Along 
with rising population, there is an 
annual tourist volume of 5-million. 
Nearly half drive their own cars. Still 
more rent them from booming auto 
agencies. 

High consumption rate—Since 1950, 
total gasoline consumption in Florida 
has doubled. The annual rate of in- 
crease is nearly twice that of the nation 
as a whole. In the first three months of 
1956, sales were up 12.6% over last 
year. 


The Midwest 





The Davids and 


SOME INDEPENDENT marketers in 
this region are sounding off bitterly 
about the implications of Standard Oil 
Co. of New Jer- 
sey’s purchase of 
Pate Oil of Mil- 
waukee, and Sun 
Oil Co.’s entrance 
into the Chicago 
market. Gist of 
their arguments: 
even though prod- 
uct demand keeps 
rising, the indi- 
vidual _pie-slice 
will get smaller 
when the new 
competitors come in and expand. 

The independents’ worries are com- 
pounded by inheritance-tax problems 
and lack of ready cash for their own 
expansion. One man, admitting that 
big oil companies are not responsible 
for either of these conditions, still in- 
sists that “the scheme of things is that 
big competition has the advantage over 
the little company. There seems to 
come a time when Mr. Little finds it 
best to sell to Mr. Big, and the other 
Mister Littles then have a_ harder 
battle to fight.” 

Resistance—But there are other in- 
dependents who stoutly challenge the 
majors. Says one, “Let ’em come. We 
can whip them any day of the week in 
their own back yard. We independents 


By Frank Holman 
Midwest Editor 
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Show window—Because of huge 
tourist trade, oil companies feel that 
advertising in Florida hits a national 
market. 

Standard Oil Co. of Kentucky does 
the largest gasoline business in Florida, 
followed by Gulf Oil Corp. Both com- 
panies have expanded their advertising 
budgets in the state. Pure Oil Co., in 
third place, is currently running a 
state-wide promotion contest (see p 
116). Shell Oil Co. has been taking 
more and more newspaper space for its 
nationwide safety campaign, reports 
heavy favorable comment around the 
state. Of the others, American Oil Co., 
Cities Service Petroleum Co. (Orange 
State Oil Co.), Phillips Petroleum Co., 
and Atlantic Refining Co. have been 
heavy space buyers. 

No one will hazard a guess as to the 
upward limit of the copy skirmish, and 
few people—from the newspapers to 
the local service stations—are com- 
plaining loud enough to be heard. @ 


Goliaths 


always have lived and always will live. 
We have flexibility. We can move fast 
and cut corners in our operations 
where the big guys can’t.” 

An independent refiner looked on 
the former management of Pate Oil as 
“fair, but tough competition. As far as 
Milwaukee goes,” he says, “that town 
has been conditioned by the independ- 
ents for years, and many consider it a 
private brand town. 

“No, I don’t consider this a fight 
between giants in which the little guys 
will get trampled to death. In fact, it 
might be just the opposite. I don’t 
know too much about the Jersey com- 
pany, but I’m looking to get just a 
little more of the Milwaukee market 
than I had before, now that Bill Pate’s 
gone.” 

Another independent marketer said, 
“T know little about the Jersey com- 
pany. And I’ve never heard anything 
bad about them. I think it’s going to 
be the same old problems, but with a 
few different faces. All I ask is a fair 
price policy—one that will let others 
live. I hope there won’t be any more 
price wars, but if there are, I hope 
Jersey is man enough to meet price 
cutters on the nose. The only way to 
make a price war short is to make it 
bloody. Of course, the big question 
here in Milwaukee is: ‘What does the 
Jersey company figure its share of the 
market is going to be?’” 


An independent jobber marketing a 
major brand of gasoline (not in Mil- 
waukee or Wisconsin) said his worst 
competition came from private brand 
outlets. “The majors aren’t too bad. 
I’m more afraid of an aggressive price 
cutter than I am of a big major. All I 
ask, if Jersey comes into my area, is 
they help correct the inequity when 
wholesale goes up and there is no 
change in tank wagon.” 

This same jobber expressed the 
sentiment of two association secretaries 
when he said he is “fed up with tem- 
porary prices that last for months—in 
some areas even a year, or more.” 

Boom on Buildings—A jobber and 
a jobber secretary in the Midwest are 
disturbed about the effect Jersey and 
Sun’s arrivals may have on the general 
building of service stations by the 
majors. 

The jobber says he is “seriously dis- 
turbed, because the huge service sta- 
tion building program now is being 
added to.” 

The jobber secretary says the whole 
thing is part of a trend in which the 
sources of supply for private brand 
marketers always seem to grow nar- 
rower. 

“The truly free market,” he 
adds, “is disappearing and the nar- 
rowing price spread [between major 
and private brands] keeps out private 
branders.” 

“In fact,” he continues, “if the 
situation in the Midwest between ma- 
jors and independent brands gets any 
more serious because of majors taking 
over markets, it could have an effect 
upon NOJC and its attitude toward 
depletion allowances.” 

The jobber also is bitter about an- 
other marketing practice that hurts his 
operations—that of supplier rebates to 
dealers owning their own stations. In 
one instance, he says, a dealer with a 
particularly good location is getting a 
rebate of 1.5¢ gal. by one major com- 
pany, and is being offered 2¢ gal. by 
another major to switch brands. The 
jobber points out that this rebating is 
going on even during a depressed local 
market, and the supplier also sub- 
sidizes dealer’s legend and identifica- 
tion, tanks, pumps, lights, air compres- 
sor and hoist. 

“To get one particularly favorable 
account,” the jobber adds, “I’d have to 
spend $4,000 to $5,000 cash and then 
I'd have to subsidize his gallonage 
besides. I’m not saying that this is a 
lousy business, or that I’m not happy 
to be in it. And I’m not for divorce- 
ment. I think that if federal income 
taxes had to be made out separately, 
this kind of thing would straighten 
itself out.” 
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Classes in Oil 


A new course in petroleum distribu- 
tion is being added by Western Michi- 
gan College, Kalamazoo, with the first 
group of 30 students reporting for 
classes next month. The two-year pro- 
gram is patterned after courses at 
Community College of the City of 
New York that were set up by the 
Petroleum Education Foundation of 
New York City. 

Students at Western Michigan will 
divide their time between in-school 
work and on-the-job training. The col- 
lege will assign them, in pairs, to work 
in the district offices of co-operating 
oil companies and in jobber operations. 

Training will include courses in 
domestic heat and heating oils, retail 
service station management, jobber 
and consignee operations, transporta- 
tion and storage of product, TBA sales, 
credit and collections, and station 
equipment. In addition, students will 
learn the fundamentals of manufactur- 
ing, including refining, blending, grease 
compounding and petrochemicals. 

Working with the college as an ad- 
visory cOmmittee are men from Ohio 
Oil Co., Pure Oil Co., Shell Oil Co., 
Standard Oil Co. (Indiana), The Texas 
Co., Cities Service Oil Co., Sinclair 
Refining Co., Sun Oil Co., Speedway 
Petroleum Corp., Leonard Refineries, 
Inc., Naphsol Refining Co., Dow 
Chemical Co., Ethyl Corp., Michigan 
Petroleum Assn., Citrin-Kolb Oil Co., 
National Congress of Petroleum Re- 
tailers, Retail Gasoline Dealers Assn. 
and John Wood Co., manufacturers of 
service station and oil-heating equip- 
ment. a 


The West 


Who's a Nuisance? 


FRESNO, CALIF., service station 
operators are backing a move to put 
their operations under strict local- 
government con- 
trol. The local 
chapter of the 
California Gaso- 
line Retailers has 
circulated _peti- 
tions for a pro- 
posed ordinance, 
and will ask 
Fresno city and 
county legislative 
bodies to hold 
hearings this 





By Richard Elwell 
West Coast Editor nents oc mee. 
The proposal is nearly identical to 


the “model ordinance” of the National 
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Congress of Petroleum Retailers, al- 
ready enacted in some Michigan com- 
munities. This is its first appearance 
on the West Coast, for what some re- 
gard as an NCPR test. CGR is affili- 
ated with the national group. 

The ordinance would prevent the 
building of a service station within 350 
yards of any church, hospital, school 
“or other such institution,” or within 
350 yards from another station. It 





/egions —F 


would also limit station storage capac- 
ity to less than 10,000 gal., and the 
number of pumps to four. 

CGR dealers in Fresno have pre- 
pared a presentation of their case that 
asks for control of stations on these 





grounds: 


“1. Service stations come under the 
heading of a nuisance-type business 
because of the noise, odor, fumes, vi- 
bration, and glaring headlights incident 





Blackmer Rotary Truck Pumps are used by Shell for under- 


wing fueling of Capital Airlines’ new Viscount Planes. 


Blackmer Bulk Plant Pumps are also being used by Shell for 


compact design 
full flow at engine idling speeds 


| built-in pressure control valves 


OUTSTANDING FEATURES OF THESE PUMPS ARE: 


loading the trucks and at some airports for pit fueling. 
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non-metallic vanes — self-adjusting for wear 


cartridge-type mechanical seals 


heavy-duty anti-friction bearings 








unusually high mechanical efficiency 


liquid materials handling ® 
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to their operation. 

“2. Fire and explosion hazard. 

3. Traffic problems. 

“4. Reduce property values in ad- 
jacent residential areas. 

“5. Because of the nuisance factor, 
are an encroachment on the peaceful 
possession and enjoyment of adjacent 
homes. 

“6. Choice business corners taken 
by one-purpose buildings which be- 
come an eyesore if they prove to be 
unprofitable an@ are abandoned.” 

The presentation also states that the 
county has 972 service stations for a 
population of 320,000. This averages 
about 330 people per station, and the 


dealers claim that a station must have 
1000 people to draw from in order to 
survive. They claim also that 80% of 
the new stations being built are owned 
by major oil companies. “The average 
gasoline dealer can’t afford to [build 
a station] because he doesn’t make that 
much money,” the presentation says. 
Opposition to the proposal is shap- 
ing up in plenty. Dan Lundberg, 
spokesman for the California Petro- 
leum Marketers Council and the Serve 
Yourself and Multiple Pump Assn., 
says, “It’s fantastic. Do you see what 
they call themselves? A ‘public nui- 
sance!’” (Not only the presentation, 
but the proposed ordinance itself says, 
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; unrestricted and unregulated 
operation of a service station 
constitutes a public nuisance and is 
detrimental to the general health, wel- 
fare and safety of the people of this 
city.””) 

Lundberg also points out that the 
350-yard building restrictions might 
prevent the building of any new sta- 
tions in the city’s business or indus- 
trial districts. And as director of the 
state’s only serve-yourself organiza- 
tion, he feels the storage and pump 
limitations are aimed directly at his 
multi-pump members. 

CPMC backed up Lundberg at a 
statewide meeting in Monterey in June. 
The group’s board of directors resolved 
that CPMC “will be present and make 
a representation in opposition to the 
ordinance wherever it is proposed in 
the state.” Lundberg says CPMC will 
fight the ordinance as it opposes all 
efforts to single out the gasoline indus- 
try for the imposition of “class legis- 
lation.” 

Western Oil & Gas Assn. also has 
definite plans to oppose the measure. 
Louis Chappelear, secretary of the 
WOGA marketing ordinance commit- 
tee, says, “It has always been our posi- 
tion that a service station is a light 
commercial enterprise and should be 
treated no differently than any other 
business in regard to zoning.” 

Chappelear is also ready to counter 
claims that the city of Fresno is being 
overbuilt with service stations. He 
points out that the U. S. small business 
census reveals a 32% increase in the 
number of Fresno stations between 
1948 and 1954, but that dollar sales 
volume increased 90% in the same 
period. In other words, the average 
gross volume of Fresno stations went 
from $43,000 in 1948 to $59,300 in 
1954, 

“This I can’t understand,” says one 
California observer. “Those dealers 
have built up their business on the 
basis of giving service to the commu- 
nity. Why in hell do they want to stand 
up now and call themselves a nuisance 
and a hazard?” 


Pipeline Push 


Shell Oil Co. is doubling its capac- 
ity to deliver product by pipeline from 
its Wilmington, Calif., refinery to its 
Los Angeles marketing terminal 16 
miles away. A second 4-in pipeline, to 
be completed this year, will raise total 
pipeline delivery capacity to approxi- 
mately 20,000 b/d and enable Shell 
to increase deliveries from the termi- 
nal. At present, some Los Angeles tank 
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“Best for retail fuel delivery’ 


The Mack delivery records reflect Petro’s conclu- 
sions. In ’54 and ’55 eight B60T’s, seven B60P’s, 
and three B42X’s were delivered. Of the several 
hundred units presently operated by Petroleum 
Heat & Power, 34 are now Macks. And the per- 
formance and economy given by these units have 


Operating many other makes of tank trucks and 
tractors, Petroleum Heat & Power Company, with 
headquarters in Stamford, Connecticut, are swing- 
ing to Macks. As their officials say... 


“‘Macks are best for a retail fuel delivery business 
like ours. Operating within a crowded 50-mile 
radius, ours are mostly short hauls through heavy 
traffic. The constant stop-and-go is rough on 
trucks, yet our Macks operate with minimum 
maintenance costs. Our drivers like Macks too— 
aside from the roomy cabs, good visibility, and 
easy handling, they like the confidence they get 


from driving a really fine truck.” 


prompted Petro to order more Macks for 56. 


Why not find out how Mack can boost your profits 
by cutting delivery costs down to the minimum. Let 
your Mack Branch or Distributor give you the 
facts. Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada, Mack Trucks of Canada, Ltd. 4182 


MACK 


first name for 


TRUCKS 





truck gasoline deliveries are hauled all 
the way from the refinery. 

Thirteen miles of unused line pur- 
chased from Richfield Oil Corp. make 
up the major portion of the new sys- 
tem. It’s been idle since 1929, except 
when the government used it for buta- 
diene transfer during World War II. 
Shell will add 32 miles of pipe at the 
south end, to tie in with the refinery; 
the old line is adjacent to the terminal 


New Thinner Design “T” Lights are engineered 


@ All Weather Horizontal “T” Lights 
@ High Intensity R.S. Fluorescent Flood Lights 
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smoother appearance and greater efficiency. 


property. Hydrostatic testing has re- 
vealed that less than 3000 feet of the 
old pipe will need replacement before 
the line goes into operation. 


Squawking Pays Off 

A distributor of major company 
products in the Los Angeles area re- 
cently visited the head office and told 
the sales manager he either had to 
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have more margin or get out of the oil 
business. A week later he and all other 
distributors of the company’s products 
got a 0.1¢ gal. increase in margin on 
gasoline. 

“I found out all the other boys had 
been crying their heads off for 
months,” the distributor said, “but 
they hadn't been able to get anywhere. 
The company had been pointing to me 
and saying, ‘Look at old ————. He’s 
doing all right and we don’t hear any 
squawks out of him.’ I found out it 
didn’t pay to keep quiet. I own some 
stations, and I was making money on 
the rentals, but I decided I could do 
that without working.” 


That's How It Goes 

This department was presented in 
its own home the other day with a 
vignette that proves almost as much 
about service station merchandising as 
an all-day sales meeting. 

WIFE: I stopped at the most won- 
derful filling station at the corner of 
Olympic and Fairfax today. They 
cleaned my windows and they put air 
in the tires without even being asked. 
They even looked into the water tank 
(sic). They said it was rusty and told 
me it needed something in it so I told 
them to go ahead and put it in. Did I 
do the right thing? 

THIS DEPARTMENT: No, dear, 
they did. & 


eet 


Fair-Trade Followup 


MAJOR OIL companies that are Fair- 
Trading gasoline in New Jersey have 
been in close touch with the price 
situation, and 
many have used 
judicial means 
like temporary in- 
junctions to keep 
dealers from 
breaking ‘‘the 
peace” and start- 
ing another price 

war. 
Some distribu- 
tors are worried, 
By Cornelius Brodersen hOWever, that 
East Coast Editor dealers whose 

ea C 

suppliers are not Fair-Trading will 
keep their prices below the general 
market and attract enough volume to 
force the majors to lower the Fair- 
Trade minimums. They’re keeping a 
particular eye on a soft spot in Perth 
Amboy. And others complain that not 
all violators of the Fair-Trade law are 
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being prosecuted. 

At first there were some violators 
scattered over the state, but hard-core 
opposition to Fair-Trading has centered 
in Ocean and Monmouth counties, two 
summer resort areas. One major moved 
against six of its dealers there. 

Those companies that have gone 
after violators haven’t had much trou- 
ble getting temporary injunctions, 
though there have been delays while 
courts gathered information. Once the 
temporary injunction is granted, a 
hearing for a permanent injunction 
is set for a later date. 

Dealers react to the temporary bans 
in a variety of ways. Generally, they 
go to Fair-Trade prices as soon as they 
get the injunction notices. Others 
“beat the gun” by moving up on the 
eve of their supplier’s court appear- 
ance. But one Amoco dealer shut up 
his station rather than comply with 
his injunction, and one Calso dealer, 
refusing to obey, lost the brand-identi- 
fication signs at his outlet. 

Esso Standard Oil Co., which took 
the first step to return to Fair Trade, 
and The Texas Co. have had no court 
trouble with their dealers. Another 
major in the same position says that 
dealer education on what Fair-Trading 
is all about made it unnecessary to go 
to court to get compliance. “Where 
we had a dealer who seemed a bit 
slow to move up to our Fair-Trade 
price, we had a salesman call on him 
to explain the act. Dealers in such 
cases said they misunderstood the act, 
that they hadn’t signed any agreement 
to Fair-Trade. We told them it was 
only necessary to sign up one dealer 
under the state law. When that hap- 
pens, others must follow suit.” 


Bring On the Girls 


Connecticut Petroleum Assn. had 
been overlooking members’ wives at its 
gatherings, so they changed things 
when CPA set up a one-day manage- 
ment clinic at Fenwick recently. The 
association made it a husband-and- 
wife affair, with more than 25 couples 
taking advantage of the program and 
staying not just for the day but for 
the weekend. 

The jobbers learned about subroga- 
tion in insurance, a tricky problem 
that involves third-party liability, and 
heard professor O. Glenn Saxon of 
Yale University speak on the long- 
range economic picture. Meanwhile, 
their wives had their own program, 
including a mink fashion show, an in- 
troduction to the “Magic Suitcase,” 
a coffee social, boat trips on Long Is- 
land Sound, golf, swimming and cards. 


When the men wound up their skull 
session, they joined their wives for 
dinner and dancing. 


No More Truck Logs 

Majors and jobbers hauling gasoline 
to New Jersey stations, and heating- 
oil distributors making home deliveries 
in the state, now have less paper work 
to do. The state’s Hours of Service 


regions —i 


Law, passed in 1936 and enforced 
only by $25 fines in the last few years, 
is off the statute books. Under the law, 
operators of commercial vehicles had 
to keep a daily log on each truck to 
show that drivers and helpers didn’t 
work more than 12 hours a day. It 
was patterned after an ICC safety 
regulation for over-the-road haulers. 
The repeal marks the end of a hard 
(Continued on p. 138) 


with VIKING 


TERMINAL AND BARGE PUMPS 


Get all you pay for by stripping your tanks dry. It’s 


easy when you install Viking Rotary pumps on barge 


or at marine terminal. 


No auxiliary equipment is needed. The positive suction 


of Viking Rotary Pumps does the job fast and sure. 


The discharge is smooth and constant, without sudden 


jarring of valves, fittings, hose, etc. 


Vikings are available in a complete range of sizes up 


to 1050 gallons per minute. They can be mounted in 


any arrangement desired, with any type of power. 


Get long and trouble-free service! Put Viking on the 


job! To start, ask for catalog section Cr today. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, it’s "ROTO-KING” pumps 


See our catalog in Sweets 
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from COAL MINING 
EQUIPMENT 


> 


“ * 


LITHIUM GREASE 


Replaces 6 “Special Purpose” Lubricants 


Seldom, if ever, do automobiles operate under 
the wet, grimy and extremely abrasive conditions found in a 
coal mine. But, a lithium multipurpose grease does—the 
same grease that gives added protection to automobiles. In 
fact, this ONE lithium grease does a better job than the six 
or more “single purpose” lubricants that would otherwise 
be required. 


Whether you are interested in lubricating cars, 
trucks, machines or coal mining equipment, it will pay you 
to stock and use a lithium grease. With only one grease to 
use for all lubricating jobs, misapplication is impossible .. . 
valuable time is saved . . . inventory is minimized. 


Investigate the profitable advantages of stocking and 
using a single lithium multipurpose grease. Ask your 
grease supplier, or write to Foote for information. 


FOOTE MINERAL COMPANY 
444 Eighteen W. Chelten Bldg., Phila. 44, Pa. 
RESEARCH LABORATORIES: Berwyn, Pa. 

PLANTS: Exton, Pa.; Kings Mountain, N.C.; Sunbright, Va.; Knoxville, Tenn. 


—Fi regions 


(Continued from p. 137) 

campaign for Fuel Oil Distributors 
Assn. of New Jersey. The association 
sniffed success last year when an 
amendment went through both houses 
of the legislature, but Governor Robert 
B. Meyner vetoed it. The amendment 


| would have exempted trucks from the 
log provision if they operated within 


a 50-mile radius of their home base. 

It was different this year because 
the repealer passed both houses with- 
out a negative vote. Gov. Meyner had 
two choices. He could veto the re- 
pealer only to have it passed over his 
veto, or he could sign it and make it 
official. And sign it he did. 


Where's the Right Pipe? 

It’s wise to keep delivery cards up 
to date on fill-pipe locations. It’s even 
better if old pipes are plugged up or 
removed. 

Because One company didn’t do any- 
thing about the old pipe when it in- 
stalled a new tank and fill-pipe in the 
basement of a home in Nantucket, 
Mass., it found itself involved in a 
$10,000 damage suit. 

A new driver for the company used 
the old pipe. About 275 gal. of oil 
made a pool more than 18 inches deep 
on the basement floor, damaged par- 
titions and caused a messy situation 


| all around. A jury awarded the ac- 


count $2,985. 


| Back to School 


Heating oil distributors in New Jer- 


| sey are lining up employees to attend 


burner service and air conditioning 


| courses and special courses for oil- 
| heating equipment salesmen that start 


October 1 at Essex County Adult Tech- 
nical School in Irvington. Registration 
will be at the school September 26-27, 


| with county workers and residents ad- 
| mitted free and outsiders paying a 


small fee. 
The burner course—covering do- 


| mestic, industrial and commercial bur- 
| ners—-and the air-conditioning course 


will cover basic principles of installa- 


| tion and service, plus a more detailed 
| mechanical study of installation and 


service problems and_ procedures. 
Another course open to servicemen is 
one on salesmanship that is pitched to 


| give them a better understanding of 
| the selling problems involved in their 
| work. 


Salesmen will cover the same ground 
as servicemen, to get more detailed 
knowledge of the installation and serv- 
ice problems that servicemen en- 


| counter. 


NATIONAL PETROLEUM NEWS + August, 1956 





Sales of this trademark 
increased at 3 times 
the rate of 

the industry 


What can it do for you? 


This is a frank invitation to hitch yourself to the 
trademark that can send your sales soaring during 
1956 as it did for so many others during 1955. 

Hitch yourself to Cities Service 5-D Premium 
Gasolene and 5-D Koolmotor Oil—the power partners 
whose popularity helped Cities Service sales climb 
at three times the average rate of the petroleum 
industry. 

There are many reasons for this success. Quality 
is foremost... for, used together, 5-D Gasolene and 
Oil can boost power and gasolene mileage 10-20%. 
Many motorists have already experienced this—and 
they’ve become “traveling salesmen” for Cities 
Service, helping sales climb still higher. 





Another reason for this rapid Cities Service sales 
increase is aggressive marketing and promotion. 
Just about everywhere you go throughout the 38- 
state marketing area, you’ll find the Cities Service 
story being told through the impact of advertising 
in local and national media. And, meanwhile, you’ll 
also see newly built or modernized Cities Service 
stations—fresh, clean, bustling with business. 

So join the 19,000 Cities Service outlets and hitch 
yourself to the trademark that’s sending sales to 
new heights each year. It’s possible there’s a Cities 
Service distributorship open in your area. For in- 
formation, write: Cities Service Oil Company, Sixty 
Wall Tower, New York 5, N. Y. 


MEET THE 


POWER 
PARTNERS 


THAT SKYROCKET SALES! 


Used together, Cities Service 5-D 
Gasolene and Oil boost power and 
mileage 10-20% —and they’re doing 
the same for Cities Service sales. 
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New GLOBE dry-charged 
puts battery sales in high gear 


SALES STIMULATING... EFFICIENT... ALL-IN-ONE PACKAGING 
promotes displays, simplifies stocking. Everything needed — 
battery, electrolyte and pouring holder — is contained in this 
single, compact package. 


SAFE AND ECONOMICAL TO SHIP AND HANDLE. Safe sturdy plastic 
bottle has great resistance to shock or impact. Cardboard bottle 
holder assures positive grip. Economical — 15 plastic bottles 
weigh less than one glass bottle, cost less to ship, take less time 
to handle. Disposable bottles eliminate returns. No money tied 
up in returnable or carboy inventory. 


Get Fast, Low-Cost 
Delivery, Too! 


FACTORY FRESH FACTORY FRESH 


LOBE CLOBE 


LONGER LIFE 


LonGer LIFE 


NOW YOU CAN CARRY A COMPLETE INVENTORY, meet the needs 
of any vehicle on the road. There’s no standing loss or need for 
annoying trickle charge. Globe dry-charged batteries protect 
your investment because they’re fresh until sold. 


FOR ADDED CONVENIENCE WITH LARGER-SIZED BATTERIES and to 
comply with ICC regulations, certain batteries and electrolyte 
are shipped in separate cartons. Spinning Power electrolyte is 
packaged in plastic bottles offering the same benefits as those 
shown previously. Exact specific gravity and acid purity are 
assured through Globe’s quality controls. 


Thirteen of Globe’s 16 battery plants,* below, are equipped for dry-charged battery and 
Spinning Power electrolyte production. Their strategic locations put approximately 40% 
of the automotive market within a 50¢ per cwt truck load freight zone. For all your battery 
and electrolyte needs, call on Globe to be sure of top-notch sales and performance. 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 
Battery plants at: *HOUSTON, TEXAS * MEMPHIS, TENNESSEE *ATLANTA, GEORGIA *DALLAS, TEXAS *MEDFORD, MASSACHUSETTS * MILWAUKEE, 
WISCONSIN * MINERAL RIDGE, OH!O *PHILADELPHIA, PENNSYLVANIA *EMPORIA, KANSAS * REIDSVILLE, N. CAROLINA *SAN JOSE, CALIFORNIA 
* LOUISVILLE, KENTUCKY *HASTINGS-ON-HUDSON, NEW YORK—LOS ANGELES, CALIFORNIA— OREGON CITY, OREGON— AJAX, (ONTARIO) CANADA 


If it's Petroleum-powered there's o MAQUJZ:/GM 7 10lLam right from the start! 
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tires—batteries—accessories —$) 


End of the Trail for Spare Tires? 


Goodyear’s new baby, the double air chamber tire, 
can take a puncture —and jes’ keep rolling along 


wes GOODYEAR Tire & Rubber 
Co. brought out its new double 
air chamber tire earlier this summer, 
it opened the way 
to a radical new 
development in 
the tire market: 
elimination of the 
conventional 
spare on new 
cars. This isn't 
the kind of thing 
that will come in 
a rush of course; 
it will be some 
time before the 
motorist and the 
TBA seller are thinking in terms of 
four-tire sets instead of five. But if car 
manufacturers are satisfied with Good- 
year’s premiurn-priced “Captive-Air” 
tires, several will probably offer them 
optionally on 1957 models. 

Object of getting rid of the spare is 
to give designers more leeway in low- 
ering the rear deck line. They are try- 
ing to drop car silhouettes even further 
than at present. 

The “Captive-Air” differs from its 
predecessor double air chamber tires 
chiefly in the use of separate valves for 
the two compartments. Both Good- 
year’s Lifeguard tire and similar tires 
of other makers transferred air from 
one compartment to another by means 
of a slow-leak grommet. 

In case of injury, the inner chamber 
held air long enough for the driver to 
get to a service station for repairs. But 
eventually the tire went flat. 

Staying Power — Goodyear’s new 
tire doesn’t. It holds enough air to 
drive a couple of hundred miles or so 
at speeds up to 50 mph. 

Because the new tire can be driven 
long stretches, even though punctured 
or blown out, it makes a spare tire un- 
necessary. However, nobody—includ- 
ing Goodyear—expects car owners to 
feel easy at first, with no spare in the 
trunk. 

The ‘“Captive-Air” is in the pre- 
mium price range. A 6.70-15 will list 
around $60, as compared to $36 for 
the same size original equipment tire. 
A set of four will cost about one-third 
more than a set of five of the original 
equipment type. 

Like a Football—The extra valve 
that marks the difference between the 


By F. C. Sturtevant 
TBA Editor 


“Captive-Air” and previous dual 
chamber tires is described by Good- 
year as a soft rubber self-sealing unit 
inserted through the tire sidewall. You 
inflate the outer chamber by inserting 
a needle inflation tool similar to that 
used to inflate a football. After you 
take out the needle tool the valve seals 
itself and is not used again. 

In service, when you add air to 
bring the pressure up, you put it in the 


What's New in 


inner chamber only—two pounds for 
each additional pound needed. Air is 
equalized in the two chambers by 
filtering very slowly through the inner 
chamber. 

Goodyear is now in production of 
the new tire in four of the most popu- 
lar sizes: 6.70-15; 7.10-15; 7.60-15, 
and 8.00-15. It will also be available 
in the new 14-in. sizes that will be 
used by some 1957 cars. 

For the present, distribution is lim- 
ited to five areas: Kansas City, Mo.; 
Cincinnati; Phoenix, Ariz.; Portland, 
Ore.; and Charlotte, N. C. a 





Battery sales manual 

. recently issued by the Exide auto- 
motive division of the Electric Storage 
Battery Co. contains specifications and 
replacement data on 12-volt and dry- 
charged batteries, as well as all other 
automotive batteries in the Exide line. 
Also included is data on_ battery 
chargers and testers for service station 
use, and an advertising section that 
illustrates signs and display material 
available to dealers. Free copies are 
available from Exide automotive 
division, P. O. Box 8109, Philadel- 
phia 1, Pa. 


Battery merchandising program 


. . . for United Motors Service-Delco 
features free trips to Europe, Hawaii 
and Nassau, plus a long list of mer- 
chandise prizes for winners in a 
national sales contest this summer. 


Nylon Tire 


. called the Gates Air-Float Deluxe 
is claimed to be a 100% nylon cord 
body at a 100-level rayon price. The 
Gates Rubber Co. of Denver is giving 
its new tire a feature spot in current 
advertising and has issued a special 
line of display material for dealer use 
at point of sale. 


Magnetic nail detector 


... has been introduced as a new way 
to. promote tire business through 
service. The device is called the 
“Magic Hand.” Big Four Industries 
of Cincinnati is putting it on the 
market. You plug it into any 110v 
outlet, pass it over the tire just like 
a mine detector. A sound signal warns 
of the presence of any metal object. 
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Whitewall discs 


. can be installed on black tires 
without cementing or sanding and 
without taking the wheel off the car, 
according to the manufacturer, Kraco 
Products Inc., 1797 W. Adams Blvd.., 
Lous Angeles 18, Calif. The discs are 
applied by deflating the tire, breaking 
the bead, inserting the inner edge of 
the disc between rim and tire. 


Tubeless tires 


. up through 11-22.5 size (10.00- 
20 replacement) are now standard 
equipment on International heavy-duty 
trucks built at the Ft. Wayne, Ind., 
works. Larger tubeless sizes are avail- 
able on order. The International “S” 
line of light, medium and heavy-duty 
trucks produced at Springfield, Ohio, 
and the International line with Metro 
delivery bodies built at Bridgeport, 
Conn., have been equipped with tube- 
less tires since early in 1956. 


New Simoniz wax 
. is neither a paste nor a liquid. 
It is manufactured by what is described 
as a “turbo-whipped mixing process” 
(Continued on page 144) 
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64,000,000 Gallons of Aviation Fuel Consumed Per Year 


FROM BULK PLANT TO TANK TRUCKS TO PLANES...AN ENORMOUS FUEL HANDLING JOB 


Currently it takes a daily average of 175,000 gallons of 
fuel to “gas-up” the ever increasing number of domestic 
and foreign airliners departing from New York Interna- 
tional Airport. The Port of New York Authority operates 
the airport and Allied New York Services, Inc. operates 
(for the Port Authority) the large tank farm and tank 
truck fleet necessary to keep this tremendous refueling 
job operating smoothly around the clock, day-in and 
day-out without interruptions or delays. 


These original eight Marlow self-primers are pumping fuel from 
underground tanks to the first eight loading racks. 
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Self-Priming Centrifugals Do The Job 

Seven years ago the bulk plant was constructed with eight 
30,000 gallon underground tanks and loading stations. 
Specifications for the pumping equipment as written by 
The Port Authority were based on vapor handling ability, 
high capacity, and low maintenance. Self-priming centrif- 
ugals were the only pumps which could fill these desir- 
able specifications, and Marlow pumps were selected 
because they were already proven out on similar jobs. 


The first additions to the original installation, these two Marlows 
have been on the job for over 7 years with little maintenance. 
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These six Marlows were added during the 
second phase of expansion as the plant size 
increased to 16 loading racks. 


A Big Pumping Job 
As the airport traffic swelled, the bulk 
plant expanded. First, six 500,000 
gallon tanks and two 250,000 gallon 
tanks were constructed above ground. 
Later twelve 30,000 gallon tanks were 
installed under ground. In 1955 
another four 220,000 gallon tanks 
were added above ground so that the 
bulk plant now holds 4,880,00v' gal- 
lons and has twenty loading stations. 
For each expansion Marlow pumps 
were used. 

These twenty Marlow bulk plant 
pumps handle 90, 100, 108, and 115 
octane aviation gasoline along with 
J. P. 4 and 640 Kerosene jet fuels. 
They load an average of 90 tank trucks 
each day. Pumping high capacities, 
they top off 4,200 gallon refuelers in 
less than 20 minutes. For tank strip- 
ping, three small Marlow self-primers 
are used. 


High Speed Plane Fueling 
Naturally, the same desirable pump 
features of vapor handling, high 
capacity, and low maintenance were 
needed for the New York International 
Airport tank truck fleet. In the begin- 
ning the Port Authority used Marlow 
engine-driven self-priming centrifugal 
pumps. Later the specifications were 
switched to gear-driven self-priming 
centrifugal pumps operating from the 
tanker’s power-take-off. 

Today, the entire tank truck fleet 
is equipped with gear-driven self- 
priming centrifugal pumps. All told, 
approximately 35 trucks are equipped 
with Marlow pumps and the last 25 
trucks purchased have been equipped 
with Marlow pumps. 


Cee.” 
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The latest expansion of the airport bulk 


plant includes four 4-inch Marlow Self- 


Priming Centrifugal Pumps. 





Here are three of the last twenty-five addi- 
tions to the Allied New York Services, Inc. 
tank truck fleet. All twenty-five are equipped 
with Marlow gear-driven self-priming centrif- 
ugal pumps. 












This is one of the three small Marlow pumps 


used at New York International Airport on 
tank stripping service. 





This Marlow gear-driven self-primer pumps 
up to 400 GPM. Standard construction in- 
cludes multiple discharge ports which allow 
simple piping of pressure relief bypass in 
addition to the main discharge pipe. 








Seven Years 
of Trouble-Free, 
Low Maintenance Service 


During their entire seven years of 
operation at New York Interna- 
tional Airport, the eight original 
Marlow pumps have required only 
minimum maintenance as have the 
fifteen additional Marlow bulk 
plant pumps. At least one Marlow 
gear-driven self-priming centrifugal 
pump has been in operation for 
over five years. The other thirty- 
five give every indication of follow- 
ing the same satisfactory pattern. 
All of these pumps were obtained 
through Louis M. Barish Co., Inc., 
one of Marlow’s distributors in the 
New York area. 


a * ~ 


These ‘same trouble-free pumps are 
available to modernize your bulk 
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MARLOW PUMPS 


plant as well as reduce your mainte- 
nance problems. For further infor- 
mation, write for Bulletin PM-06. 
For immediate technical help, ask 
for the name of your Marlow dealer 
or look in your local classified 
directory. 








Division of Bell & Gossett Company 
RIDGEWOOD, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
In Canada: 
PUMPS & SOFTENERS LTD., LONDON, ONT. 
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“| PUSH WILLARD BECAUSE: 


This Group 2SM 
Willard Heavy De 
Luxe, guaranteed 
24 months, sells for only $29.45 Exchange. Based on 
standard dealer cost of only $20.72, plus scrap value 
of old battery, dealer profit margin is a full 34.2%. 


“... and just as important, I’m able 
to get just about any size or type in a 
hurry. We're less than a hundred 
miles from one of those sixteen 
Willard plants, which means that 
my Distributor has no trouble keep- 
ing his stocks up to date. 

“One thing I learned long ago... 
you can’t sell a customer if you don’t 
have the merchandise! And that’s 
just one of the reasons why I’m go- 
ing tokeep right on pushing Willard. 


“Want to know how you can boost 
your battery profits?... 


Coll your 
WILLARD 


DISTRIBUTOR NOW! 


| 





| 


(Continued from page 141) 

to give it a soft, pliable consistency. 
Vista is the brand name, and it comes 
packed in a new gold-colored container 
with a wide mouth that is said to have 
special easy-stacking features. Simoniz 
is plugging the new product heavily 
with four-color pages in national 
magazines. 


Tire Retreading Institute 


. Teports that to date a million 
retyeaded tires have been turned out 
bearing the TRI seal. The institute 
was first organized last November for 
the purpose of setting standards for 
tire retreading. Only master retreaders 
whose shops and operations have met 
the rigid standards of the Institute, 
and have passed the inspection of an 
independent testing company, are 
qualified to use the TRI seal. 


Unique tire selling record 


has been reported from one 
Humble station in Dallas. During a 
month-long drive for tire business the 
station found that 99% of the volume 
was sold to Humble credit card 
holders on time payments. Normally 
the station does about one-third of 
its total volume with credit card 
customers. 


Special-duty distributor points 
. . . for cars, trucks and tractors are 
a new product of the Electric Auto- 
Lite Co. The points are designed for 
vehicles operating at low engine speeds. 
Contact surfaces of the new points 
are Claimed to have 78% more con- 
tact area than standard point sets. 
Breaker arms have broad-beam con- 
struction and are reinforced for extra 
strength. 


Brake fluid dispenser 

. is being sold by Skelly Oil Co. to 
its dealers for a special price of $2.50, 
as part of a package deal on orders 
for Skelly’s private-brand brake fluid. 
The unit fits on any standard one-gal. 
can. It consists of a piston for with- 
drawing the fluid, 7 ft. of hose, a self- 
closing nozzle and two hooks clamped 
on to the can for holding the hose 
when not in use. 


Range of prices 


. . . for typical services provided by 
members is reported by a dealer as- 
sociation in Florida: lubrication, $1.25- 
1.50; wash jobs, $1.25-2.50; changing 
oil filter (on 1955 Fords) from no 
charge to $1; changing air filter 
$.50-1.00; repacking front wheel bear- 
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ings, per wheel, $.63-100; tubeless 
tire repair, on wheel, $.75-1.50; off- 
wheel, $1.25-3.50. 


Trade diversion law 

. Is now in effect in Michigan. It’s 
aimed at blocking the practice of 
business concerns that act as purchas- 
ing agents for their employes to give 
them “inside” prices. The law forbids 
a company to buy, for the purpose of 
resale to its employes, items not manu- 
factured or handled by the company in 
its regular course of trade. The Retail 
Gasoline Dealers Assn. of Michigan 
was instrumental in getting the law 
passed. Service station operators have 
long resented the fact that some of 
their customers buy gasoline or tires 
but most especially antifreeze—from 
their employers at cut prices, but 
expect free installation and other 
services from the service station. 


Personnel... 





Harry S. Blankenship is now as- 
sistant sales manager of the Penn- 
sylvania Rubber Co., Mansfield, Ohio. 
He succeeds Thomas C. Johnson, 
recently appointed manager of the 
eastern division in Hillside, N. J. 
Blankenship joined the Pennsylvania 
sales staff in 1953, after several years 
in automobile and accessory mer- 
chandising. 


Jerome C. Is- 
ham is the new 
manager of the 
public __ relations 
department at Sei- 
berling Rubber 
Co. He replaces 
David R. Golds- 
berry who re- 
signed to enter 
another industry. 
Isham joined Sei- 
berling in 1954 
after receiving his master’s degree in 
journalism from Ohio State. He was 
previously editor of the company’s 
employe publication. 

* 

Ernest H. Voges is the new market- 
ing research manager for Electric 
Auto-Lite Co. He will be responsible 
for sales analysis, evaluation of markets 
and sales forecasts for Auto-Lite 
products distributed through the re- 
placement sales division. He has been 
with Auto-Lite since 1918, most 
recently as statistician for the comp- 
troller’s division. He served a term 
as chairman of the statistical committee 
of the Assn. of American Battery 
Manufacturers. w 


J. C. Isham 








Since “way back when,” Monsanto has been 


helping processors like you with the 


chemical problems of petroleum modifiers 


Modern Example: 


CONTROLLING THE CORROSIVENESS OF 
LIGHT PETROLEUM FRACTIONS 


The problem, of course, was to find an 
inhibitor—one that in very, very low con- 
centrations would keep light distillates 
from chewing up metal. It took some 
searching—but Monsanto chemists came 
up with Santolene C; just .0015% of it in 
the stock cut scale formation in a cargo 
tanker by 2 tons per month. 


When you want a base stock modified to 
meet laboratory specifications before 
starting expensive field testing... send 
the base stock and your specifications to 
Monsanto. Monsanto can supply you with 
Chemical Additives for almost any job an 
additive can do: Corrosion inhibitors « 
Detergents « Viscosity index improvers 
Gear lubricant fortifiers ¢ Fuel oil 
clarifiers ¢ ‘“‘Oiliness’’ improvers. 
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For more information, 
write to: 

Organic Chemicals 
Division 
Monsanto Chemical 
Company 

Department OA-1 
St. Louis 1, Missouri 


' MONSANTO 





Save Time in 
Liquid oon 


PUMP with POWER! 


With Ingersoll-Rand Motorpumps supplying dependable 
power for liquid handling, your trucks keep moving, your 
customers are happier and you’re reducing costs! 


Compact I-R Motorpumps are designed for heavy duty with 
the extra power and efficiency that give plus service with a 
minimum of maintenance. 


e sizes from % to 75 hp 

e capacities from 5 to 2800 gpm 

@ easy mounting in any position 

e straight centrifugal or self priming 
models 


\Ing ersoll-Rand 


\ 9-420 11 Broadway, New York 4, N.Y. 


ry LUBRICATION 


Task for Blenders 


Auto manufacturers want 
a new transmission fluid 


i. ees manufacturers are 
challenging the oil industry to de- 
velop a new automatic transmission 
fluid for tomorrow’s high powered 
cars. 

Development engineers of the Big 
Three auto manufacturers recently 
predicted that transmission torque 
would be continually improved to 
keep pace with rising engine power. 
The improvement will reportedly be 
made without appreciable increase in 
the size of transmissions. Lubricants 
are thus expected to play a big part in 
determining how and when the im- 
provements can be made possible. 

Describing future needs, General 
Motors engineers said: 

“As new transmissions appear, they 
may be accompanied by new lubrica- 
tion requirements. This fact may re- 
quire a revision of the present Type A 
fluid specifications or the development 
of a new type of fluid.” 

Oil Industry Job—The engineers 
claimed that it was the task of the 
oil industry to develop Type A fluids 
to meet torque requirements and other 
specifications of the new transmissions. 

A Chrysler Corp. chemist said fu- 
ture requirements of hydraulic fluid 
would be “lower resistance at low 
temperatures, lower volatility at higher 
temperatures, considerably higher den- 
sity, equal or better compatibility with 
rubber and metals at higher tempera- 
tures.” 

A Ford Motor Co. development ex- 
pert called upon oil companies to de- 
velop anti-foaming, anti-corrosion, and 
anti-sludging agents for transmission 
fluids. He said better additive stability 
was required to prevent oil break- 
down, and special properties were 
needed to improve noise control. 

Higher V. I—‘“A higher viscosity 
index than we have in today’s Type A 
oil is desirable,” he added. “At high 
temperatures and low viscosity, inter- 
nal leakage problems increase. Con- 
trols become sluggish and damage to 
the transmission is possible. At low 
temperatures, oil flow to the controls 
is impaired, and transmission drag is 
excessive.” 

Evidence was presented that newer 
automatic transmissions tend to de- 
velop higher internal operating tem- 
peratures. Even in many present-day 
cars, it was said, transmission fluid 
temperatures range in excess of 350 
deg F. The higher temperatures pre- 
sent a big development problem. &@ 
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GORMAN-RUPP 
“O”" SERIES VERTICAL PUMP 
Two-inch Models 02-V3/4 and 02A-V1 


DON’T BREAK THE PIPING! 


Cartridge Design Permits Rapid Field Service Without ing the piping. And it’s another in the famous 
Disconnecting Pipe and Excess Spillage. Gorman-Rupp “O” series centrifugal pumps that 
Versatile is the word for this Gorman-Rupp model! prime. That means high efficiency, dependable oper- 
Its vertical design asks only a single sq. ft. floor ation and exclusive safety features. No check valve. 
area. Its cartridge construction allows pump and Straight-through piping. This pump is covered by 
motor to be removed and exchanged without break- the Gorman-Rupp plain-language guarantee. 


The Gorman-Rupp Company 


305 BOWMAN STREET ‘ MANSFIELD, OHIO 


BOTH PUMPS pull blending oil from delivery transport to 100 G. P. M. are delivered by these pumps through 2” meters, 
storage tank. By changing valves, they then transfer it to loading truck tanks, pumping from transports and filling 
weighing tank. bulk storage tanks. 
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BULK PLANTS AND TERMINALS 
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New six-lane loading rack at Bakersfield has gleaming, well-scrubbed look. Best of all, engineers say ... 


Triple Meter System Gives Bankline 


ume OIL CO. gave its system engineers one prin- 
ciple to follow in designing the new loading rack for 
its Bakersfield, Calif., terminal: the faster the better. 

The engineers came up with a loading rack design that 
hiked the speed of terminal operations 50%, and left 
ample room for future expansion. The key to faster loading 
at the new rack is a triple meter control system: 

e A delivery meter works in reverse to control the flow 
of fuel to tank trucks. Desired gallonage is set on the meter, 
which ticks backward to zero as the truck is filled. As the 
load limit is approached, the meter tapers the flow. 

e A recording meter registers gross gallonage. 

e A temperature-compensating meter automatically ad- 
justs gallonage totals to 60 deg F and prints net gallons on 
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a meter ticket. 

Bankline engineers say the temperature-compensating 
meter eliminates many shrinkage errors, reduces office work 
and facilitates billing procedures. The reverse-action meter 
makes loading nearly foolproof by its exact volume control 
and automatic shut-off device. 

King of the Hill—The dispatcher is seated in his office 
attached to and overlooking the rack. He is in visual contact 
with all operations. The engineers say this makes his work 
easier, gives him a clearer idea of the flow and volume of 
traffic through the terminal. Pneumatic tubes connect the 
dispatcher’s office with each loading lane for speedy transfer 
of meter and delivery tickets and loading orders. 

The dispatcher’s right-hand man is a loader, who super- 
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Tank truck and trailer in loading berth ready to take on fuel. The 
driver has been directed to proper lane via remote speaker system 


Loader swings arm into tank truck well. Each berth can load at 
400 gpm. A 1,500-gal. truck can be fully loaded in 15 minutes 


Speed and Accuracy 


vises meter operation and swings loading arms into position. 
A third man works part time as a loader, part as a gager. 
At the insistence of the company, drivers never touch the 
loading equipment. Insurance risk is thus kept low. 

The loading rack has six lanes, each with a capacity of 
400 gpm. In theory, the rack can deliver a million gal. per 
day. In practice, the addition of another billing clerk would 
enable the terminal to pump 9-million to 12-million gal. 
per month. Larger pumps and meters would raise capacity 
even higher. 

When a tank truck driver wheels into the Bakersfield 
terminal, he stops at an intercom system. There he trans- 
mits a verbal load order to the dispatcher and is directed 
to one of the six lanes. At the rack, the driver hands a 
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Dispatcher’s office overlooks rack. At left of desk are 
pneumatic tubes to all berths, and remote speaker system 


Triple meter control. Top adjusts volume to 60° F, center 
records gross gallons, bottom automatically controls flow 


in Busy Terminal 


written order to the loader. Into the pneumatic tube to the 
dispatcher’s office goes the order, and loading begins. In 
less than 15 minutes, a 5,000 gal truck can be filled. 

No Cash Changes Hands—lInvoices are sent monthly 
from Bankline’s Los Angeles office. No truck may be loaded 
without credit clearance from L. A., but this is small in- 
convenience, since most loads are for regular accounts. 

Most of the pump and meter work was done by the A. O. 
Smith Co. The rack has Chiksan swing joints. Hinged cat- 
walks were made according to Bankline specifications. 

According to Bankline, the rack design is no secret. The 
details are simple and readily available. Best of all, the 
basic idea is adaptable to the needs of other terminals, 
whether of higher or lower gallonage. = 
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Blast-roughened 
steel, greatly 
magnified 


IN Come al-Saslhce] Mattie ltl 
between lining 
and steel 


eem Shot-Blasted drums can take It 


Shipment never helped a lined steel 











Have a hard-to-hold product? Chances are 
Jab has a lining just right for you. 
They have A to Z experience in solving 


lining problems. Write today. 


RHEEM MANUFACTURING COMPANY 


7600 S. Kedzie, Chicago 29, lil. 


NAME, 
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POSITION 





STREET. 





2S ONE, STATE 


PRODUCT 
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drum or a product. Everything works 
against them. High-speed clatter, 
jarring blows, quick shifts from hot to 
cold—an obstacle course all the way. 


But punishment is nothing new to 
Rheem drums. They’ve been through 
it all before in Rheem laboratories. 
Our engineers learn from special test 
trips how to team linings with prod 
ucts, and how to best apply the lin- 
ings. They learned long ago that any 
good lining starts with the steel. 


Rheem blasts its steel drums under a 
hailstorm of high carbon steel shot. 
This physically scours and roughens 
the metal—cleans away scale, too— 


YOU CAN RELY ON 


and leaves a sawtoothed, naked sur- 
face for linings to grip. In other 
words, they’re integrated directly to 
the steel. 


And Rheem learns more from 
planned abuse, like how to cure lin- 
ings on drum bodies and on their 
tops and bottoms in separate ovens 
for the individual treatment their 
different shapes require. 


Rheem will go on learning ways to 
build better containers, better lin- 
ings, and better product protection. 
Keeping ahead of trouble is just part 
of never ending research that’s made 
Rheem the world’s leading producer 
of steel shipping containers. 


MANUFACTURING COMPANY 


RICHMOND AND SOUTH GATE, CALIF.; HOUSTON, CHICAGO, 
NEW YORK, NEW ORLEANS; LINDEN, N. J. AND SPARROWS POINT, MD. 


% - 
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Oil-Heat Institute of America 





Three New Ways to Get Hotter 


A THREE-PRONGED program to 
boost oil heat’s acceptance and build 
association strength came out of the 
annual convention of the distribution 
(marketing) division of Oil-Heat In- 
stitute of America. The plans include: 
e Educational programs for dealers 
e New oil-heat promotional aids 
e More attention to small oil men 


How-to-Do-It Movies 


OHI will use movies with sound to 
show dealers how they can improve 
service and operations. Present film- 
strips illustrate proper checking, ad- 
justing and handling of oil burner noz- 
zles, testing and adjusting of controls 
and pumps, how humidifiers work, 
and the paper-work efficiency of new 
office equipment. More movies are 
planned to cover other phases of a dis- 
tributor’s business. 

The marketing unit is renting (at 
$7.50 per film) or selling ($15 to mem- 
bers; $20 to non-members) copies of 
the strips to interested dealers. Film 
rental includes the use of sound equip- 
ment and projector, but eventually, 
says Charles Burkhardt, national sec- 
retary of the marketing unit, all chap- 
ters will have their own sound and 
projector equipment. 

More clinics similar to last year’s 
builders’ management conference and 
labor relations clinic are scheduled for 
the coming year. And there will be 
sales training courses and _ service 
schools patterned after the pilot 
schools held in Florida and Virginia. 

Another aid for dealers will be a 
four-volume oil burner manual to be 
issued this year. This will replace 
OHI’s “Handbook of Oil Burning.” 


Promotional Party 


OHI’s first sound and color promo- 
tional film, Housewarming Party, had 
its premiere at the convention, and the 
group hopes to produce another oil- 
heat promotional movie before the 
year is out. To make its $15,000 in- 
vestment in Housewarming Party self- 
liquidating, OHI is selling prints at 
$150 to members and $192 to non- 
members. The demand for copies is 
brisk, Burkhardt says, and the divi- 
sion doesn’t expect any trouble in get- 
ting its investment back. 


Building Membership 


This year’s membership drive is off 
to a good start with three new chap- 
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ters—New York Assn. of Industrial 
Oil Burner Contractors, Oil-Heat Di- 
vision of Tennessee Oil Men’s Assn., 
and OHI of Western Michigan. 
Herbert M. Spade, outgoing chair- 
man of the marketing unit, said in- 
terest in OHI among heating oil distrib- 
utors in state jobber groups “is a new 
development, showing that these 
people want someone they can turn to 


SCSSA-SYMPA 









ASSOCIATIONS 





for help.” Seven state jobber groups 
have set up OHI divisions for their 
heating oil people. 

To serve these new units better, and 
to reach the local level for new mem- 
bers, the division reorganized along 
regional lines at the convention. Up to 
now, the division’s work has been car- 
ried on by a national chairman with 
the help of vice-chairmen for the East 
and Far West. These posts have been 
retained, but many more, including a 
vice chairman for the Midwest and 
several regional chairmen, have been 
added. (See pp. 193 and 199.) s 


Discord in California 


MAJOR-COMPANY dealers and in- 
dependent multipump operators could- 
n’t find much in common at a public 
debate staged by the Southern Cali- 
fornia Service Station Assn. (major 
dealers) and the Serve Yourself and 
Multiple Pump Assn. Seven members 
from each group met to discuss pub- 
licly such problems as premiums, fair 
trade practices, prices and the cost of 
doing business. 

Purpose of the meeting was to “find 
out why we must be continually fight- 
ing price wars, and to bring several 
things out into the open.” according to 
John Touhey, executive secretary of 
SYMPA. 

The closest they came to harmony 
was in agreeing that they could mar- 
ket in relative peace if there were a 3¢ 
differential between major brands and 
independent brands. A 3¢ differen- 
tial, said panel members, would offset 
the advantages of brand acceptance, 
advertising, service and credit cards 
of the major brand dealers. The group 
felt that trading stamps and other 
premiums should also be recognized 
as part of the differential. 

Touhey pointed out that a few com- 
panies now maintain a 2¢ differential 
on the West Coast. 

The independent dealers flatly re- 
fused to join the dealer organization 
in an effort to seek legislation to con- 
trol the use of premiums and trading 
stamps. 

Said Dan Lundberg, executive sec- 
retary of the SYMPA group, “We 
don’t think you stand a chance of 
eliminating the use of premiums in all 
phases of merchandising, and we want 
no class legislation directed at the gas- 
oline business.” 

The SCSSA’s position favoring an 








FTC investigation of petroleum mar- 
keting was also hit by the Independ- 
ents’ leader: “We can work out our 
problems together. I don’t see what 
good can come of a public investiga- 
tion. The gasoline business is threaten- 
ed with becoming a kind of controlled 
public utility which would take the 
dealer out of a position of great oppor- 
tunity and make him some sort of civil 
servant.” 

In summing up for SCSSA, Touhey 
said that the association’s previous 
position on most issues had not been 
altered by the exchange of ideas. “I 
am of the opinion that stamps, pre- 
miums and giveaways affect the retail 
price of gasoline, and I consider it un- 
fair for a major dealer to be posted 
against an independent. I believe self- 
service operators, as well as major 
dealers, would do well to operate their 
stations on the basis of profit rather 
than gallonage, and I don’t believe 
suppliers should interfere in any way 
with station operation.” 

Touhey suggested that the two or- 
ganizations join in a resolution to re- 
quest the state to appropriate funds to 
the attorney general earmarked for en- 
forcement of the state fair trade prac- 
tices act. 

“I don’t think a single one of our 
members would fail to go along with 
that,” replied Lundberg. 3 


Penn Grade Crude Oil 





A Happy Group 


PENNSYLVANIA Grade Crude Oil 
Assn. members were cheerful at their 
annual June meeting in Bradford, Pa. 
They are coming out of the woods as 
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Power-Dome more than a name 


3+. proves real gas saver, reduces upkeep, too... 


How Chrysler Engineering 
Cuts Truck Operating Costs 


When a new truck engine that 
promises more MPG and lower 
upkeep comes along, that’s news. 

But, naturally enough, fleet 
operators prefer not to go over- 
board in their praise of such 
new developments until they’ve 
proved them in actual operation. 

That’s the story of Chrysler 
Corporation’s radically different 
Power-Dome V-8 combustion 
chamber, introduced in the 1954 
Dodge C-1 series. 

From the start, fleet men were 
agreed it looked great “‘on paper’, 
but had to wait for a factual 
answer to the all-important ques- 
tion, ““Will Power-Dome actually 
increase gas mileage, actually 
reduce maintenance costs?” 

The answer to that question, 
after well over two years of serv- 
ice in fleets of all types the 
country over, seems to be an un- 
qualified ‘“Yes’’. 

Owners of Series C-1, and the 
current C-3 Dodge V-8 trucks re- 
port remarkable gas savings and 
unusually low maintenance costs. 
They say they not only get more 
MPG (on regular fuel), but find 
engines maintain power and effi- 
ciency far longer than those of 
standard design. 


In layman’s language, here is 
how Chrysler engineers were able 
to give Dodge short-stroke V-8’s 
these cost-cutting characteristics: 

First, let’s study the diagram 
below. 

You'll notice, among other 
things, that the standard, wedge- 
shaped combustion chamber (Fig. 
1) has corners where carbon can 
easily collect, whereas the Dodge 
Power-Dome chamber (Fig. 2) 
eliminates such power-stealing 
carbon hot spots. 

Next, notice the spark-plug 
location. In the Power-Dome de- 
sign, it is centrally located, in- 
stead of off to one side. Flame 
travel, therefore, is uniform to all 
parts of the chamber; thus the 
fuel mixture is burned faster, 
more evenly, and more com- 
pletely. 

Valve placement, too, is un- 
usual. In the Dodge Chrysler- 
engineered power plant, intake 


[ (Fig. 1) Valves placed side by 
side, close together 


Spark plug 
off to side 


Corners where carbon 
COMBUSTION can collect 


CHAMBER ~ 


b 





and exhaust valves are located on 
opposing sides. This permits use 
of larger valves for easier engine 
breathing, elimination of fuel 
waste. 

In addition to Power-Dome, 
Chrysler engineers have incor- 
porated other features in Dodge 
truck engines that contribute to 
their unusual operating economy. 
Among a number of such ad- 
vancements not found in most 
competitive makes are floating oil 
intake, ceramic fuel filter, positive 
exhaust valve rotators and dual 
exhaust system as standard equip- 
ment. 

In fact, Chrysler engineers have 
made “‘fleet economy”’ their theme 
throughout the designing of to- 
day’s Dodge Job-Rated Trucks. 
The result is a full line of trucks 
any cost-conscious fleet operator 
would be wise to investigate be- 
fore investing in a replacement or 
adding to his fleet. 


Larger valves on | 
opposing sides for 
easy breathing 


Centrally located spark plug Dotan 


for even burning of fuel 


Smooth, domed 
shape—free 
from pockets 


DODGE 
POWER-DOME 


An advertisement for DODGE TRUCKS—the make with the Forward Look 
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far as crude oil stocks are concerned. 
And they are satisfied that the eco- 
nomic picture ahead means more busi- 
ness for them. 

Crude oil stocks, now down to 2.2- 
million bbl. are more than 1-million 
bbl. below the high mark of last Sep- 
tember, indicating a good refinery de- 
mand, with refiners being able to move 
all the motor lube they can refine. And 
the cut in stocks, says C. A. Chipman, 
association head, was made in spite of 
labor trouble and fires that shut down 
refineries for part of the year. 

Producers, Chipman adds, are now 
in as favorable a position as they were 
three and a half years ago, on crude 
stocks. But instead of warning signs 
appearing as they did then, the over-all 
economic picture is bright, with other 
factors offsetting the slowdown in au- 
tomobiles and housing. 





SAVE 4 WAYS WITH 

















FOR DIESEL 
AND GASOLINE 
ENGINES 








KIM Hotstart keeps engines warm at night. 
It is a lightweight pre-heater that is plugged 


into the electric circuit. KIM draws off cold 


water from the engine, heats and circulates 
it through the engine. KIM’s use ends 
cold starts, and cuts winter repair bills. 
Thousands in use. 


To get its share of new business, the 
association is spending $265,000 this 
year—$11,000 more than last year 
in national advertising promoting mo- 
tor lubes made from Pennsylvania 
grade crude. 

(For a listing of officers, See p. 
198.) a 


4 MODELS 
SEE YOUR AUTOMOTIVE SUPPLIER OR EASY TO 
WRITE FOR LITERATURE eesTAAl 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 
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IRIGHVEST 


NEWS IN SERVICE STATION LIGHTING 


... cuts lighting costs 30% 


Neu 


APL SERIES 


by Electric Lighting Sales, Inc. 


Patent No. 167558 


NSW 


WIDE ANGLE COVERAGE 


INS W 


YEARS-AHEAD DESIGN — The new APL means fewer units... 
SINGLE OR DOUBLE-WING vastly increased visability. Its unique 


angled feature sets your station distinc- 


tively apart. 
RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


NEW 


NO-GLARE BRIGHTNESS 


INISW 


HINGED-POLE STYLING 





Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 
and operating costs. 


All aluminum, sealed-in light. Remov- 


of your friends 
able, snap-on plexiglas covers. 





give to 


AMERICAN CANCER SOCIETY 


Furnished complete, ready for installa- 
tion. Write for details — today! 


Electric L Sales, Jue. 


P. O. Box 1907 Stockton, California 





® 24.N. Wabash Ave. Chicago 2, lil 
927 Gaiennies New Orleans 13, La. 
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and our F style 
cans will do a job 


Jor YOU, too! 


Your package has to “speak up” for sales, or it doesn’t stand a chance in today’s 
fast competition. That’s why Continental's “F” style cans are the choice of so many 
manufacturers of waxes, polishes and other petroleum products. For, in addition 
to sturdy, easy-to-use construction, these containers offer you color and brilliance 


that only Continental master lithographers can achieve. 


We'll start things off right by delivering all the “F” style cans you need, exactly 
when you need them. Sizes from four-ounce (spout top) to one gallon. Then, if 
you want help with research or engineering, it’s available anytime as part of our 
Tailor-Made Package Service. Why not let “F” style cans do a selling job for you? 
Call soon. 


CONTINENTAL € CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division:’Russ Building, San Francisco 4 
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How and When to Paint Your Tanks 


@ Light paint cuts evaporation losses up to 40%, 
means substantial savings for marketers 


@® Dressing up tanks with pastel colors improves 
brand identification, ups employe morale 


A CoAT of light-colored paint on a 
gasoline storage tank reflects the 
sun’s heat and keeps tank temperatures 
down. Lower temperatures mean less 
evaporation of product, and conse- 
quent savings. The big question-mark: 
do the savings in product make up for 
the cost of the paint job? 

They do, says E. L. Hoffman, man- 
ager of Socony Mobil Oil Co.’s petro- 
leum loss control department. An 
American Petroleum Institute paper 
written by Hoffman tells why. 

What Tanks to Paint—Hoffman’s 
research shows that an application of 
white paint to roofs and shells of cone- 
roof or fixed-vapor-space gasoline 
storage tanks, and to a number of 
other tank designs, can cut evaporation 
loss up to 40% over unpainted tanks, 
20%-30% over aluminum-painted 


tanks. White paint is preferred, but 
pastels are almost as good—and many 
oil men think colors have a much 
greater value from a public relations 
and morale standpoint. 

Hoffman’s findings show it also pays 
to put white paint on the roofs (but 
not on the shells) of conservation-type 
tanks with variable vapor space. These 
include wet-seal and dry-seal lifters 
and flexible-diaphragm tanks. Painting 
the roofs of these tanks white will do 
most of the job. Painting the shells 
white will cut down evaporation a 
little more, but the saving won’t justify 
the extra cost of the paint. 

Floating - roof conservation - type 
tanks shouldn’t be painted white. It 
isn’t practical, since the paint required 
is a free-chalking white that cleans 
itself by weathering action. On a float- 
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ing roof there’s no way to carry off 
the mixed dirt and chalk that results 
from weathering. If the paint doesn’t 
stay white, its reflective power is lost. 

Riveted-shell floating-roof tanks 
have high breathing losses, and the 
results are good when the shell of this 
type is painted white. This is particu- 
larly true on the older types, or in 
situations where the tank is known to 
be out-of-round or is equipped with a 
pan-type roof. 

On the newer floating-roof tanks— 
including only tanks with welded 
shells, and particularly those with 
double decks or special devices to 
minimize breathing losses—white shell 
paint is not recommended. 

The reason is that breathing losses 
are only a fraction of those sustained 
by a comparable cone-roof tank. Po- 
tential savings are too small to warrant 
the additional cost of white paint. In 
both classes of floating-roof tanks 
you'll find some border-line cases, 
Hoffman says. You'll have to make a 
careful inspection of the roof and try 
to appraise probable breathing losses. 


(Continued on p. 157) 
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Here you can see but a few of the many Bennett dispensing 
units which are serving at fleet terminals, service stations, 
garages, farms and industrial plants the world over — 
handling petroleum products, alcohol, turpentine and 
similar fluids, dispensing air or air and water. Each of these 
° Bennett products is manufactuied with one purpose in 
1 Us hid C1 y mind — to be the most convenient, most durable and most 
serviceable unit of its type. And ALL are built to the world’s 
highest standard of quality. Write for detailed information 


» ¢ N\ N\ C | | about equipment to meet your specific needs. 
J 
JOHN Woop ComPANY 


BENNETT PUMP DIVISION °* Muskegon, Michigs 





Model 248 AWC Model 96 Model 97 
Tireflator 


islander with cash box Tireflator 


Model 2008G SS Model 506 Model 100BMF 
“Big G" Transfer Pump ee Barrel Pump . Grease Dispenser 


Iiuminated 


Model 256 r 


oil merchandiser 


Model 246 AWTH. § 3 
Islander . Model 244 AWT™ , Model 32 
; Islander af Hose Reel 


Model 789 
Fleetmeter Pump 


with ticket printer 


~ 


\, District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
“ little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * SaltLake * Seattle * St.Paul * San Francisco 
IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable “*WOODINTER" 
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(Continued from p. 155) 
Then you can decide on the color of 
the shell paint. 

White That Lasts—It’s the white 
color that reflects the sun’s heat. So 
the problem is how to keep it always 


white. “The preferred pigment is 
titanium dioxide,” says Hoffman, “be- 
cause it has the highest whiteness of 
any pigment and is also chemically 
inert.” 

But when paint gets dirty, Hoffman 
points out, its reflective quality ap- 
proaches that of the adherent dirt film, 
which is invariably lower than the 
white finish. That’s why an acceptable 
white for painting tanks has to be self- 
cleansing. Self-cleansing results from a 
chalking process in which a fine white 
powder forms on the surface. The 
powder is washed off by rain and wind, 
taking with it the heat-absorbing grime. 

The paint vehicle adds nothing to 
whiteness. It acts as a binder for the 
pigment and bonds the paint to the 
surface. The most durable vehicle is 
an alkyd resin or modified glyceryl 
phthalate. Since the vehicle collects 
and holds dirt, and may even discolor, 
the right paint should have a low pro- 
portion of vehicle to pigment. 

You have to strike a balance be- 
tween durability and brightness. Where 
tanks are near chemical plants, or in 
an industrial area, or subject to smoke, 
fumes and dirt, a comparatively free- 
chalking white paint is needed. But 
for the vast majority of storage tanks, 
a slower-chalking and consequently 
more durable white has proved satis- 
factory. 

Chalking, of course, proceeds at the 
expense of the paint film, which gradu- 
ally weathers away and becomes thin- 
ner. Thus the twin objectives of high 
solar-heat reflectance and long paint 
life are working against one another. 

When to Repaint—A good way to 
estimate the probable life of white 
paint is by comparison with aluminum 
paint, now widely used on petroleum 
storage tanks. From the experience of 
his own company in a typical eastern 
marketing area, Hoffman reports that 
the average repainting period is three 
to four years for white roofs, and five 
years for aluminum tank shells. 

In other areas the life of aluminum 
shell paint runs from five to ten years, 
depending on the location. The shorter 
intervals occur close to salt water or 
industrial areas. Hoffman gives this 
rough yardstick: “A  slow-chalking 
white paint should give four to five 
years life on the shell, if the life of 
aluminum paint in that location is 
known to be six years.” Aluminum and 
non-chalking white paints can be con- 
sidered comparable. 





What Does It Cost?—-About five 
cents a square foot is an average cost 
for labor and material to spot prime 
and apply one finish coat, on a repaint 
job. For a new tank it will run about 
15¢ to 18¢ a square foot, assuming 
two primer coats and two finish coats 
on a sand-blasted surface. 

Labor cost is about 80% of the 
total. It pays to use the best paint, even 
if the cost is slightly higher. And you'll 
get better results if you put the paint 
on with a long nap roller, rather than 
a brush or a spray. Brush painting is 
old-fashioned, slow and costly, and 
never uniform from one painter to an- 
other. While spray painting is easier 
and faster, it is no longer preferred. 
There’s too much risk of the paint 
blowing on to parked cars or adjacent 
buildings. Also, the application varies 
with the technique used by the individ- 
ual painter; and the painter has to wear 
a face mask. 

For storage tanks, the long nap 
roller is recommended. It’s the most 
economical as to labor cost, and results 
are more uniform. 

What About Pastels?—Tests show 
that the temperature rise of both vapor 
and liquid is greater in tanks painted 
with a color than with a tank painted 
white. However, Hoffman concedes, 
it’s possible to use a two-tone pastel 
combination without too much evapo- 
ration loss. 

For example, a white roof with a 
shell in cream, light yellow, light blue 
or light pink will reflect more solar 
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heat than gray, or aluminum, or in fact 
any color except white. Some in the 
industry believe the slight extra cost of 
pastel colors as compared to white is 
worth while. In fact, Hoffman observes 
that one major oil company has started 
a program of improving the eye appeal 
of its tankage. 

“At a large eastern refinery the 
shells of many tanks have been painted 
in pastel colors,” Hoffman notes, “and 
in some cases tanks have been painted 
in two contrasting colors. There are 
several reasons. One is that the aver- 
age motorist classifies oil storage tanks 
as unsightly. The oil company hopes 
the pastel shades will be more pleasing 
to the eye and thus promote better 
public relations. 

“Another reason is that pastel colors 
may have a psychological value as a 
morale booster for refinery workers. 
Now the program has been extended 
to some of their marketing terminals.” 

At the refinery two color schemes 
have been used. One is a pastel color 
for the whole tank shell. The other is 
a dark color on the lower half and a 
light color on the upper half. For ex- 
ample, if the lower half is blue, the 
upper half would be yellow; or the 
lower half red and the upper half pink. 
In some cases, tanks have a solid shell 
color up to a top band of red or blue. 

If economy and a decorative appear- 
ance can be achieved by this new 
trend in tank painting, one of the oil 
industry’s most conspicuous facets may 
take on a startling new look. 


What's New in Equipment .. . 





Kens-Way tire conditioner 


. . trues, regrooves and de-skids in 
simple, economical operations. Fits in 
small area. Dimensions are: 3212” 
long; 22%2” wide, 39%” high. May 
be easily moved and no additional 
wiring is necessary. Big Four Indus- 
tries, Inc., 5938 Carthage Court, Cin- 
cinnati, Ohio. 


Circle No. 1 on Coupon, p. 158 


Blast-proof floor machine 


. is designed for completely safe 
operation in explosion or fire hazard 
areas. Switch is mounted in a sealed 
unit on the motor and remotely con- 
trolled by a single lever on the handle. 
Shuts off automatically when opera- 
tor releases grip. Transmission elimin- 
ates all metal-to-metal contact in the 
drive housing. Available in 14” and 
16” brush sizes. Advance Floor Ma- 
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chine Co., 4100 Washington Ave., 
North, Minneapolis 12, Minn. 


Circle No. 2 on Coupon, p. 158 


Lift truck series 


... has three gasoline-powered models 
of 3,000, 4,000 and 5,000 Ib. capac- 
ities. Features are short turning ra- 
dius, trunnion steering wheels, short 
over-all length, long wheelbase, low 
center of gravity, forward speed 13.8 
m.p.h. Optional features include 
power steering; fluid torque convert- 
er drive; LP-gas installation; dual 
front wheels. Hyster Co., 2902 N. E. 
Clackamas St., Portland 8, Ore. 


Circle No. 3 on Coupon, p. 158 


Two submersible pumps 


. . have been introduced, one for 
use in new remote-pumping service 
station layouts, in 4% and % hp 
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sixes; the other in 1/3 h.p. size, for 
booster pump service at existing sta- 
tions, where it is necessary to handle 
high vapor pressure gasoline in hot 
weather. Both pumps are extractable 
and are equipped with automatic 
“pump-off” control that stops the mo- 
tor when the tank pumps dry. Red 
Jacket Manufacturing Co., Petroleum 
Equipment Division, P. O. Box 270, 
Davenport, lowa. 


Circle No. 4 on Coupon 















Elevating tail-gate 


. for pickup and express truck 
bodies permits the driver alone to 
load or unload heavy or bulky articles, 
such as oil drums or bottled gas cylin- 
ders. Supplied in a completely assem- 
bled kit weighing 175 lbs. Designed to 
be installed by anyone in less than 
two hours, using only six bolts. Easily 
transferred from old to new trucks. 
Mid West Body & Manufacturing Co., 
Paris, Ill. 


Circle No. 5 on Coupon 



















e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 






MStandard of California has installed 
nine Bowser filters said to be 100% ef- 
ficient in removing water from aviation 
fuel. The principle of operation is based 
on a coalescing action as the fuel is 
passed through renewable cartridges of 
predensified fiberglas. As the separated 
water accumulates, it is removed by an 
automatic ejecting valve at the bottom of 
the dehydrator case. 


One-piece pressure seal 


. . called the Dyna-Seal is designed 
for use under bolt heads, or under 
abutment flanges on pipe unions, or 
similar flanges that require sealing be- 
tween two faces with the bore open to 
pressure. An inner sealing member of 
Hycar American rubber is bonded to 
a confining steel ring. It provides lock 
washer action and seals pressures up 
to 10,000 psi against air, water and 
all types of petroleum products, at 
temperatures from —65° F. to + 
250° F. The high tensile cold rolled 
steel ring is cadmium plated. Orecision 
Rubber Products Corp., Dayton, Ohio. 

Circle No. 6 on Coupon 
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Continuous guard 


. . . against explosions can now be 
provided by a sample-drawing acces- 
sory for use with J-W Model E com- 
bustible gas alarm. Mounted in a non- 
hazardous location, the accessory 
draws a continuous sample through a 
copper line from a remote danger 
area. The Model E gas alarm with 
sample-drawing accessory sells for 
$220. Motor-pump unit is $125 extra. 
Johnson-Williams, Ltd., 2680 Park 
Blvd., Palo Alto, Calif. 


Circle No. 7 on Coupon 





Tubeless tire spotter 


...is a compact, thermostatically-con- 
trolled vulcanizing unit that occupies 
only one sq ft of floor space. The 
“Livy” spotter comes equipped with 
contour and shoulder plates, valve 
adapter and flat plates. Big Four In- 
dustries, Inc., 5938 Carthage Court, 
Cincinnati, Ohio. 


Circle No. 8 on Coupon 






























Gasoline hose retractor 


. .. is designed to prevent excess slack 
and stop needless wear from hose 
dragging on the ground. The retractor 
also aids in the return of the hose to 
the pump after use. The unit weighs 
5 lbs, is 6” high, 2%4” wide, 6%” 
long. It can be mounted several ways 
depending on type of pump. Where 
interior space permits it is best 
mounted on the pump panel from 
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LEADING EDUCATOR WELCOMES OILMEN’S SCHOOL PROGRAM: 





Dr. Kenneth E. Oberholtzer, Superin- 
tendent, Denver Schools and Past Presi- 
dent, American Association of School Ad- 
ministrators. 


“The American Petroleum 
Institute is to be complimented 
on its school program and 
encouraged to develop it in new 
ways. | feel that a greater effort 
should be made to acquaint more 
schools with the availability 


of this material.” 


iy 





Why America’s Youth Should 
Learn the Truth About 
The Oil Business... 


The future of America’s free enterprise system is in the 
hands of today’s high school students. That’s why it’s so 
important that they understand how this competitive 
business system works. And, to you, as oil men and women, 
it is equally important that they discover how this system 
works to everybody’s advantage. 





The School Program Here are some of the charts, 


booklets and films used in 

Tells the Story The Petroleum School Series. 
Through The Petroleum 
School Series high school 
students learn far more than 
facts about oil. They learn 
how competition between oil 
companies and individuals 
keeps producing new and 
better oil products to keep 
boosting America’s standard 
of living up and up. 











How You Can Help 


Although many schools already use The Petroleum School 
Series there are other schools that still don’t know about 
it. And that’s where you come in. By working with the Oil 
Industry Information Committee in your area, you can 
provide your local school with School Program materials. 
When you do you'll not only perform a worthwhile job 
for your industry, but you'll get that rewarding feeling 
of personal satisfaction from the knowledge that you're 
helping educate America’s youth. 
Call your local OIIC today—or write to... 


AMERICAN PETROLEUM INSTITUTE 
50 West 50th Street, New York 20. New York 
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INDIANA 








Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


; 417 — 94 Ave., 














IOWA 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Amherst 2-1975 
Member National Oi! Equipment Jobber Association 








THERE'S A G boy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


MARENGO STEEL PRODUCTS 
Marengo, lowa 





MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Baltimore 1-3568 
Member National Oi! Equi t Jobber Association 











NEW JERSEY 








EQUIPMENT 
for the 
OIL INDUSTRY 
s 
Rebuilt 

PUMPS—METERS—REGISTERS 
e 

PARTS FOR MOST PUMPS 
* 


TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson 3, N. J. 











NEW YORK 








EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 

STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittin s, Brunner Air Compressor, 
Granberg Meters Pumps, Philli Lights, 
Adamson Oil Storage Tanks, ECO Tireflators, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 

Tokheim & Bennett Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 
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which the hose emerges. Retractor as- 
sembly is furnished with 9 ft of nylon- 
covered steel cable and a nylon grom- 
met. A hose clamp assembly and hose 
clamp boot are available as accessories. 
Aro Equipment Corp., Bryan, Ohio. 


Circle No. 9 on Coupon, p. 158 


Dock hose 


. .. in four new types includes Boston 
Aluminum, Boston Bull Dog 200, 
Boston 100 Lightweight, and Boston 
200 Lightweight. Boston Aluminum 
is a suction-and-discharge hose intend- 
ed to offer long service with ease of 
handling. It operates under pressures 
up to 200 lbs but weighs only 8 lb 
per ft. Bull Dog 200 is a rough-bore 
hose used for heavy-duty dock load- 
ing or unloading. Boston 100 Light- 
weight is a discharge hose with a 
weight of only 3.7 lb per ft. Boston 
200 Lightweight is built for moderate- 
duty dock service where application is 
for discharge only. Boston Woven 
Hose & Rubber Co., P. O. Box 1071, 
Boston 3, Mass. 


Circle No. 10 on Coupon, p. 158 


Dual gasoline pump 


. . . for dispensing to two cars simul- 
taneously is said to combine extreme 
compactness with exceptional eye-level 
display space for brand name insignia. 
Manufacturer states that the new Ban- 
ner unit has been designed for high 
gallonage or high location-cost outlets 
where island space must be conserved. 
The unit requires only 15%” by 
31%” of island area. To avoid cus- 


NEW YORK 








RENICK & MAHONEY,INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 
Bulk Plant—Truck Tank and 


Service Station Equipment 
Member of National Association 
Of Oil Equipment Jobbers 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 


Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
Equipment—Buckeye Valves & 


ittings 
Granco Pumps & Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 








WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 





WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 


Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 
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ELIMINATES SUBSTITUTION | 
AND INCORRECT MEASURE | tomer confusion, only one indicator 


on multi-compartment metered oil tank trucks | dial appears on each side of the pump. 
| It is placed so as to leave the maxi- 
mum space free for brand name dis- 
play at eye level. Hose nozzle bracket 
is said to be located for the attendant’s 
convenience. The nozzle tube is syn- 
thetic rubber to protect the jacket 
enamel and dial glass. The cast iron 
base serves as a kick plate. Erie Meter 
Systems, Inc., Erie, Pa. 


Circle No. 11 on Coupon, p. 158 


TYPE 1A SELECTOR TYPE 
Automatic HEATI NG Equipment 4 SIZES 


IN BRONZE Tire merchandiser 


on | 

1% | ... holds a complete stock of tires 
” | and also has room for all the equip- 
ment needed for a complete tire serv- 
Fos a icing department. Available in one, 
- i — —-— | two or three units. A metal base for 
_ 2 ey — ey PI | | holding tools slides in and out of the 
a ae wo) tr ‘> eo ‘ | unit. Three units are standard and are 
wh b At, ke os 2 Pie | 96” high, 180” wide and 36” deep. 
a Doors open to provide shelter 180” 
by 60”. Lower part of each door pro- 
vides sign surface 29” by 60”. Big 
Four Industries, Inc., 5938 Carthage 

Court, Cincinnati, Ohio 


Circle No. 12 on Coupon, p. 158 





The above illustrates a Duro four-valve manifold 
arranged for both pump and gravity delivery. 


} 
| 
| 
| 


The standard of the industry for 20 years. 

Eliminates incorrect measure due to induction of air 

from one compartment while pumping from another 

compartment. 

Assures delivery only from compartment controlled 

by valve opened. 

ALL VALVES OTHER THAN THE ONE IN USE ARE POSITIVELY 
LOCKED BY THE AUTOMATIC ACTION OF THE SELECTOR PINS. 
Easily serviced—valve disc may be removed and replaced without disturbing 
pipe connections. Unique packing gland assembly makes repacking a simple 
operation. 

May also be used as a non-selective manifold valve by omitting the selector 
pins wherever it is required to manifold two or more pipe lines. 

The DURO MANIFOLD VALVE as a selective type manifold bg for use 
on oil trucks has been approved by the Massachusetts Director of Standards e 

and other states requiring such valves. Leak proof valve 





. .. employs a newly developed plastic 
ca RICE ER: NRE NE Ae LTR seal. Said to remain completely leak- 


proof under pressure of 725 psi; has a 

U. S. FLEXIBLE METALLIC TUBING CO. OILMEN’S SERVICE & SUPPLY CO. ‘ " 
63 Main St., San Francisco, Calif. 967 Commonwealth Ave., Boston, Mass. working pressure of up to 435 psi; de- 
454 East Third St., Los Angeles, Calif. CRANDALL'S SERVICE CO | Signed to operate at temperatures of 
2425 6th Ave. So., Seattle Wash. , | up to 250 deg F. For application 

249 4th Ave. So., Twin Falls, Idaho Ree 
ery ang tm Ore. WILLBORN BROS. CO. INC wherever leak-proof valves are vital in 
S01 No. 18th St, Billings, Mont 101 Houston St., Amarillo, Texas | ons ra ican "atl Bond 
THE LANG CO., INC. ARI-PETROL EQUIPMENT CO. ‘me e ses Ag ama mone 
1st South and 2nd West, Salt Lake City, Utah 1843 W. Moreland St., Phoenix, Ariz. 1, Elzabein 4, N. J. 

Additional sales territories open — jobber inquiries invited Circle No. 13 on Coupon, p. 158 


DURO SPECIALTY CO.,ING., 811 Boston St, Lynn, Mass. LYnn 3-3585 (Continued on p. 165) 
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A ‘MUST” 
FOR 
EVERY 
LOADING 
RACK 


the Gilbarco 


Electronic - 





greeee AGREE RR RN Pee 


y 


Les § 17 Cicating 


ud ee )=6Ground 


MOTOR O14, 


; WRITE NOW FOR FULL DETAILS— 
For positive protection against static electricity, no loading learn how little it costs to have this POSITIVE 
rack should be without the Gilbarco Electronic Indicating protection and safety for your loading 
Ground. It provides a safe ground plus sure indication that racks. 
the ground connection is completed and operative. 


It is low cost insurance against the hazard of static electricity 
at Bulk Plants, Chemical Terminals, Tank Farms, Marine 
Terminals — wherever there is loading and unloading of vola- 
tile liquids. 


It’s safe—ecliminates the ever present source of danger at all 
loading racks —faulty grounds which lead to FIRE. 


It’s simple — when proper ground is established, Indicator gives Gilbert & Barker 
“go ahead” by means of light or audible signal. Manufacturing Co. 


West Springfield, Mass. 


it’s positive— here is the ONE way to be SURE that some wirin 
“s 4 s Toronto, Canada 


defect, paint, rust or carelessness is not causing a faulty ground. 
IT’S SAFE-IT’S SIMPLE-IT’S POSITIVE 
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“Preventive medicine for tank cars?” 


Tank cars take terrific punishment. That’s why, like 
all equipment, they require periodical inspection and 
repairs to render the best possible service. In 30 car 
repair shops, strategically located throughout the United 
States, GATX tank cars receive this care—inspection, 
steam-cleaning, lubrication, tank testing, painting and 
general maintenance. The purpose of this “preventive 
medicine”’ is to keep GATX cars in service for longer 
periods—to give you maximum benefits from your 


GATX lease. 


GENERAL SERVICE CARS 





Service Offices In Principal Cities 
Service Plants Throughout The Country 


ALUMINUM CARS 


This service is part of every GATX lease ... a lease 
that provides shippers with the most dependable service 
available for bulk liquid transportation. When you lease 
cars from General American, you avoid the need for 
capital investment as well as operating, servicing, and 
maintenance problems. 

If you’d like additional information concerning the 
advantages of a GATX lease, call or write your nearby 
General American District Office. 


It Pays To Plan With General American 


PRESSURE CARS INSULATED CARS 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South LaSalle Street * Chicago 90, Illinois 
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(Continued from p. 162) 


Heavy-duty safety-grating 


... is fabricated in a new line of work 
platforms, duck boards and floor 
racks. Purpose of the new line is to 
offer safety devices custom-made as to 
height, load limit and type of safety 
grating. Illustrated are one large and 
two small work platforms, each show- 
ing a different type of construction, 
and a floor rack mounted on soft 
neoprene bumper blocks to cushion 
shock. Bustin Steel Products, Inc., 
Dover, N. J. 


Circle No. 14 on Coupon, p. 158 


Remote alarm system 


. . . Offers audible and visible warning 
for abnormal process functions. Any 
condition that will operate a switch or 
relay will trigger the alarm. Produces 
a blast audible for more than 2,500 ft. 
Basic alarm unit is also available for 
integration in other control or alarm 
systems. Sparton Control Systems di- 
vision, Sparks-Withington Co., Jack- 
son, Mich. 


Circle No. 15 on Coupon, p. 158 


Two air brake valves 


. . . for truck tractors provide both 
manual or fully automatic tractor- 
trailer protection when used in com- 
bination with any trailer emergency 
(breakaway) valve. One of the new 
valves triggers emergency braking on 
the trailer. It may be operated man- 
ually at any time, and will also act 
automatically whenever air loss drops 








ALL OVER THE MAP! 


OIL EQUIPMENT DISTRIBUTORS 


THESE OIL EQUIPMENT DISTRIBUTORS 
ARE YOUR HEADQUARTERS FOR 
KELLOGG-AMERICAN AIR COMPRESSORS 


Service to you. . . that’s what 
these distributors specialize in! 
And that’s why we’ve selected 
them to handle Kellogg- 
American air compressors . . . 
because we know that you need, 
and deserve, the very best in 
service as well as the best in 
compressors. 

Your nearby Kellogg- 
American distributor is 
organized and staffed to meet 
the specialized requirements of 
the petroleum industry. Check 
the list . . . call on him for your 
air compressor needs! Kellogg 
Division, American Brake Shoe 
Company, 97 Humboldt St., 
Rochester 9, New York. 





Satieoear association 


Kellogg-American 


AIR COMPRESSORS 
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LOCATION DISTRIBUTOR 


Pump Shop, Inc 
Shields, Harper & Co 


Alabama (Birmingham) 
Arizona (Phoenix) 
California (Los Angeles 
Oakland and Sacramento) Shields, Harper & Co. 
Colorado (Denver) Eaton Metal Products Co. 
D. C. (Washington) L. A. Fritter & Son, Inc. 
Georgia (Atlanta) Equipment Sales Co., Inc. 
IHinois (Chicago) The Amco Corp 
Indiana (Indianapolis) Indiana Oil Equip. Co., Inc. 
Kansas (Hutchinson) Eaton Metal Products Corp. 
Kentucky (Ashland) Ashland Supply & 
Accessory Co., Inc. 
Alon Equipment Co., Inc. 
The Amco Corp. 
R. V. Seaman Co. 
R. V. Seaman Co. 
R. V. Seaman Co 
Petroleum Equipment Co. 
Downey Equipment Co 
Eaton Metal Products Co. 
Nebraska (Omaha) Eaton Metal Products Corp. 
New Jersey (Linden) The Amco Corp. 
New Mexico (Albuquerque) Eaton Metal Products Co. 
New York (Long Island City) The Amco Corp 
No. Carolina (Greensboro) Collson-Murray Co. 
Ohio (Cleveland) The Amco Corp. 
(Toledo) The Amco Corp. 
Oklahoma (Oklahoma City) Land Supply Co. 
Oregon (Portiand) Shields, Harper & Co 
Pennsylvania 
(Philadelphia) 
Tennessee (Knoxville) 
Texas (Dalias) 
(Houston) 
(San Antonio) 
Utah (Sait Lake City) 
Washington (Seattle) 


Louisiana (New Orleans) 
Michigan (Detroit) 
(Detroit) 
(Grand Rapids) 
(Saginaw) 
Mississippi Uiackson) 
Missouri (St. Louis) 
Montana (Billings) 


The Amco Corp. 

RBM Co. 

United Pump Supply, Inc 
Parkinson Equipment Co 
Stout Equipment Co. 
Eaton Metal Products Co 
Shields, Harper & Co. 
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Your Strongest Bid 
for More Business 









Here is a combination of Incandescent and Mercury Lighting that 
makes a service station stand out! Revere 1500 Watt No. 4200 
Series Enclosed Floods are used on the Pole tops and Revere 
Mercury “69ers” with deep bowls are used on the upsweep arms. 
The Octagonal Tapered Rigid Poles are No. 570-420-W equipped 
with No. 199-K Flood Brackets. 







High efficiency is obtained thru judicious use of equipment and 
good arrangement. Perimeter lighting consists of No. 4213-P 
Incandescent Floods mounted on No. 199-E20 Hinged Poles. 


Why not have Revere engineer your lighting layout? Revere offers 


a great variety of Incandescent, Fluorescent and Mercury Floods 
and Luminaires—plus a great line of Poles. 


WRITE FOR LITERATURE 










































REVERE ELECTRIC MFG. CO. © 6009-17 BROADWAY @ CHICAGO 40, ILL. 
Available in Canada thru Curtis Lighting, Lid., Leaside, Toronto, Ontario 
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pressure to a predetermined level. The 
other valve retains tractor brake con- 
trol by automatically isolating the trac- 
tor air supply in the event of a pres- 
sure loss on the trailer or a trailer 
breakaway. May be installed in any 
straight air, or air-over-hydraulic, 
brake system. Wagner Electric Corp., 
6400 Plymouth Ave., St. Louis 14, Mo. 


Circle No. 16 on Coupon, p. 158 


Drum warmers 


. .. constructed of two sheets of metal, 
suitably embossed and welded to form 
flow channels, are available for inside 
or outside drum application. Said to 
be lighter and cheaper than pipe coils. 
Dean Thermo-Panel Coil Division of 
Dean Products, Inc., 616 Franklin 
Ave., Brooklyn 38, N. Y. 


Circle No. 17 on Coupon, p. 158 


Literature ... 


Safety bulletins 


. will be issued by Sun Oil Co. to 
its dealers. No. 1 in the series is a 
single sheet, cartoon illustrated, tell- 
ing dealers what to do about leaks, 
how to detect them, how to handle 
overflows, why gasoline shouldn’t be 
used for cleaning, and what to do 
about gasoline spilled on clothing. 





Electronic valve data 


. .. can be found in new valve catalog. 
It contains engineering information, 
flow charts, operation and construc- 
tion details, illustrations and prices 
on Asco Solenoid valves and electro- 
magnetic control. Asco Condensed 
Valve Catalog No. 201, Automatic 
Switch Co., 391 Lakeside Ave., 
Orange, N. J. 


Circle No. 18 on Coupon, p. 158 


Steel floor armor 


. . Specifications and installation data 
are covered in a new 12-page manual. 
Included are specialized uses and il- 
lustrated installation procedures for 
Hexsteel and Floorsteel in the oil and 
chemical industry. Klemp Metal Grat- 
ing Corp., 6615 South Melvina Ave., 
Chicago 38, IIl. 


Circle No. 19 on Coupon, p. 158 


Packaging report 

- contains detailed replies to a 
questionnaire returned by 115 com- 
panies in 27 categories of users and 
suppliers of packaging materials. The 
(Continued on p. 169) 




































rrona LITA 
HYDROXIDE 


FOR MULTI-PURPOSE GREASES 
...an essential product — tied n with service 








ih 


GREASE MANUFACTURERSS Trere are three good 
reasons why Tronat should be your prime source of supply of lithium 
hydroxide monohydrate (LiOH*H.O), essential to the production of lithium 
base greases. (1) A new and strategically located plant at San Antonio, 

Texas (American Lithium Chemicals, Inc.). (2) Convenient warehouse stocks 
of lithium hydroxide, maintained in proximity to the major grease 
producing areas of the U. S. (see map). (3) Better, faster deliveries, because 
of advantageous rail and motor freight facilities. When planning your 
current, or future, requirements for LiOH we suggest you contact your 
American Potash & Chemical Corporation (Tronat) sales representative. 

His better service costs no more. 


rel RON Ay, American Potash & Chemical Corporation 


TTRADEMARK AP&CC 
LOS ANGELES « NEW YORK « ATLANTA « SAN FRANCISCO ¢ PORTLAND (ore) 


_—" Plants: TRONA and LOS ANGELES, CALIFORNIA 
Producers of: BORAX * POTASH * SODA ASH * SALT CAKE * LITHIUM CHEMICALS HENDERSON, NEVADA 


. BROMINE CHEMICALS * CHLORATES * PERCHLORATES * MANGANESE DIOXIDE SAN ANTONIO, TEXAS (American Lithium Chemicals, Inc.) 
and a diversified line of specialized agricultural and refrigerant chemicals. Export Div.: 99 PARK AVENUE, NEW YORK 16, NEW YORK 
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BETTER SERVICE... | Build for 
BETTER SERVICE LIFE 


Build with 
PORCELAIN ENAMEL 
IGNS 
SERIES 3603 PANELS and SIG 


by 


It's good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 
years, require a minimum of upkeep. 


Porcelain Metal Products Division 


Executive Offices: Manufacturing 
2 Gateway Plonts: 
Center Canonsburg and 

’ TIONAL MET 
Pittsburgh, Po. mae 


a Carnegie, Pa. 
PRODUCTS COMPANY 


“Fast . . . since installing -Ropers, 
deliveries have been speeded up to 
take care of more calls per day.” 


“Quiet ... customers aren’t bothered 
by annoying noise with Ropers .. . 
we can even make night deliveries 
without disturbing anyone.” 

“Economical . . . our Roper 30 G.P.M. 
units reach rated capacity quickly at 
medium idle... no racing the motor VISIT THE 
SSRN eee to get results!’ These are the reports 
N NSS of L-P marketers who know, for 





? 
j SeSeeeeees | 
~~, > 


Ropers give them better service day in 


on 4 f . 
and day out. 
If you want to effect greater econo- WS, [1 } 
ROPER SINGLE-POINT : 


mies and more profitable delivery 
PRESSURE-LUBE SYSTEM like others, look to Roper for the 


Complete lubrication of main bearing is yor pl ee ite _ of a DISPLAY 
assured through Roper single-point sk your distributor tor more facts 
pressure-lube system. This simplified and performance data, or write for AT THE 
lubricating method saves time, effort, Bulletin No. 24 which outlines 


and material . . . eliminates fuss and capacities, features and specifications. nN A oO E J 
bother. e e . e e 


CONVENTION 
TANK TRUCK AND BULK PLANT PUMPS 


FOR 30, 50, AND 100 G.P.M. DELIVERY SYSTEMS SEPTEMBER 23-25, 1956 


HOTEL WILLIAM PENN 
PITTSBURGH, PA 


GEO. D. ROPER CORPORATION R PER , 
478 BLACKHAWK PARK AVENUE fe) eenamapmeac ene WILLIAM M. WILSON’S SONS, INC. 
ROCKFORD, ILLINOIS Rotary Fiumps < Lansdale, Pa. i, 
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(Continued from p. 166) 


report shows wide variations in the 
percentage of over-run and under-run 
considered acceptable. Advisory Serv- 
ice Report No. 347 is offered to non- 
members at $5 per copy and to mem- 
bers at $3 per copy by Packaging 
Institute, Inc., 342 Madison Ave., 
New York 17, N. Y. 


Circle No. 20 on Coupon, p. 158 


Forged-steel valves 


. are described in new catalog cov- 
ering complete line of a new series of 
forged steel bonnetless valves designed 
for use in the intermediate and high 
pressure field. The Velan Universal 
Valve is produced as a globe-stop; 
stop-check; flow control; or needle 
valve; with screwed, socket weld or 
flanged connections from 42” to 2”. 
Body materials are carbon, carbon 
moly, chrome moly and stainless steel. 
Velan Steam Specialties Inc., 37 South 
River St., Plattsburg, N. Y. 


Circle No. 21 on Coupon, p. 158 


Manufacturers . . 


Packaging Machinery Manufactur- 
ers Institute will stage a packaging ex- 
position in Cleveland’s Public Audi- 
torium, Sept. 11-14. Emphasis will be 
placed on technical aspects of packag- 
ing. Many exhibitors plan to man 
booths with engineers and technical 
personnel ready to answer specific 
packaging problems. 





A merger between Continental Can 
Co., Inc. and Hazel-Atlas Glass Co. 
will be voted on by stockholders this 
month. If approved, the merger will 
put Continental in the glass packaging 
field for the first time. Continental 
now has 86 piants in 27 states, Canada 
and Cuba. Hazel-Atlas has 13 plants 
located in seven states, with another 
under construction in Illinois. 


National Oil Equipment Jobbers will 
hold a convention and equipment ex- 
position at the William Penn hotel in 
Pittsburgh, Sept. 23-24-25. The bulk 
of the available display space has been 
picked up by manufacturers of oil 
marketing equipment who plan to ex- 
hibit and demonstrate their latest im- 
provements. 


Champion Pneumatic Machinery 
Co., Princeton, Ill., has appointed Ed- 
wards & Con, 300 Mt. Lebanon 
Blvd., Pittsburgh 34, Pa., as division 
managers in the western Pennsylvania 
territory. Head of the Edwards firm 
is John R. Edwards, Jr., who has been 
a partner since 1945, when he was 


discharged from the army. Assisting 
him are George W. Brown and Har- 
vey J. Herman. 


Petroleum Equipment Co., Inc., 
headed by A. C. Hubbell, has moved 
to new quarters at 910 First St., S. E., 
Washington 3, D. C. 


Southern Equipment and Supply Co. 
has moved into a new $80,000 office- 
warehouse building in Atlanta, Ga. 
The building covers 10,000 sq. ft., in- 
cluding 1,600 sq. ft. of office space, 


| 


| 


Spur Oil Company. And here's why: 


courages hold-up, too. 





August, 1956 * NATIONAL PETROLEUM NEWS 


“After trying several types of safes, we've settled 
on the H-H-M “100” Depository, exclusively,” says 


First, this equipment offers the best safeguard 
available for handling cash in this type of business. 
The compact design and ingenious method of 
anchorage in concrete floors in out-of-the-way 
places makes it almost impossible to twist it by 
force from its connection. Saves space and dis- 


The inner compartment with its own combination 
lock protects money accumulating for bank deposit. 


Branches in: New York, Chicago, Boston, Detroit, San Francisco, St. Louis, Houston, 
Atlanta, Philadelphia, Minneapolis, Washington, Dallas, Denver, Kansas City 


equipment =} 


nearly double the size of Southern’s 
old headquarters. The firm is headed 
by Emil Georg. 


Personnel... 


John A. Trully, Providence, R. L, 
has been made Boston district sales 
manager by American Can Co. Tully 
succeeds Frederick D. Tower, who has 
been transferred to the general sales 
office in New York. Tully joined 
American Can in 1948 as a sales as- 





sistant in the Boston office. His ter- 
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Spur Oil Company finds 


H-H-M MONEY DEPOSITORY 


most practical safe for service stations 


It may also be equipped with a double key lock to 
make the use of two keys, one in the possession of 
the attendant, the other held by armored pick-up 
or deposit collector, necessary. The outer compart- 
ment with separate lock and handy, top drop-in 
slot safeguards change-fund money. 

Heavy cast steel construction. Relocking devices 
dead-lock both inner and outer compartments in 
case of attempted burglary. 

For full details on H-H-M Depository protection, 
call your local H-H-M dealer listed in the Yellow 
Pages of your phone book, or write to factory. 


HERRING: HALL: MARVIN SAFE COMPANY 


Hamilton, Ohio 
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Another Father-and-Son 
Richfield Distributor Team 


7 clea | 


DAVID SHERER and his son, Herbert, of the Sherer Oil 
Company, Inc., Johnstown, Pa., shown here talking 
with a driver, are just one of many father-and-son 
teams prospering as Independent Richfield Distributors. 


“A GREAT FUTURE FOR ANY MAN” 


says David Sherer 


“I believe there is a thriving future for the Independent Distrib- 
utor,” writes David Sherer. “That’s why I encouraged my son, 
Herbert, to stay in the business. In fact, the level of our opera- 
tion is higher today than in the 23 years I’ve been in the petro- 
leum business — not only in sales volume, but in the number 
and caliber of our retail dealer outlets. 


“The last 8 years, since I became an Independent Richfield 
Distributor, have been the most pleasant and productive of all. 
The help we’ve had from Richfield people, from President Fred 
Meeder right down the line, is ‘out of this world.’ I feel secure 
and happy that Herbert recognizes the opportunities ahead and 
wants to carry on. Believe me, a Richfield Distributorship is a 


? 


great future for any man! 


How About You? Why don’t you look into all the advantages 
of becoming a Richfield Distributor with a big “name” brand? 
Write, wire or phone us now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 
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ritory will be Massachusetts, Rhode 
Island, Vermont and New Hampshire. 


. 
R. L. Worrell is now sales representa- 
tive at St. Louis for the entire line of 
steel pails made by Rheem Manufac- 
turing Co. This step is an expansion of 
Worrell’s activities. Last Novermber he 
became representative for the Rheem 
line of steel drums. He has been a 
specialist on steel containers in the 
St. Louis area for the past 10 years. 


William R. Dickinson has been ap- 
pointed resident representative for 
Rheem steel drums and pails in Kan- 
sas, Iowa, Nebraska and South Da- 
kota. He will move to Kansas City 
from the Rheem container division in 
Chicago. 

* 


Konvalinka Corrigan 


C. M. Konvalinka has been made 
vice president and director of market- 
ing; and John S. Corrigan has been 
made vice president and general sales 
manager of John Wood Co. Ltd., 
Canadian subsidiary of International 
Metal Industries, Ltd. Among major 
products are “Bennett” and “Eco” 
petroleum marketing equipment. Prin- 
cipal offices are in Montreal, Toronto, 
Winnipeg and Vancouver. 


Wade W. Allen 
has been elected 
president of Allen 
Electric & Equip- 
ment Co., Kalama- 
zoo, Mich., replac- 
ing L. O. Zick, who 
has resigned. Allen 
was associated with 
the company’s en- 
gineering depart- 
ment from 1945 to Allen 
1952, and for the past nine years has 
been a director of the company. A 
Michigan State graduate, he was at 
one time a chemistry instructor there. 
He later served as chief engineer for 
E. H. Sargent & Co., Chicago instru- 
ment manufacturer. a 
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-—TRAILMOBILE'S LIGHTWEIGHT 


STEEL TANK-TRAILER 


boosts gasoline payload up to 400 gals.— 
fuel oil up to 340 gals.—through advanced design 
using USS Cor-Ten High Strength Steel 


When you want to give a tank-trailer 
like this greater payload capacity, 
there’s one economical way to do it. 
And that is to strip off non-essential, 
space-wasting deadweight in such a 
way that the over-all strength, rug- 
gedness and durability of the unit 
are not affected. 


That was the problem that faced 
the engineers at Trailmobile, Inc., 
when it came to design and specifica- 
tion of this new tank-trailer. And 
that’s why the weight-saving, high- 
strength qualities of USS Cor-TEN 
Steel were put to work here. By using 
lighter gages of USS Cor-TEN Steel, 


UNITED STATES STEEL CORPORATION, PITTSBURGH 
NATIONAL TUBE DIVISION, PITTSBURGH + TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 





UN: tt ee 


2440 pounds of unnecessary weight 
were eliminated and in their place— 
on every trip—ride 400 extra gallons 
of gasoline, or 340 gallons of fuel oil. 


But increasing payload capacity, 
by decreasing excess weight, is not 
the entire story of USS Cor-TEN 
High Strength Steel. Cor-TEN’s 
greater strength, greater toughness, 
higher resistance to wear and fatigue 
and particularly its high resistance 
to atmospheric corrosion — 4 to 6 
times that of carbon steel—combine 
to insure unusual durability and 
stamina which pay off in reduced 
maintenance time and repair bills. 


UNITED STATES STEEL EXPORT COMPANY, NEW YORK 





This tank-trailer, now in opera- 
tion, is the most recent design to . 
come from the Tank Division, 
Trailmobile, Inc. of Springfield, 
Missouri. 


For more information on USS 
Cor-TEN Steel, get in touch with our 
nearest sales office. 


NOW AVAILAB LE Our new “De- 


sign Manual for High Strength Steels” is 
ready for distribution. This excellent book 
contains comprehensive and practical in- 
formation that you will find extremely 
useful in designing your product for greater 
economy and efficiency by the sound use 
of high strength steels. 


For your free copy, write on your com- 
pany letterhead, giving title or depart- 
ment to United States Steel Corporation, 
Room 5460, 525 William Penn Place, Pitts- 
burgh 30, Pennsylvania. 


+ AMERICAN STEEL & WIRE DIVISION, CLEVELAND + COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
¢ UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 





USS COR-TEN High Strength STEEL & ei 


$ 328-84 
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It you re not 


in the book 





you re 
a man without 


a country 


occ es & Stale 

oe e e - a county 
oe ee e & CLOWN 

oe ee e a Party 
ocecees & Street 
» » « » - a school 
a vote 


















Look at all the things you can lose, if you’re not the shop, your fellow members in union or club. 


a registered voter. You lose the right to look that boy of yours 
If you’re not in the book, you lock yourself out in the eye when he wants to know if you’re do- 
of the elections. The polls are closed to you. You ing your part. 
can’t vote on streets, or schools, councilman or And you lose the self-respect that comes from 
mayor (not to mention congressman, senator or knowing you can walk into the polls on Election 
president). You don’t even have the right to Day—the one place in the world where all free 
complain about your government and the way men are really equal. Isn’t it too much to risk for 
things are run! the little time that registering takes? 
But more than that, you cut yourself apart Get your name in the book 


from your neighbor next door, your friends at —and do it now! 






Is your name in the book? 








‘ 
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at the curb new Purolator dual fuel filter, PAG-25D, 
has a high flow rate of 25 GPM for diesel fuel combined with 
virtually no pressure drop. A final assurance to every customer 
that your product is clean. 


or 
at the terminal large bulk filtration equipment 


like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 
wear. 





Purolator microni¢ fuel * 


filters remove rust 


Despite rigid checks which prove the purity of fuel as it 
leaves the refinery, subsequent corrosion in storage tanks and 
pipes frequently contaminates it with particles of 

iron oxide. To remove rust particles, Purolator’s engineers 
have developed the world’s finest line of bulk filtration 
equipment. A recent addition to this line is Purolator’s new 
curb pump filter. It has a filtration area of over 1800 square 
inches, achieved by 2 resin impregnated micronic 

fuel filters operating in parallel. Its development helps 
make certain that wherever you filter diesel fuel or gasoline 
..at the curb or at the terminal... you can get precisely 
the right filter from Purolator. 


For full details, write 
Purolator Products, Inc., 
Front and Linden Streets, 
Allentown, Pa. 

Dept. B3-81 


PUROLATOR PRODUCTS, INC., Rahway, N. J., and Toronto, Ontario, Canada 
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MARKETS 





st ese DEVELOPMENTS in pri- 
mary markets during July was a 
contraseasonal advance in heavy fuel 
prices generally along the eastern sea- 
board. Increases were prompted by 
high tanker transportation costs from 
the Caribbean and Gulf Coast. 

Increases by East Coast suppliers, 
following a raise by Esso Standard, 
ranged as high as 15¢ bbl. for low 
sulfur and ordinary No. 6 fuel, 18¢ 
bbl. for No. 5 oil, and 6¢ bbl. for No. 
4. In the southeast, Standard of Ken- 
tucky and other suppliers boosted 
prices 14¢ to 16¢ bbl. 

Despite these strengthening develop- 
ments, the heavy fuel market may 
have the carpet pulled out from under 
it. It all depends on how long the 
steel strike lasts. 

Gasoline price advances in North 
Atlantic states spread to the southeast 
with Kentucky upping tank wagon 
0.5¢ gal. But the Kentucky company 
did not follow the trend elsewhere in 
the East toward establishing 0.5¢ dif- 
ferential between dealer and consumer 
postings—it made no change in its 
policy of maintaining one price for 
both classes of trade. 

Fair-Trading as a method of correct- 
ing depressed gasoline markets ap- 
_ peared to be successful in the early 
stages in Pennsylvania. While Atlantic 
Refining’s Fair-Trade move in the state 
(NPN—July pi06) had not been 
met by major suppliers generally at 
mid-July, competition did go along 
with other pricing aspects of Atlantic’s 
new plan. 

And marketers were eagerly watch- 
ing developments in New Jersey fol- 
lowing Fair-Trading of retail gasoline 
by 10 major suppliers. Approximately 
99% of the state’s dealers were selling 
at the minimum retail prices estab- 
lished by their suppliers. 

Other perennial hot spots in East 
Coast gasoline markets showed no 
sign of improving. At Providence, 
dealer tank wagon hit a new low of 
9.4¢ for regular-grade gasoline. Prices 
at Hartford, Conn., and Springfield, 
Mass., also weakened. 

In the Midwest, Standard of In- 
diana lowered dealer tank wagon 6.8¢ 
gal. at South Bend, Ind. Trading 
stamps offered by private brand op- 
erators were the bone of contention 
there. 

One bright spot in gasoline was the 
Los Angeles Basin market. Rack and 
tank car prices bounced back after a 
series of reductions early in June. 
Light fuel oils were in summer 
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PRICES 


Heavy Fuel Market Strengthens, But... 


doldrums, but prices generally con- 
tinued relatively firm, especially in the 
East. Off-season strength resulted in 
removal of barge and truck transport 
allowances of 0.25¢ and 0.5¢ gal., 
respectively, which one supplier at 
New York harbor had been granting. 

If there was any easiness in the 
lubricating oil market, it wasn’t re- 
flected in bids to supply Argentina 
with solvent bright stock and neutral 
oil. At New York bid opening, 
Mid-Continent bright was offered at 
25¢ gal., the same price at which 
contract was awarded earlié. 

Crude oil prices in some areas 
moved in opposite directions, lending 
support to the belief of some in the 
industry that, step by step, local ad- 
justments will take the place of a 
general crude price advance. 

Humble Oil & Refining advanced 
its purchase prices 10¢ to 15¢ bbl. in 
many fields in three southwest Texas 
producing areas. In some fields pro- 
ducing Mirando-grade crude, which 
gives good yield of high octane gaso- 
line, prices were raised 15¢. Some 
low cold test coastal crudes, used 
largely for lubricating oil manufacture, 
got 10¢ boost. 

On the other hand, Wyoming sweet 
crudes were cut 7¢ bbl., to compete 
with oil from the Denver-Julesberg 
Basin, and Illinois Basin crude was 
cut 10¢. In Michigan, price cuts 
averaging 30¢ bbl. were made on some 
high-sulfur oils that are difficult to 
refine. 


DISTRICTS 


Gulf Coast 


Open market trading was relatively 
light at the Gulf. High tanker rates, 
and the self-sufficient position on 
gasoline of many refiners who fre- 
quently are buyers of supplemental 
lots, were deterrents to spot activity. 
The steel strike brought out increased 
offerings of low sulfur bunker oil, 
but no price concessions were re- 
ported. 

Top grades of premium gasoline 
continued firm. Discounts, however, 
were said to be available on regular 
grades ranging from 90 to 87 octane. 

Light fuel market was dead. But 
there were no distress offerings. 


Atlantic Coast 


Seasonal lull hit fuel oil trading. 
Suppliers, however, were not pressed 
to move distillates even though con- 
tract takings were at a minimum. Off- 








season strength was attributed to 
favorable inventory position and high 
tanker rates from the Gulf. 

At New York harbor, No. 2 fuel 
was subject to slight shading in the 
spot market but the discounting cov- 
ered surprisingly small volume for 
the summer season. 

Heavy fuel prices for the most part 
were steady. Steel strike brought some 
loosening in residual supply at New 
York. There were reports of 5¢ to 7¢ 
bbl. shading on spot No. 6 fuel, but 
buyers showed little interest. 


Mid-Continent 


Gasoline demand picked up speed 
as harvesting moved northward and 
farmers followed harvesting with 
plowing. A number of refiners esti- 
mated their shipments at as much as 
10% ahead of the same time last year. 

Steel strike caused residual fuel to 
back up, although strong demand for 
asphalt and road oils took some of the 
pressure off heavy fuel stocks. 

Light fuel markets for the most part 
were quiet. 


Midwest Wholesale 


Principal price development in the 
Midwest was 0.5¢ increase in gasoline 
tank wagon prices at Chicago and Mil- 
waukee by Standard of Indiana. Dis- 
tillate fuel prices slipped slightly at 
Chicago. 

Gasoline markets at Chicago and in 
the Twin Cities were somewhat un- 
steady, but picked up markedly just 
before the July 1 federal tax increase. 

Steel strike had little immediate 
effect on Midwest residual markets. 
Storage facilities, most suppliers said, 
were adequate for several weeks. 

Heating oils were in summer slump, 
but there were no reports of special 
price allowances for summer fills. 


Western Penna. 


There was a flood of both foreign 
and domestic inquiries for base lubri- 
cating oils in the market. But trading 
was quiet due to scarcity of products. 
Low quotations for 25 pour test 
neutral oil rose 0.5¢ gal. 

While steel strike was expected to 
cause slackening in demand from in- 
dustrial users of lubricating oils, 
several refiners in oversold position 
said they welcomed a chance to catch 
up on shipments. 

Gasoline generally was in tight 
supply, and heating oil stocks were 
lower than normal for the summer 
season. | 
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MARKET BAROMETER 


PRODUCTS VS. CRUDE MID-CONTINENT 
REGULAR-GRADE GASOLINE 


PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 


KEROSINE 


NO. 2 FUEL 
KEROSINE 
| | 


NO. 2 FUEL 
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JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
YEAR 1956 


48 50 52 54 
YEAR 1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE SPREAD: PRODUCTS OVER CRUDE 
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48 50 52 54 
YEAR 1956 YEAR 1956 


48 50 52 54 JFMAMJJASOND 











Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuell—7 refinery 
markets and 7 crude producing areas, east of California. 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
morkets and 8 crude producing areas, including California 
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MOTOR GASOLINE 
Gul; Coast Cargoes July 16 


July 9 July 2 June 25 
98 oct. prem..... (8)13. =P. 75 (8)13.25-13.75 (3)13.25-13.75 Mu. th. 75 
97 oct. prem..... (4)13-13 4)13-1 (4)1 5 (4) 


(4)13-13.5 3-13 3-13.5 
95 oct. prem..... (2)12. aie 5(2) (2)12.25-12.5(2) (2)12.25-12.5(2) (2) 12. 25-12.5(2) 
ll ery 11.75-12 11.75-12 = he 2 
92 oct. reg....... (2)11 (2)11.5-12 





(2)11.5-12 
90 oct reg....... (311.35-11.5(4) (4)11.25-11.5(4) (4) 11.25-11.5(4) (it: oan he 
87 oct reg 10. 5-11(2) 10.5-11(2) 10.5-11(2) 10.5-11(2) 
84 oct reg 10-10.5 10-10.5 10-10.5 10-1 10.5 
reg 9.875-10.25 9. 875-10.25 9.875-10.25 9.875-10.25 
75-9. 875 9.75-9.875 9.75-9.875 9.75-9.875 
9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 
18.2(2) 18. 2(2) 18. 2(2) 18.2(2) 
15.7(3) 15.7(3) 15.7(3) 15.7(3) 
16.1 16.1 16.1 16.1 
14.9 14.9 14.9 14.9 
13.1-13.3 13. 1-13.3 13, 1-13.3 13.1-13.3 
13.1 13.1 13.1 13.1 
15. 1-17.7(2) 15. 1-17.7(2) 15. 1-17.7(2) 15. 1-17.7(2) 
15.1 15.1 15.1 15.1 
14. 1-15. 2(3) 14, 1-15. 2(3) 14. 1-15. 2(3) 14. 1-15.2(3) 
14.1 14.1 14.1 14.1 
18.6 18.6 18.6 18.6 
16.1 16.1 16.1 16.1 
14.95-15.9 14.95-15.9 x14.95-15.9 (2)15. 45-15.9 
14.3 14.3 14.3 14.3 
2)12.95-13.4  (2)12.95-13.4  (2)12.95-13.4 (2) 12. 95-13.4 
12.95 12.95 12.95 12.95 
14.75-15(4)  (4)14.75-15 (4)14. 75-15 (4)14.75-15 
x14.75(5) (4)14.5 (4)14.5 (4)14.5 
x14.75-15.5x 14.5-14.8 14.5-14.8 14.5-14.8 
14-14. 25x 14 14 14 
13-13. 25(4) (4)13-13.25 (4) 13-13. 25 (4)13=13.25 
x(6) 13-13. 75x (4)12.75-13.3 (4)12.75-13.3 (4)12.75-13.3 
12.75 12.75 12.75 12.75 
12.375-12.625 (2)12.375 x(2)12.375 12.375-12.5 
14.5(2) 14. 5(2) 14.5(2) x14.5(2) 
12(2) 12(2) 12(2) x12(2) 
-- _ 14,25(8) 14. 25(3) 14. 25(3) x14. 25(3) 
89 oct reg....... (2)11.75-12.25 (2)11.75-12.25 )11.75-12.25 x(2)11.75-12.25 
Jacksonville, Fla. 
96 oct. prem..... 15. 4-15. 65(4) 15. 4-15. 65(4) 15. 4-15. 65(4) 15. 4-15. 65(4) 
93 oct. prem..... 15.15 15.15 15.15 
89 oct. reg....... 13.9(7) 13.9(7) 13.9(7) 13. ow ) 
87 oct. reg....... 13.4 13.4 13.4 13.4 
Miami, 
96 oct. prem..... 15.65 15.65 15.65 15.65 
93 oct. prem..... 15.15 15.15 15.15 15.15 
Watre Lweeeee 13.9 13.9 13.9 13.9 
— 13.4 13.4 13.4 13.4 
Mois. Paul, Minn. 
88 — Baas 13. 25(5) 13. 25(6) 13.25(8) 13. 25(8) 
cee bees ‘ 13.2 13. 
Bboy 
96 oct prem...... 15.6(2) 15. 6(2) 15. 6(2) 15.6(2) 
ee 13.6(2) 13.6(2) 13.6(2) 13.6(2) 
New Haven, Conn. 
97 oct prem...... 17.7(2) 17.7(2) 17.7(2) 17.7(2) 
91 oct reg....... 15.2(2) 15.2(2) 15. 2(2) 15.2(2) 
New Orleans, La. 
96 oct prem...... 15.7 15.7 15.7 15.7 
_ 13.2 13.2 13.2 13.2 
New York Harbor 
97 oct prem...... ver yous Keak anne 
91 oct reg....... iave cece eece coco 
Norfolk Va. 
97 oct. prem..... 15.7-16.3 15.7-16.3 x15. aa 3 16.2- _ 3 
95 oct. prem..... 15.05 5.05 15.0. 15.0: 
91 oct. reg....... 13.7(2) 13.7(2) 13. 702) 4 1 
90 oct. reg....... 13.55 13.55 13.55 
Pensacola, Fla. 
96 oct. prem..... 15. 45-15.55 15. 45-15.55 15. 45-15.55 15.45-15.55 
93 oct. prem..... 15.05 15.05 15.05 15.05 
89 oct. reg....... 13.7-13.8 13.7-13.8 13.7-13.8 13.7-13.8 
87 oct. reg....... 13.3 13.3 13.3 13.3 
Philadelphia, Pa. 
97 oct prem...... 16.2-16.5 16.2-16.5 16.2-16.5 16.2-16.5x 
91 oct reg....... 13.7-14 13.7-14 13.7-14 13.7-14x 
Pt. Everglades, Fla. 
96 oct. prem..... 15.05-15.65(3) 15, ion 65(3) x15.05-15.65(3) 15.65(3) 
93 oct. prem..... 15. 15.1 15.15 15.15 
89 oct. reg....... 13. 1-13.9(5) 13. be 13.9(5) x13.3-13.9(5) Ly 906) 
87 oct. reg....... 13.4 13.4 13.4 
Portland, Me. 
97 oct prem...... 17.8(2) 17.8(2) 17.8(2) 17. 8(2) 


burcens 15.3(2) 15.3(2) 15.3(2) 15.3(2) 
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MOTOR GASOLINE 


July 16 July 9 July 2 June 25 
Providence, R. |. 
97 oct prem...... 17.7(2) 17.7(2) 17.7(2) 17.7(2) 
91 oct reg....... 15.2(3) 15.2(3) 15.2(3) 15.2(3) 
Savannah, Ga. 
96 oct prem...... 15.05-15.9(3)  15.05-15.9(3) -15.05-15.9(3)x 15. 05- 
89 oct reg....... 13.3-13.9(4)  13.3-13.9(4) —-13.3-13.9(4) ——:18.3- 3 me) 


Tampa, Fla. 


96 oct. prem..... 14, 95-15.55(4) 14. 95-15.55(4) x14.95-15.55(4)x(4)15.55-15.8 


93 oct. prem..... .05 ' : 
89 oct. reg... i . 8(5) 13. 2-13.8(5) x13. 2-13.8(5) 13.3-13.8(5) 
87 oct. reg..... 13.3 13.3 13.3 
Wilmington, N. C. 
96 oct. prem. .... 14.02-15.7 14.02-15.7 14.02-15.7 14.02-15.7** 
93 oct. prem..... 13.35-13.65 13.35-13.65 13.35-13.65 13.35-13.65 
89 oct. reg.. 12.52-13.2 12.52-13.2 12.52-13.2 12.52-13.2°* 
87 oct. reg... .. 12.27-12.3 12.27-12.3 12.27-12.3 12.27-12.3 
**Prices correct on and since June 16. 

Okla. (Okla. Shpt.) 
96 oct prem...... 13.5-14(5) 13. 5-14(5) 13.5-14(5 13.5-14(5) 
88 oct. reg. 12-12.25(2) (6)12-12.25(2) (6) 12-12. 260) (6)12-12.25(2) 


ee 
60 oct M & below 10: 75-11.25(2) 10.75-11.25(2) — 10.75-11.25(2) 


Okla. Group 3 (Northern shpt.) 

96 oct prem...... (3)13.5-14 (3)13.5-14 (3)13.5-14 (3)13.5-14 

88 oct reg. (5)11.75-12(3) (5)11.75-12(3) (5) 11.75-12(3) (5) 11. 75-12(3) 

60 oct M & below (2)10.75-11.125 (2)10.75-11.125  (2)10.75-11.125  (2)10.75-11.125 

N. Tex. (Tex. & New Mex. shpt.) 
3 


10.75-11.25(2) 


97 oct prem...... . 15. (2)14-15.3 (2)14-15.3 (2)14-15.3 

95 oct prem. . 14-14.55 14-14.55 14-14.55 14-14.55 
88 oct reg. ...... 12-13 12-13 12-13 12-13 

86 oct reg....... 12-13 12-13 12-13 12-13 

84 oct reg....... 12-12.5 12-12.5 12-12.5 12-12.5 

60 oct M & below 10 75-11.8 10.75-11.8 10.75-11.8 10.75-11.8 
W. Tex. —_ & New Mex. shpt.) 

97 oct prem.. 14.875 14.875 14.875 14.875 

95 oct prem...... Ql 14.125 (2)14-14. 125 (2)14-14.125 13.75-14. 125 
88 oct reg....... 13 1 1 

86 oct reg....... 2 §-12.75 12.5-12.75 5-12.75 12.5-12.75 
84 oct rez....... 


12.25(2 12.25(2) 25(2) 12.25(2) 
60 oct M & betow (2)11.5-11.75  (2)11.5-11.75 eit: ‘ell. 75 = (2)11.5-11.75 
E. Tex. (Truck transport lots) 


97 oct prem...... (3)14-14.25 (3)14-14.25 (3)14-14.25 a ~14.25 
88 oct reg....... 12-12.5 12-12.5 12-12.5 12-12.5 
86 oct reg....... egy ey Hg 12-12.75 a 75 


84 oct reg....... 12-12.5 2.5 
60 oct M & below (2) stk ei .5(2) ent Oil. 5(2)  (2)11.25-11.5(2) (2)11.25-11.5(2) 


Cent. W. Tex. (Truck % io lots) 





95 oct prem ane 13.75 13.75 13.75 

88 oct reg....... i , 12.5 12.5 12.5 

Ark. (For shpt. to Ark. & 2 

94 oct prem...... 13.2 13.25 13.25 13.25 

92 oct prem...... 278 12.75 12.75 12.75 

86 oct reg....... 11.75 11.75 11.75 11.75 

84 oct reg....... 11.5 11.5 11.5 11.5 

Kans. (For Kans. destinations only) 

96 oct prem...... (3)18.75-14(2) (3)13.75-14(2) Ss. 75-14(2) (3)13.75-14(2) 
88 oct reg....... (5)12-12.25 (5)12-12.25 “te 25 (5)12-12.25 

86 oct reg....... 11. 11.5 11.5 

60 oct M& below 10.75-11.5 10.75-11.5 10. 75-11.5 10.75-11.5 
Western Penna. Bradford-Warren: 

94 oct prem...... 14.75 14.75 14.75 14.75 

88 oct reg....... 13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 
Oil City: 

94 oct prem...... x14-15 13.75-15 13.75-15 13.75-15 
88 oct reg....... x12.75-13.5 12.5-13.5 12.5-13.5 12.5-13.5 
Pittsburgh: 

94 oct prem...... 15.4 15.4 15.4 15.4 

88 oct reg....... 13.65 13.65 13.65 13.65 
ee of 8. for delivery % Ohio points: 

88 oct reg....... 14. 14.5 14.5 
Central 

94 oct prem...... (5)14.75-15 (5)14. 75-15 (4)14.75-15 (4)14. 75-15 
88 oct reg....... (5)13.25-13.5  (5)13.25-13.5 © (4)13.35-13.5 — (4)13.25-13.5 
California Los Angeles District: 

Rack: 

96 oct prem...... (5)14.9-15.4 (5)14.9-15.4 x(5)14.9-15.4x x(5)14.5-14. 
93 oct prem...... (5)13.9-14 (5)13.9-14 x(5)13.9-14x x(3)13.3-13.7 

84 oct reg....... (6)12.9-13 (6)12.9-13 x(6)12.9-13x x(5)12.1-12. ix 
Tank Car: 

96 oct prem...... (3)14.9-15.4 (3)14.9-15.4 x(3)14.9-15.4x me ie ae 
93 oct prem...... (4)13.9-14 (4)13.9-14 x(4)13.9-14x x(2)13.3-13.7x 
84 oct reg....... (5)12.9-13 (5)12.9-13 x(5)12.9-13x x(4)12.1-12.4(2)x 
Tank Truck (400 gals. or more) 

96 oct prem...... 19.4 19.4 19.4 19.4 

84 oct reg....... 16.4 16.4 16.4 16.4 

San Francisco mes 

96 oct prem...... 9.9 19.9 19.9 19.9 

84 oct reg....... 189 16.9 16.9 16.9 





Refinery and terminal prices herewith are vapeotveed from Platt’s Oilgram 
Price Service, a daily publication associated with N 

Prices shown in refinery and terminal tables are rie prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not incluc ed in price tables: Prices arrived at by discounts 
off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 
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or truck transport lots, are so designated. Prices are in cents per gallon, 
except wax and pecaistems in cents ae ern and where dollar sign ($) 
is shown, in dollars per barrel of 42 U gallons. Prices do not include 
taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and transported; 
reported as received by Oilgram and NaTIONAL PETROLEUM News but not 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
export agents or to large tanker terminal operators. 

Gasoline octane ratings are b AST M Research Method and are minimum 


Fes except where letter ‘‘M’’ is used to indicate the octane rating is by 
M Motor Method. 
pp ee figures indicate number of companies quoting when two or 
more quoted the price shown. Letter ‘‘X” indicates price change. 
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REFINERY AND TERMINAL 


re & eel 
Gulf Coast Cargoes July 16 June 25 
41-43 w.w. kero. . (6)9.5-9.75(2) (69. se 2780) me ee (2) (7)9.5-9.75(2) 
No. 2 fuel. 8.75-9.5 5-9.5 8.75-9.5 
53-57 d.i. gas oil... yo: 35-9. H a9. 25-95 (4)9.25-9.5 
48-52 d.i. gas oil.. (4)9.125-9.375  (4)9.125-9.375  (4)9.125-9.375  (4)9.125-9.375 
43-47 d.i. gas oil.. (3)9-9.25 (3)9-9.25 (3)9-9. 25 (3)9-9 .25 


No. 4 fuel, 0-10 pt. $3.00 ' $3.00 $3.00 
- (4)$2.10-2.15 — (4)$2.10-2.15 = (4)$2.10-2.15 = (4) $2. 10-215 


Bunker C fuel. . 
Bunker C fuel, 

max 1% sulfur. (2)$2.25-2.35  (3)$2.25-2.35  (8)$2.25-2.35  (3)$2.25-2.35 
Albany, N.Y. 
Kerosine/No. 1... (6)11.2-11.4(4)b (6)11.2-11.4(4)b (3)11.2-11.4(7)b 
No. 2 fuel (7)10.7-10.9(9)b (7)10.7-10.9(9)b (4) 10.7-10.9(7)b 
--: oil, shops, 


11.2-11.4(8)b 
(2) 10.7-10.9(8)b 


11. 1-11.36 11.1-11.3(5) 
$4. 11-4. 20 $4.11-4.20 


$3 .03(2) $3 .03(2) 


x11. 1-11.3(5) 11.3(5) 
, $4.11-4.20 $4.11-4.20 
No. 6 fuel, no sulf. 
ar x$3.03(2) $2. 88-3.03x 

Baltimore, Md. 

Kerosine/No. 1... 11 1(9) 11.1(9) 11.1(9) 

10. 85(5) 10.85(5) 10. 85(5) 

10.6(12) 10.6(12) 10.6(12) 

10. 35(5) 10.35(5) 10.35(5) 10.35(5) 


1(5) 11(5) 11(5) 11(5) 
3 60 2) $3 a $3 .69(2) $3. 69(2) 
3. 63 $3. $3.63 63 


$3. 
3. 40(2) $3. 40(2) $3. 40(2 x$3. 40(2) 
$3.34(2) $3.34(2) $3. 342) x$3.34(2) 


$2.83(5) $2. 83(5) x$2.83(5) $2. 68-2.83(4)x 
$2.80(5) $2. 80(5) x$2.80(5) $2.65-2.80(4)x 


$4.47(4) $4.47(4) $4.47(4) $4.47(4) 


$4. 12(3) $4. 12(3) $4. 12(3) $4. 12(2) 
Bunker C, bunkers $2.80(4) $2.80(4) $2.80(4) x$2.80(4) 


Baton Rouge, La. 
10.3 10.3 10.3 10.3 
9.75 9.75 9.75 9.75 


10.1 10.1 10.1 10.1 
$2.77 $2.77 $2.77 $2.77 


$2.23 $2.23 $2.23 $2.23 
$2.20 $2.20 $2.20 $2.20 


$4.03(2) $4.03(2) $4.03(2) $4.03(2) 
Heavy Diesel, 


bunkers $3.62 
Bunker C, bunkers $2.20(2) 


Boston, Mass. 
Kerosine/No. 1... 11.2(14) 11.2(14) 11.2(14) 11.2(14) 
10.7(15) 10.7(15) 10.7(15) 10.7(15) 


11.1(5) 11.15) 11. 1(5) 11.1(5) 
$3.64(4)e $3.64(4)c $3.64(4)c $3.64(4)c 


2. 86(5)d $2. 86(5)d $2.86(5)d x$2.86(5)d 
$2. 83(5) $2.83(5) $2. 83(5) x$2. 83(5) 


kers $4.51(3) $4.51(3) $4.51(3) $4.51(3) 
Bunker C, bunkers $2. 83(5) $2.83(5) $2.83(5) x$2.83(5) 


Buffalo, N. Y. 

Kerosine(a) A 12. 15(5) 12. 15(5) 12. 15(5) 

Diesel fuel(a). .. . 12.05(3) 12.05(3) 12 05(3) 

No. 2 fuel(a) . 11.65(5) 11.65(5) 11.65(5) 
10.65 10.65 10.65 10.65 

No. 6 fuel ‘ 9.7(2) 9.7(2) 9.7(2) 


(a) Prices of some sellers to bulk commercial consumers are 0.15c higher than prices shown. 


Charleston, S. C. 
Kerosine/No. 1.. 11.1(6) 11.1(6) 11.1(6) 11.1(6) 
No. 2 fuel. . oa 10.7(6) 10.7(6) 10.7(6) 10.7(6) 


— oil, shore 
10. 8(3) 10.8(3) 10. 8(3) 


$2.75(2) $2.75(2) x$2.75(2) $2.60-2.75x 
$2.72(3) $2.72(3) x$2.72(3) $2. 57-2 .72(2)x 


$4.39(2) $4.39(2) $4.39(2) $4.39(2) 
Bunker C, bunkers $2.72(4) $2.72(4) x$2.72(4) $2.57-2.72(3)x 


Chicago, Ill. 

Range oil/No. 1.. (3)10.75-12.2 x10.75-12.2 

mas 2 f (8)10-11.1 (8)10-11.1 
8.85 8.85 


ulfur 
No. 5 fuel, high 
sulfur. . . (3)8.8-9 
No. 6 fuel, low 
sulfur (2)7.95-8 .05 
No. ——" high 


Light Diesel, 


$3.62 $3.62 $3.62 
$2.20(2) $2.20(2) $2.20(2) 


10. 85-12.2 x10. 85-12.2 
(7)10-11.1 (7)10-11.1 
8.85 8.85 


(3)8.8-9.1 (3)8.8-9.1 (3)8.8-9.1 


(2)7.95-8.05 (2)7.95-8.05 (2)7.95-8. 05 


(3)7.7-8.05 (3)7.7-8.05 (3)7.7-8.05 (3)7.7-8.05 
Cleveland, Ohio 
No. 5 fuel 10* 10* 10° 10° 
No. & fuel. .... 9.35° 9.35* 9.35* 9.35° 

*—delivered Cleveland. 
Corpus Christi, Trx. 
No. 6 fuel, no sulf. 

$2.23 $2.23 2.23 
2.20 $2.20 $2.20 $2.20 

Bunker C, bunkers 32 20-2.25(2)  $2.20-2.25(2)  §$2.20-2.25(2) $2.20-2.25(2) 
Detroit, Mich. 

12.55-12.7 
(2)12.55-12.7 
(2) ry a 7 


12.55-12.7 12.55-12.7 
(2)12.55-12.7  (2)12.55-12.7 
(2)11.55-11.7 = (2)11.55-11.7 

9.6(2) 9.6(2) 

8.6(2) 8.6(2) 

(b)Some suppliers ente 0.2¢ lower for shipment to restricted area. (c)Some suppliers 
quote $3.59 bbl. to resellers only. (d) One supplier quotes $2.81 to resellers only. 
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DISTILLATES & FUELS 
Houston, Tex. July 16 July 9 July 2 June 25 


Kerosine/No. 1... 10. 5(2) 10. 5(2) 10.5(2) 10.5(2) 
do barges...... (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 

No. 2 fuel 9.5-9.75 9.5-9.75 9.5-9.75 9.5-9.75 
do barges 9-9.5 9-9.5 9-9.5 9-9.5 


Diesel oil, shore 
9-9.5 9-9.5 9-9.5 9-9.5 


$2.10-2.25 $2.10-2.25 $2.10-2.25 $2.10-2.25 
lo barges $2.10-2.20(8)  $2.10-2.20(8) $2.10-2.20(8) $2.10-2.20(8) 
No. 6 fuel, max. 


1% sulfur..... $2.25 $2.25 $2.25 $2.25 
do barges...... $2.25 $2.25 $2.25 $2.25 


Light Diesel, 
$4.03(6) $4.03(6) $4.03(6) 


bunkers . $4.03(6) 
Heavy Diesel 

bunkers $3 .62(5) $3.62(5) $3. 62(5) $3 .62(5) 
Bunker C, bunkers anes: 20-2.25 (11)$2. 20-2. 25 (11)$2.20-2.25 (11)$2.20-2.25 


Ee 
No. 6 fuel, no sulf. 


Jacksonville, Fla. 
Kerosine/No. 1... 11.8(11) 11.8(11) 11.8(11) 11, 8(11) 
No. 2 fuel 10.9(8) 10.9(8) 10.9(8) 10.9(8) 
_~ oil, shore 

10. 9(5) 10.9(5) 10.9(5) 10.9(5) 


$2.72(6) $2.72(6) x$2.72(6) $2.57(6) 
$2.69(6) $2.69(6) x$2.69(6) $.254(6) 
Light Diesel, 


unkers $4.578(5) $4.578(5) $4.578(5) $4.578(5) 
Bunker C. bunkers $2.69(6) $2.69(6) x$2.69(6) $2.54(6) 


Miami, Fla. 
Kerosine/No. 1... 11.8 11.8 11.8 11.8 
- - shore 
11.1(3) 11.1(3) 11.1(3) 11.1(3) 
$2.66 $2.66 x$2.66 2.52 
lo barges. $2.63(2) $2.63(2) x$2.63(2) $2. 49(3) 
Light Diesel 
bunkers $4.578(4) $4.578(4) $4.578(4) $4.578(4) 
Bunker C, bunkers $2.63(3) $2.63(3) x$2. 63(3) 2. 49(3) 


Mols-St. Paul, Minn. 


Range oil No. 1.. (5)11.125-12.3 (5)11.125-12.3  (5)11.125-12.3 (5)11.125-12.3 
No. 2 fuel (5)10.5-11.5 (5)10.5-11.5 (5)10.5-11.5 (5)10.5-11.5 


No. 5 fuel, high 
Ifu 9.4(4) 9.4(4) 9.4(4) 
8.7(4) 8.7(4) 8.7(4) 


Mobile, Ala. 

Kerosine/No. 1... 11.1(4) 11.1(4) 11.1(4) 11.1(4) 
10.5(2) 10.5(2) 10.5(2) 

Light — 

bun 4.284(2) $4.284(2) $4.234(2) $4. 284(2) 

Buber. bunkers Hy 25 $2.25 $2.25 $2.25 

New Haven, Conn. 

Kerosine/No. 1... 11.1(9) 11.1(9) 11. 1(9) 11.1(9) 
10.6(11) 10.6(11) 10.6(11) 


11(4) 11(4) 11(4) 
$3.80 $3.80 $3.80 


Diesel oil, shore 


No. 6 fuel, no sulf, 
2. 85(3) $2. 85(3) 2. 85(3) x$2. 85(3) 
2 2. 82(2) $2. 82(2) $2. 82(2) x$2. 82(2) 
Light Diesel 


unkers $4.49 $4.49 $4.49 $4 49 
Bunker C, bunkers $2.82 $2.52 $2.82 x$2.82 
New Orleans, La. 


Kerosine/No. 1.. 10.3(4) 10.3(4) 10.3(4) 10.3(4) 
9.75(3) 9.75(3) 9.75(3) 9.75(3) 


10. 1(3) 10. 1(3) 10. 1(3) 
$2.77 $2.77 $2.77 
$2.33(2) 
$2.20(2) 
$4.03(4) 


$3.62(3) 
$2.20(3) 


$2. 23(2) $2. ao 
$2.20(2) $2.20(2 


$4.03(4) $4.03(4) 


$3.62(3) $3.62(3) 
$2.20(3) $2.20(3) 


$2.20(2) 


$4.03(4) 

Heavy Diesel 
bunkers $3.62(3) 
Bunker C, bunkers $2.20(3) 


New York Harbor 

Kerosine/No. 1... 11. 1(20) 11. 1(20) 11. 1(20) 11. 1(20) 
do barges...... 10. 85(20) ( 10. 85(20) 

No. 2 fuel. 10. 6(18) 10. 6/18) 
do barges 10. 35(19) 10. 35(19) 10.35(19) 10. 35(19) 


Diesel oil, shore 
11(7) 11(7) 11(7) 11(7) 
(12)$3.66-4.09 (12)$3.66-4.09 (12)$3.66-4.09 (12)$3.66-4.09 
(12)$3.63-3.99 (12)$3.63-3.99 (12)$3.63-3.99 (12)$3.63-3.99 
$3.18 $3.18 3.18 $3.18 
$3.15 $3.15 $3.15 


$2. 83(16) x$2. 83(16) 
$2.80(16) x$2.80(16) 


$3.03(2) $3.03(2) 
$3.00(2) $3.00(2) 


$4.47(4) $4.47(4) 


12(4) $4.12(4) $4. 12(4) 
Bunker C, bunkers *. 80(12) $2.80(12) x$2. 80(12) 


(12)$2.68-2.83(3)x 
(12)$2.65-2.80(3)x 


x$3 .03(2) 
x$3.00(2) 
$4.47(4) 
$4. 12(4) 
(8)$2.65-2.80(3)x 
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engay & FUELS 


$2.76(4) 
$4.47(4) 


Bunker C, C, bunkers $2.76(6) 
Pensacola, Fla. 
Kerosine/No. 1 .. 11,1(2) 


10.5(4) 


on 10.5(2) 
Philadelphia, Pa. 
Kerosine/No, 1.. 11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


$3 o0c2) 
3: $80) 


$2.83(9) 
$2. 80(8) 


$3.03(5) 
$3 .00(4) 


$4. 47(4) 


$4.12(3) 
A. C, bunkers $2.80(8) 
Pt. crargioden, Fi Fla. 


Kerosine/No. 1 11.8(5) 


4.578(4) 
Bunker C, bunkers $2.63(4) 
Portland, Me. 
Kerosine/No. 1... 11.3(9) 
Bi 2 fuel 10.8(9) 


11.2(4) 

2. 86(3) 

$2.83(2) 
Bunker C, bunkers $2.83 


Providence, R. |. 
Kerosine/No. 1... 


Diesel oil, shore 
lants 


11,2(10) 
10.7(9) 


11.1(4) 
$3.64(4) 


$2.84(4) 
$2.81(4) 


$3.04-3.14 
$3.01 


$4.51 
$2.81(3) 
11.8(7) 
10.9(7) 
10.9(5) 
$3.28 
$2.75(5) 
$2.72(6) 


$4.578(5) 
$2.72(5) 


—? out 
ll. *7 ) ipa ) 
10.6(6) 10.6(6) 10.6(6) 


11(5) 11(5) 11(5) 


$2.82(3) x$2.82(3) $2.67-2.82(2)x 
$2.76(4) x$2,76(4) $2.61-2.76(3)x 


$4.47(4) $4.47(4) $4.47(4) 


$4.12(3) $4.12(3) $4. 12(3) 
$2.76(6) x$2.76(6) $2.61-2.76(5)x 


11.1(2) 
10.5(4) 


10.5(2) 


11. 1(2) 
10.5(4) 


10.5(2) 


11.1(2) 
10.5(4) 


10.5(2) 


11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3.66(2) 
$3.36(5) 


$2.83(9) 
$2.80(8) 


$3 .03(5) 
$3.00(4) 


$4. 47(4) 


$4.12(3) 
$2.80(8) 


11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


) 
is: -36(5) 


x$2.83(9) 
x$2.80(8) 


x$3 .03(5) 
x$3.00(4) 


$4.47(4) 


$4.12(3) 
x$2. 80(8) 


$3.36(5) 


(6)$2.68-2.83(2x) 
(6)$2.65-2.80(2)x 


$2.88(5) 
$2.85(4) 


$4.47(4) 


11.8(5) ee 11.8(5) 
10.9(4) 10.9(4) 10.9(4) 


10.9(4) 10.9(4) 10. 9(4) 


$2. 66(3) x$2.66(3) $2.52(3) 
$2.63(4) x$2.63(4) $2. 49(4) 


$4.578(4) $4.578(4) $4.578(4) 
$2.63(4) x$2.63(4) $2.49(4) 


11.3(9) 
10.8(9) 


11.2(4) 


11.3(9) 
10.8(9) 


11,2(4) 


11.9(3) 
10.8(9) 


11.2(4) 


2. 86(3) 2. 86(3) 
$2. 83(2) $2. 83(2) 
2. 83 $2.83 


x$2. 86(3) 
x$2.83(2)) 
x$2.83 


11.2(10) 
10.7(9) 


11. 1(4) 
$3.64(4) 


$2.84(4) 
$2.81(4) 


$3.04-3.14 
$3.01 


11, 2(10) 
10.7(9) 


11.1(4) 
$3. aatx 


$2.84(4) 


11.2(10) 

10.7(9) 

11.1(4) 
(3)$3.64-3.72x 


x$2.84(4) 
$2.81(4) x$2.81(4) 


$3.04-3.14 x$3.04-3. 14x 
$3.01 x$3.01 


$4.51 $4.51 $4.51 
2: 81(3) $2.81(3) x$2.81(3) 


11.8(7) 
10.9(7) 


10.9(5) 
$3.28 


11,8(7) 
10.9(7) 


10.9(5) 
x$3.28 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.75(5) 

$2.72(6) 


$4.578(5) 
$2.72(5) 


x$2.75(5) 
x$2.72(6) 


$4.578(5) 
x$2.72(5) 


$2.59(5) 
$2.56(6) 


$4.578(5) 
$2. 56(5) 








$4. 12(3) 
(4)$2.65-2.80(4x) 


DISTILLATES & FUELS 


July 16 


11.7(8) 
10.8(6) 


Tampa, Fla. 


oa | A, 
No. 2 fuel. . 


$2.59(5) 
536(5) 
Bune ada HF 59(5) 


gary Ohio 


No. 6 fuel 


Wilmington, N. C. 


aine/e. 1. 11.1(7) 
10.7 


Okla. (Okla. shpt.) 


42-44 . Ww. + (4)10.125-10.625 


9.5-10.5 
(3)9.75-10.375 
(4)9.125-9.5(2) 


No. 6 fuel....... (2)$2.00-2.20 


Okla. Group 3 (Northern shpt.) 
42-44 w.w. kero. . (3)10-10.25(5) 


58 & abv. di. 
9.625-10.25 
9.5-10.125 
8.875-9.5 
(2)$2.00-2.20 
N. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero.. 9.2-10 
58 & abv. d.i. 


Diesel -10. 375 
No. 6 fuel #2. 05-2.25 
W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. . 9. 0-75-10. 0.75 


E. Tex. (Truck transport lots) 

(2)9.5-9.75 
8.75-9.75 
$2.00-2.25 


2-44 w.w. kero. . 
5 iby. dai. 


Cent. W. Tex. (Truck transport lots) 


42-44 w. > 9.5 


No. 6 fuel 


Kans. (For Kans. destinations only) 
42-44 w.w. kero... (4)10.25-10.5 
58 & abv. di. 
9.875-10(2) 
(4)9.875-10.125 
9-9.5 


$2. ; 
$2.00-2.25(2) 


June 25 


11, as) 
10.8(6 


10.8(6) 


2. 47(5) 
$2.45(5) 


$4.536(5) 
$2. 45(5) 


July 9 
11.7(8) 
10.8(6) 


10.8(6) 


$2.61(5) 
$2.59(5) 


$4.536(5) 
$2.59(5) 


July 2 
11.7(8) 
10.8(6) 


10.8(6) 


x$2.61(5) 
x$2.59(5) 


$4.536(5) 
x$2.59(5) 


12.2 12.2 12.2 


ll. 11.65 11.65 
11.95-12.65 11.95-12.65 11.95-12.65 
10.95-11.65 


10.95-11.65 10.95-11.65 
9(3) 9(3) 9(3) 
8-8. 25(3) 8-8. 25(3) 8-8. 25(3) 


11.1(7) 
10.7(7) 


10. 8(3) 
$3.61 


11.1(7) 
10.7(7) 


10.8(3) 
$3.61 


11.1(7) 
10.7(7) 


10. 8(3) 
x$3.61 


$4.39(3) $4.39(3) $4.39(3) 


(4)10.125-10.625 (4)10.125-10.625 (4) 10.125-10,625 


9.5-10.5 9.5-10.5 9.5-10.5 
(3)9.75-10.375 (3)9.75-10.375 (3)9.75-10.375 
(4)9.125-9.5(2)  (4)9.125-9.5(2) (4) 9.125-9.5(2) 
(2)$2.00-2.20 (3)$2.00-2.20 (2)$2.00-2.20 


(3)10-10.25(5) (3) 10-10. 25(5) 
9.625-10.25 9.625-10.25 
9.5-10.125 9.5-10.125 
8.875-9.5 8.875-9.5 

(2)$2.00-2.20  (3)$2.00-2.20 


(3) 10-10. 25(5) 


9.635-10.25 

9.5-10.125 

8.875-9.5 
(2)$2.00-2.20 


9.2-10 


9-10.375 
$2.05-2.25 


9.2-10 


9-10.375 
$2.05-2.25 


9.2-10 


9-10.375 
$2.05-2.25 


9.75-10.75 

9.75-10.25 

9.125-9.5 
$2.10-2.26 


9.75-10.75 

9.75-10.25 

9.125-9.5 
$2.10-2.26 


9.75-10.75 

9.75-10.25 

9.125-9.5 
$2.10-2.26 


(2)9.5-9.75 
8.75-9.75 
$2.00-2.25 


(2)9.5-9.75 
8.75-9.75 
$2.00-2.25 


(2)9.5-9.75 
8.75-9.75 
9 
$2.00-2.25 


(4)10.25-10.5 — (4)10.25-10.5 


9.875-10(2) 9.875-10(2)x 9.875-10.25 
(4)9.875-10.125 (4)9.875-10.125 (4)9.875-10.125 
9-9.5 9-9.5 9.5 


R 9- 
$2.65-2.70 $2.65-2.70 £$2.65-2.70 
$2.00-2.25(2)  $2.00-2.25(2)  $2.05-2.25(2 : 


(4)10.25-10.5 





REPUBLIC OIL REFINING COMPANY 


SOUTHERN TERMINALS 


Fla. 
HI, Va. Panama City, 
aor XC. —_ = 
Charleston, 5. C. Mon _ 
savannte odes, A Colaraie, Mis. 
— Knoxville, oe 


Tampa, Fla Belton, S. C. 





Highest Quality 
Petroleum Products 


e Gasoline 

e Kerosene 
Diesel Fuel 
e Heating Oils 


ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bidg. 
TEXAS CITY, TEXAS 
Refinery 
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DISTILLATES & FUELS DISTILLATES & FUELS 
—— July 16 July 9 July 2 July 16 July 9 July 2 June 25 
(For shpt. te Ark. & La. Diesel fuel— 
42-44 v.w. kero.. 10 , 10 Wo 200... 
10.25 
9.375 


12.7 12.7 12.7 
$2.70 $2.70 

9.75 9.75 ’ tia = 
BS 375 37 40-43 w.w. kero. x18 17.8 
$2.55 


14.7 14.7 
$2. 40 


13.2 13.2 


11.5-12 11.5-12 11.5-12 a : 
alte, alta alten allt ren appeals 
-11. -11. (2)11-11. ) 
36-40 gravity fuel 10.5(2) 10.5(2) 10.5(2) 10.5(2) oie Se os.asen _ 94.000) 
BunkerC—PB400 (4)$2 102.20 (4)$2- 102.20 ($2102.20 (4)$3.10-2.20 


fy 12(2) San Cranaiane, — 
10.5- 10.5-11 ‘ Diesel) —PS 200 $5.05(4) $5.05(4) $5.05(4) 
10. Teil. 55 10.75-11.55 ’ i Bunker oot oe i. 25 «= (3)$2.15-2.25 (3)$2.15-2.25  (3)$2.15-2.25 
10.5-11.3 10.5-11.3 ‘ " 
10.5 10.5 10.5 Seattle, W. - 
Dienat-PS 20 200... $5. 25(4) $5.25(4) $5. 25(4) $5. 25(4) 
Bunker C—PS 400 (3)$2.45-2.50  (3)§2.45-2.50  (3)$2.45-2.50  (3)$2.45-2.50 
2)11.9-12.25  (2)11.9-12.25 (2 11.9, 12.26 Portland, Ore. 
¢ cy er 2 oe @) 1.55-11 Diesel—PS 200 25(4) $5. 25(4) $5. 25(4) $5. 25(4) 
1812.1 - 8-12 Bunker O-PS 400 wen 45-2.50  (3)$2.45-2.50  (3)$2.45-2.50  (3)$2. 45-2,50 
11.35-11.55 7 35-11. 155 
36-40 gravity fuel 11.25 


Central Michigan 


Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 


13.6-13.8 13.6-13.8 13.6-13.8 Diesel 6.2 $6.20 $6.20 $6.20 
13.1 13.1 13.1 $3. $3.10 $3.10 10 


nt 12.6 Pt 12.6 it 2 
‘1-12. 1-12. 19.1-12.6 : ; 54 
0 4 a Diesel $5.28 $5.28 28 


9.2(2) 9.2(2) $3.10 $3.10 10 
8.45(2) 8. 45(2) 
. $4.15 $4.15 15 
Ohio-~ Quotations of S. 0. Ohio for delivery to Ohio points, 2.20 $2.20 $2.20 -20 
13.1 1 
12.9 ; Diesel $5.38 $5.38 $5.28 $5.28 
11.9 ; 10 $3.10 $3.10 $3.10 
California-Los Angeles District: Tanwico : 15 $4.15 $4.15 $4.15 
Bunker C 2.20 $2.20 $2.20 $2.20 


Rack: 
Sane dist.— Veracruz 
cone ; .2(2 . . 25-10. ° . 
Die . 9.25-10.2(2) 9.25-10.2 9.25-10.2 9.25-10.2 ne oy $2.20 $2.20 $2 $2.20 
9-9.8 9-9.8 9-9.8 At most Atlantic Coast points prices of some sellers for Jistillate fuels to bulk commercial 
consumers are 0.15c higher than prices shown. 


$2. 65(3) $8. 65(3) $2.65(2) $2.65(2) 
NATURAL GASOLINE 
v = WA f 
(O08.16-8.95 (OES.16-8.28 (U8. 18-8.98 (008. 16-3.25 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
14 14 14 14 tinent manufacturing district. 
July 16 July 9 July 2 June 25 
9.25-13.7 9.25-13.7 9.25-13.7 9.25-13.7 FOB Group 3 


9-12.2 9-12.2 9-12.2 Grade 26-70 4.5 (Quotations) 4.5 (Quotations) 4.5 (Quotations) 4.5 (Quotations) 


FOB Breckenridge, Tex. 
$2.65(4) $2. 65(2) $2.65(2) Grade 26-70..... 4 (Quotations) 4 (Quotations) 4 (Quotations) 4 (Quotations) 


(4)$2.15-2.30  (4)$2.15-2.30 — (4)$2.15-2.30 (3) $2. 15-2. 30 LP-GAS 


PS 400 
eas = hats a 17.5 17.5 17.5 Producers’ contract prices, tank cars. 


July 16 July 2 June 25 


9 Propane: 
8 ane 6.3 New York Harbor 9.05-9.3 9.05-9.: 9.05-9.3 9.5-9.3 
12.7 12.7 Philadelphia, Pa.. 8.8(3) As 8.8(3) 8. 8(3) 
4 , Toledo, ~~ cabs, 3 8 
. ike 4. 75 5 t 75 5-4.75 
San Francisco District: | ewe xc) iets one : 
Tank Car: (Group 3)..... 4.5(9) ) 4.5(9) 4.5(9) 
-43 w.w. kero. . 14.5 e . y Baton Rouge, La 4.675-4.875(2) 4.675-4.875(2)  4.675-4.875(2) 

Shreveport, La... 4.75(: A 3 4.75(3) 4.75(3) 
New Orleans, La. 4.875 4.875(2) 4.875(2) 








Paragon 


é 


PATENT CHEMICALS, 
OR PORATE 


30 £. 40 St., N.¥.C. EV &-4100 Paterson 4, New Jacvey 





PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 











Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION ee i 


New York Boston NEW YORK 20.N. Y 


Maine to South Carolina 
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LUBRICATING OILS LUBRICATING OILS 
Western Penna. July 16 July 9 July 2 June 26 July 16 July 9 July 2 June 25 
Viscous Neutrals—No. 3 col. Vis at 70 F. as Oills—Vis. at ya 95 v.i.; 0-10 5 2.3 
ae a 
° i 4 31. 5(5, 21. . 
7 vis. (180 at 100°) 420-428 flash. : 5 22 §(5) 22.5(5) 22.5(5) 
(3)23.5-24(2) (3)23.5-24(2) (3)23.5-24(2) 
x23(5) 
South Texas 
150 re (143 at 100°) ery flash. Vis. at 100° F FOB S. Tex. refineries for domestic and/or export shipment. 
10 p. > i 33.593) 23 3) 2s §@) 
vbnkieene\x .5(2) 22.5 22 .5(2 t 
25 p.t.. eS ree 21.5(4) 21.5(4) en x21.5(4) ¥% col 12.25(6) 12. 25(6) 12.25(6) 12.25(6) 
; 13.75(6 
rae ee 13.75(6) 13.75(6) 13.75(6) (6) 
vis. at 210, No. 8 col. : 14.25(6 14. 25(6. 
10 p 28 98 28 98 aa 14.25(6) 14.25(6) (6) (6) 
27 27 27 y 14.75(6, 14.75(6, 14.75(6) 
eA: 26(5) 26(5) 26(5) 26(5) ined © ad ' 
Cylinder ©‘scks col... 15(6) 15(6) 15(6) 
1.0 spor BY 4-8 . 15.5(6) 15.5(6) 15..5(6) 
22(5) 2000 vis.No.dcol, 1600) 16(6) 16(6) 16(6 
23(3) 


Red Oils: 
Mid-Continent ; 
ae Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at col. 12.25(5) 12.25(5) 12.25(5) 12.25(5) 


00° 0-10 p.p. 
’ 13.75(6) 13.75(6) 13.75(6) 13.75(6) 
Bright Stock—Conventional pis 
200 vis. D ? col. 14.25(6) 14,25(6) 14.25(6) 14.25(6) 
14.75(6) 14.75(6) 14.75(6) 14.75(6) 
15(6) 15(6) 15(6) 15(6) 
15.5(6) 15.5(6) 15.5(6) 15.5(6) 


16(6) 16(6) 16(6) 16(6) 
owas ~~ Solvent 
150-160 


0-10 p. De 95 vi. (4)24-25 (4)24-25 (4)24-25 (4)24-25 


Neutral Ofte—Conventionst—Pale Oils AVIATION GASOLINE 


July 16 July 9 July 2 June 25 


= ssiceed Gulf Coast ag 

14.5 14.5 Grade 115/145. . 18.5 18.5 18.5 > § 
16.75 16. 75 16.75 : Grade 110/130. ta 17 17 
‘ Grade 91/96 15.5 15.5 15.5 15. 5 


17 17 
17.25(2) 17.25(2) 5 a 
17.5 17.5 Baltimore, Md. 


17.75 17.75 iF 75 Grade 100/130... ; 19.1 19.1 
-3col. 18 18 1 Grade 91/96 11.6 17.6 


Neutral Oils—Solvents—95 v. M 
(2)19 20. “5(3) (2)19.5-20.5(3) (2)19.5-20.5(3)(2)19.5-20.5(3) ae 19.2 
. (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3 Grade 100/130... 19. 


: Grade 91/96 , 17.7 
(2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2 Grade 80..... 17:2 17.2 


Cylinder Stocks Charleston, S. C. 
8.2. Grade 100/130 19 


olive green. ; 17.5 
Gulf pork tilewns "Refined Oils net Mid. Continent vie H crude; FOB ‘hip at Gulf — pep 17 17 


for export. 


Houston, Tex. 
Bright Stock, vis. at 210° Grade 100/130 18 
150-160 vis. Grade 91/96... : 16.5 
0-10 p.t., 95 v.i.  25(5) rade 80...... 16 16 











CYLINDER This Is Your 
& T © C 4 §,. Market Place! 


Fine Lubricating Qualities Write today for Advertising 
For Greases and Fluid Lubricants Space Rates. 





Supério: DEEP ROCK DIVISION NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
nd : KERR-McGEE OIL INDUSTRIES, INC. 
Specifications 306 N. ROBINSON * OKLAHOMA CITY, OKLA. ° PHONE RE 9-0611 New York 36, N. Y. 
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REFINERY AND TERMINAL 


New Orleans, La. 
Grade 100/130. .. 


Grade 80. . 


Grade 100/130... 
Grade 91/96 


Grade 100/130... 
Grade 91/96 
Grade 80..... 


Toledo, Ohio 


Grade 100/130 
Grade 91/96 
Grade 


Baltimore, Md. 
Mineral spirits 


Boston, Mass. 


Vv. M. & P. 
naphtha....... 
Mineral spirits 


New York Harbor 
V.M. & P. 


Mineral spirits. . . 


Philadelphia, Pa. 


V. M. & P. 
naphtha... ; 
Mineral spirits. . 


Providence, R. |. 


V. M. & P. 
naphtha....... 
Mineral spirits 


FOB Group 3 


Stoddard solvent. 
Cleaners naphtha. 
V.M. & P. 


Mineral spirits. . . 
Rubber solvent... 
Lacquer diluent. 
Benzol diluent. . 


Western Penna. 
Oil City: 
Stoddard solvent . 


Pittsburgh: 


AVIATION GASOLINE 


July 16 


18 
16.5 


19. 1(2) 
17.6(2) 
17. 1(2) 


(MIL-F-5572) 


July 9 


18 
16.5 
16 


19. 1(2) 
17.6(2) 
17. 1(2) 


July 2 


18 
16.5 
16 


19. 1(2) 
17.6(2) 
17.1(2) 


19.1 
17.6 
17.1 


NAPHTHAS & SOLVENTS 


July 16 


16.5(4 


18.5(4) 
17. 5(5) 


17.5(4) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12.875(3) 


12. 875(4) 
11.875(4) 
12.875(4) 


(2)13.125-13.375 (2)13.125-13.375 (2)13.12 


July 9 


16. 5(4) 


18. 5(4) 
17.5(5) 


17.5(4) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12. 875(3) 
12.875(4) 


11.875(4) 
12.875(4) 


July 2 


16.504 


18.5(4) 
17.5(5) 


5 


5(5) 


12. 375(4) 
12.875(3) 
2.875(4) 
1 


1 
11. 875(4) 
12.875(4) 


June 25 


18 
16.5 
16 


19. 1(2) 
17.6(2) 
17.1(2) 


June 25 


17.5/4) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12.875(3) 


12.875(4) 
11.875(4) 
12. 875(4) 


5-13.375 (2)13.125-13.375 


(2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


16.5 


16.5 


16.5 


16.5 


PARAFFIN WAX 


July 16 July 9 July 2 


Western Penna. (t.c. in bulk) 
124-6 AMP white 
crude seale....  6(3) 6(3) 6(3) 


Atlantic Seaboard 


June 25 


6(3) 


Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic p-inie 


FOB refinery; scale in b: 
bags or bbls.; fully refined in bags or cartons. 


July 16 July 9 July 2 


New York Domestic 

124-30 white crude 
scale 8.1(3) 8.1(3) 

Fully Refined 

ere 9.05(4) 9.05(4) 

135-145.... .... 9.05(4) 9.05(4) 

149-151..... 10.55 10.55 


New York Export 
124-30 white crude 

G@ale.......... %.8@) 7.35(3) 7.35(3) 
Fully Refined 

23-1: 9.05(4) 9.05/4) 9.05(4) 
135-145. ........ 9.05(4) 9.05(4) 9.05(4) 


or bbls.; fully refined, slabs loose. Export prices FAS; scalecs 


June 25 


8.1(3) 


9.05(4) 
9 .05(4) 
10.55 





NOW READY 


COMPLETE—Petroleum Prices! Facts! . . . 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Platt’s Oll PRICE HANDBOOK provides finger-tip information 
for busy oil executives . . . marketers .. . buyers . . . sellers .. . 
company and association statisticians research analysts . . . 
accountants . . . in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 
business library. 


Platt’s Oll PRICE HANDBOOK contains all the vital oil price 
information for the year of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
any oil price or any oil price change merely by turning to the 
the low 
and high for any given day, the lows and the highs monthly 
and yearly averages for any given petroleum product 


appropriate conveniently die-cut marginal index . 


More complete than any of the 31 previous editions, with o 
new and improved type style, the new Platt’s OIL PRICE HAND- 
BOOK sells at $20.00 per copy. It comes to you in a durable 
and attractive cover, case bound. This edition is printed in a 
limited quantity, so rush your order for your copy today! 


Stoddard solvent. 16.5(3) 16.5(3) 16.5(3) 16. 5(3) Send your order with payment to 


Ohio—Quotations of S. 0. Ohio for delivery to Ohio points. Reader Service Department 


V. M. & P. nf National Petroleum News 


Mineral spirits . . . 7 17 y P k 36, 
ee 330 W. 42nd Street, New York 36, New York 


17 17 
Rubber solvent... 15.875 7 15.875 15.875 





JET FUEL ae 
(MIL-F-5624) q 55 

July 16 July 9 July 2 June 25 Vids 
Gulf Coast Cargoes 
Grade JP-4 9-9. 25(2) 9-9.25(2) 9-9. 25(2) 9-9 25(2 


PETROLATUMS 


July 16 July 9 July 2 June 25 
Western Penna. 

Bbls.; carloads; tank cars, 2c less. 
Snow white 


\CE WANDBOOK 


(2)8.125-8.25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) Lh) 4 
75-7.875 3)7.75-7.875 


(3)7.7 (3)7.75-7. (3)7.75-7.875 (3)7.75-7.875 
«++ (2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) 
(2)7.125-7.375 © (2)7.125-7.375 = (2)7.125-7.875 = (2)7.125-7.375 
25-6. (3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 
(3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 
(3)6-6.25 (3)6-6.25 (3)6-6.25 
5.75-6 5.75-6 5.75-6 





fe} prices TANK WAGON 


. Prices for gasoline do not include taxes; they do, however, include 
inspection fees as shown in next column. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes 
as indicated in footnotes. Kerosine tank wagon prices also do not include 
taxes; kerosine taxes where levied are Tallouted in footnotes. Discounts 
if any, are shown in footnotes. These prices in effect July 15, 1956, as 
posted by principal marketing companies at their headquarters’ offices, but 
subject to later correction. 


Inspection fees per gal., included in both gasoline and kerosine prices 
unless otherwise specified, are as follows: : 

Ala. 1/40c¢ on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25c; 
Kan. 1/100e; La. 1/32c; Minn, 5/200c; Mo. 1/25c; Neb. 2/100c; Nev. 
1/20c; N.C. 1/4e; N. D. 1/20¢; Okla. 2/25¢; S.C. 1/8¢; S.D, 1/40¢; 
Tenn. 3/5c; and Wisc. 3/100c, 

Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8c; 
Mich, 1/5e. 


Iowa 1/50c; 


Socony Mobil 
Mobil 
*Mobilheat Special No. 6 
(No, 2 Fuel) (No. 4) Fuel 
T.C, Yard T.W. T.W. 


x7.65 
x7 .65 
x7 .65 
x7 .65 
x7.41 
x8 .23 


i0.9 


Mobilgas 
(Regular Grade) 


Ir. 
T.C. 


Mobilgas Aircraft 

Grade Grade Grade 
Gasoline 80 91 100 
Taxes T.W. T.W. T.W. 


*Mobilfuel 
Diesel 


*Mobil Kerosine 
T.C. T.Cc, 


Yard 


il 
11. 


null ae 
om: 


ARCHOS ROS: wo: 


i0.7 
10.6 
10.9% 
11.4 
11.65 
11.8 
ii.9 
11.7 
11.6 
10:6 
10.95 
10.6 
11.4 
10.8 
10.7 


23.6 
23-6 


OnSmwmn: mo: 


taut ardentant oaioatd 


28.5 


Cor KR DENNER OOo. 


> Ae: 
a 


* ee yer 
al 


a 
+ oo 


mnsocooooooooocooSeo ooo SooSoSCOSS 


23:3 


21.8 


Manchester... . 
Portsmouth... . 
Providence, R. I. 
Burlington, Vt. 


io 
22.3 24.3 


MNORAADOONSONSMAMODRUNOSOOS: 


SIR 3-3 -2-2-IT SOS DBDBDBAAAAAMAAAARAAAAR 
tage: pis tuen uaa & 


YOROOMORAINNONOHMONMAMOMMTNOEN 


ie 10. pees 
caus 10.7 Eig 
12.7 12.2 12.2 
Rutland we ate er 18. 13.1 : ions ‘ 12.6 
Taxes: N.Y.C. prices are ex 8% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Mobilheat--New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOR bulk terminals. 
xEffective June 25. *Commercial Consumer TC prices .15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 


11.2 
12.7 


Fuel Oile—T.W.—Chieago, Il. 


Standard Standard 
Heater Oi! Furnace Oil 


16.1 


Indiana Standard 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 


of Indiana bulk plants where the company’s prices are publicly posted. 1-99 gals..... 


100-149 gals..... 
150 

100- 

400 gals. & over 


Standard Furnace Oil 15.1 
100 100- 100- 175+ 14.6 
gals. 174 349 849 


over gals. gals. gals. 


Red Crown 

(Reg. Grade) Gaso- Kero- 
cons. Dir. line sine 
T.W. T.W. Taxes T.W. 
x19, 7.3 
19 18.1 
v.41 
17.5 


350 850 
gals. gals. 
& over & over 


1-99 


gals. St I 


“Fuel A 


1-749 gals 11.4 
750 gals. & over...... 10.65 


Taxes: St. Louis, Mo., line tax i le 





St I 

Fuel C 
10.25 
9.6 


Ind. 


Chicago, Ill 
South Bend, Ind.... 
Detroit, Mich 


16.8 15.8 
16.2 15.2 
16.0 





15.0 


Mpls.-St. Paul, Minn. 
Des Moines, Ia... . . 17.1 
17.0 
14.4 


16.8 


15.5 
15.4 
13.6 
14.4 


14 5 
14.4 
12.6 
18.4 


city tax. Des Moines, Ia., kerosine and furnace 
oil prices do not include 7c state tax. State 
sales, occupation, consumer and use taxes to be 
added, where applicable. 

Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 


=-SonSCownono 


tity deliveries. 
“Temporary” price. 
**API50 Cities Report shows 15.7¢ dealer t.w. 
price for Twin Cities as of June 1. 
Effective dates: m June 18; x July 1. 


18.4 
18.3 
18.0 


16.2 
16.6 
17.0 


seoeosoossoo: 


Sohio X-Tane Gasoline 

(Regular Grade) 
Re- Kerosine 
sell- Ww. 
ers S.Ss. 


16.3 20.4 
16.5 20.9 
16.8 21 
16.8 21 
16.3 20. 
16.3 20. 
16.8 21 
16.8 21 
16.8 21 
16.8 21 
16.3 20. 
16.8 21. 
16.8 21 


Aviation Gas.-Cons. T.W. 


Sohio Sohio Sohio 
Avia. Avia. Avia. 
80 91 100 


Con- 
sumer 


19.8 
20. 
20. 
20 
20 
20. 
20. 
20 
20. 
20. 
20 
20. 
20. 


No. 1 


Gasoline Sohio- 


27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 
27.75 


15,6 
15. 
15. 
16. 
15. 
15. 
15. 
15. 
15. 
15. 
15. 
15. 
15. 


24.75 
24.75 
24.75 
24.75 
23.75 
24.75 
24.75 
24.75 
24.75 
24.75 
23.75 
24.75 
24.75 


7.0 23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 
23.75 


Taxes: ioteer operators can purchase aviation gasoline less 5c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier. 

Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal.. add 2¢. Naphthas & Solvents—Prices are for t.w. 
and drum deliveries of 500 gal. or more. 


Premium-grade gasoline prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices are at company operated stations. 


NR oon cae edienew ness 
Cincinnati 
Cleveland 


AAAIIAIWAIVIAAA 
coeocooeoeoosooo 
wWDaowaowmunnwnwwwe 
ahr a ea Ree 
ARARARARABAAA 
ARARAARAAARAAMDA 
ARAARAAAARAAABA 
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CHEVRON 
Standard of (Regular) Av. 80/87 Gaso- 


California T1. T.T. _line 

400 Gale. & over Taxes 

San Fran., Cal 9 
Angel 1 


93-2 S ~3 00 00 00 00 00 00 ~3 30 00 00 


Dodo 1 00 a ADL CODD De 


Fairbanks, Alaska... 


oy ry 
mMooNbAAmMAwHoe 
conocomanncosooo 


Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
Poke T.T. OUT.T. T.T. 
(400 gala. & over) (ex all taxes) 
San Fran..... 18 13.2 14.7 
17. 2.7 14.2 
20 14.0 15.5 
15.1 18.1 


15.5 

12 0* 
Honolulu... . 14.0 
Fairbanks.... aa es 


Oe mIWDWSWOOMOOMOS 
> SomMoeBonmr—oO-~2t 


Boise—9c gas tax applies to motor fuel only ; 
avgas taxes are 3c federal, 2.5c state. 

Salt Lake—8ec gas tax applies to motor fuel 

only ; avgas taxes are 3c federal, 4c state. 
Honolulu-—-11.5¢ gas tax applies to motor fuel 
only; avgas taxes are 3c federal 3.5¢ terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'ian gross income tax of 1% to 
reseller, 2.5% to consumers. 
Alaska—8c gas tax applies to motor fuel only; 
avgas taxes are 3c federal, 3c _ territorial. 
Standard Diesel/furnace oil prices are ex 6c 
territorial. 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
‘ess than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
3¢ a gal. higher than Chevron (Regular) for 
quantity delivered, except Salt Lake, which are 
2.5¢ higher. For less than 40 gal. deliveries, add 
5.0¢ gal. to 400-gal-and-over price, except at 
Honolulu, add 5.0¢ gal. for less than 40 gals. 
(Marine) and less than 100 gal. (Shoreside). 
Add to Chevron Aviation 80/87 quantity deliv- 
ered prices, 2.0¢ for 91/98, 5.0¢ for 100/130 and 
8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., add 1lc. 200-399 gals., add 8c 
40-199 gals., add 6c; tank car/track trailer, 
deduct 3.5c. ; 

Standard Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add ic; 200-399 gals., add 0.5c; less than 40 
gals., add 5c. 

“Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 
Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 
"Fe ‘aren 


NVanweecwacnawd 
AAIIIVIAIVAAAA 
ecoocooce|cecocoo 


Notes: T.W. prices are for min. 50-gal. de 
liveries; they apply to dealers & consumers, 
except to farm & ranch trade prices are 0.5c 
higher. 

Premium-grade t.w. prices 2.5¢ above regular. 


Prices are imperial gal.; te | Edmonton, . 

iestee at aioe per U. S. gal, wy... 4 10.0 23.2 15.0 

3 sae - BC... 22.4 10.0 25.2 17.9 

(Esso Gasoline Furnace 72*¢s: Gasoline taxes are provincial taxes. 
Regular) Oil No. Notes: 

Dealer Gasoline 2 fuel Premium-grade gasoline t.w. prices 3¢ abeve 

T.W. Taxes regular. 

as ha * Price is for premium grade. 


Halifax, N.S a. ‘Ito xEffective July 10. 


St.John, N.B. x22. x15. 


x24. 
Montreal,Que. x22 
Toronto, Ont. = 


22. 


25. 
21. 


24. 
21 


- 
a 


H bl 
Humble Goodie Gaso- Kerosine 


R lar line Tank Re- 
oil T.W. Retail Tates Wagon tail 
.. 15.8 20.8 7.0 18.8 17.5 
sens is:3 20.8 7.0 18.8 17.5 
ecoe 15.8 20.7 7.0 18.8 17.5 
San Antonio.. 15.6 21.0 7.0 18.3 17.5 
Notes: 
T.W. prices are to all classes of dealers and 
consumers. 
Premium-grade gasoline t.w. price 2.5¢ 
above regular. 


x13. 
x13. 
11. 
11. 


aa 20 & Aad ND 
so co & Seeoe oo 

al 
hy 1D © ARAM AAA 
om BOR HM HOmM AAR 











“*eder-Rogt Compute 











The Head that 


“STAYS AWAKE” 
in modern pumps...the 


VEEDER-ROOT COMPUTER 


In all repairs, it pays to be sure that genuine Veeder-Root Parts are 
used throughout. And if it’s rebuilt computers you need, then be 
sure you get genuine Veeder-Root rebuilt computers. Available from 
your pump manufacturer. 





VEEDER-ROOT 


World’s Most Experienced Makers of Counters & Computers 


VEEDER-ROOT INC., HARTFORD 2, CONNECTICUT 
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—fe] prices TANK WAGON 


Atlantic Atlantic Gasoline (Regular) Kerosine 2 4) (N.B. Prices are Continental’s tank- 
Refini Dir. cons. “5 &N ‘ hue Cont’! wagon prices. Current selling price 
e ining has 7s We Taxes ‘uel T. W. T. W. Oil may vary from those shown because 
Philadelphia, Pa. of local conditions.) 
Reading. 
Allentown 
Harrisburg. 
ilkes-Barre 
Williamsport 
Pittsburgh 
Altoona 
Erie Rat 
Greensburg. . . 
Wilmington, Del. 
Hartford, Conn. 
Jew Haven 
Boston, Mass. 
Springfield . 
Providence, R. I. 
Camden, N. J. 
Newark 
Albany, N. Y. 
Binghamton 
Buffalo 
Elmira. . 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. 
Richmond, Va. 
Charlotte, N. C. 
Jacksonville, Fla... 
Miami 


DD: WOOOCCOARGSD 


Conoco Demand 

N-Tane (3rd Gaso- Kero- 
(regular) Grade) line sine 

Tank Wagon Taxes 


Denver, Colo... . : 4 8.0 
‘8 
9 
9 


, 
4 


Grand June. 


be OT ON OVEN ON OH OT OTC 
STRSTR TES 


cox 


Twin Falls, Ida_ 
Albuquer., N. M. 
Roswell 


Muskogee, Okla. 
Oklahoma City. . 


ACCP RONOe: : 


WODMMNBDRONMNNAMNORWA 


DBWOBOWODDBMOIOGOCOOWDWOD 
AQanoanoocoec sooooo 


POUCA Oe ee - 


xEffective May 10. 


fmt mh pees pe fe ped pe 


CSAIAInSohKoror 


DO 9 9 9 99 9 $3 -1-1 0 os 


Taxes: : 
Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
. "eee Fe, 1c. Cheyenne, 1c; Casper, Ic. 
Pennsylvania Heavy Fuels Diessinnba: 
Z 2 No. 5 lo. : . . 
Fair trade minimum s. s. _.* 00-9 ‘ a ahaa eects Salt Lake City and Twin Falls gasoline and 
Dealer cost: 23% i a. 19.5 7.99 kerosine prices apply for deliveries of less than 
pot a nse 8. 8. below fair-trade ’ ” bi 200 gals.; 200-399 gals., deduct 0.5c.; 400 gals 
Consumer t. w. *15.8 *16.6 9.0 and over, deduct Ic. 
Notes: Premium-grade t. w. prices 2.5¢ above re gular. Notes: 
Kerosine—Thru Pa. & Del., add 1¢ gal. for t.w. deliveries of less than 100 gal. at one time. Camden T.W. prices are to consumers and dealers 
Add 1¢ for deliveries of 100-299 gal., 2¢ for less than 100 gal. Premium-grade gasoline t.w. prices 2.5<« 
Effective dates: *June 12; xJune 13; "June 14; “June 15; *June 26; tJune 27; 4June 29; tTuly 12; *July 13. above regular. 
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Esso Gasoline 


Esso (Regular Grade) 


GC ~ 
Standard — a ; Hickory . 
T.W. 4 


FUFL OILS —T.W. 
1 -2 No 4 No. 6 


- 
rs 
2 


eceoooooocoosoooceo 4 


oe ee lee | 


Atlantic City, N. J. 
Newark ... 
Baltimore, Md... 
Washington, D. C. 
Danville, Va....... 
Petersburg. . 
Norfolk ; ; 
Richmond. ....... 
Roanoke ... 
Charlotte, N.C... 
Hickory... 


Atlantic City, N. J.. 
Newark. . ihe 
Baltimore, Ma.. 
Cumberland 
Washington, D.C... 
Danville, Va 
Petersburg 

Norfolk. . 

Richmond 


Charleston, W. Va... 
Fairmont. ‘ 
Parkersburg. . 
Wheeling 

Charlotte, N. C..... 


$4. 184x$3 386 
4.42 x3.43 
4.50 x3.53 


Charleston, S. C 
Columbia. 
S artanburg 
ew Orleans, La. 
Baton Rouge 
Alexandria 
Lake Charles. 
Shreveport 
New Iberia... 
Knoxville, Tenn.. 
Memphis. . . 
Chattanooga 
Nashville. 
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tO OACOmOMNAD: 





Salisbury 
Charleston, S.C... 
Columbia 
Spartanburg 





om CMH OD 


Taxes: Louisiana kerosine prices do not in- 

clude le state tax. 

Notes: Kerosine No. 1—Atlantic City prices 

are for deliveries of 300 gals. or more; add Ic 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5¢ 

above regular 


xEffective June 22. 


Kentucky Coes Geom 
Standard healer “Yunse 
Covington, Ky. 9. 
Lexington 
Louisville 


— 





Saves from 15% to 30% on delivery 
Assures safety and cleanliness, 


—— 


VENTALARM Signals are Underwriter's Monten 


Laboratories Listed, and approved by | __Saee i  R 


Leading Fire and Safety Authorities. >: div eces 


A full variety of models to satisfy every 
tank condition, new or old. 


FULL PATENT PROTECTION ae He. as Tampa .. 
aes, ce xEffective June 13. 


= 
COGS DODD H KH SCOCOSCS 


SooomNMAMoDSSOOSDS900 
MAANAWANWDROAAD DOOD ; 


MPARANW DH OWONOMIN 








PER 





Taxes: 


SCULLY SIGNAL COMPANY a Gasoline tax column includes these city & 

1746 eg — ae Mobile, 2c city; Birmingham, 1c 

: county ; ontgomery, le city & lc county; 

4 Green Street, Melrose 76, Mass. e Pensacola, le city. Other taxes not included in 

Conedion Licensee: EMPIRE BRASS MFG. CO., sd London, Ontario x prices: Georgia, kerosine, 1c; Montgomery, 
; As 5 Ee SAR UIT MRD conser mane eee: kerosine, le; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—Prices in effect July 16, 1956, but subject to later correction: in $ per bbl. of 42 U. S. gal. at the well. 


SCHEDULE 
Gravity 

Below 20... 
20-20.9.... 


Below 21... 
21-21.9.... 


Below 25... 
25-25 .9.... 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 

Edgerly & Other Fields: 
Schedule F: Gulf. 

Eunice & Other Fields: 


Phases E (24-29 gravity): Cities Service, 
un. 


LOUISIANA—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gut, Magnolia, Pure, Sheil, Stanolind, Sun, 
'exaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 
Schedule A: Carter, Phillips, Texaco. 
Schedule D: Continental, Ohio, Stanolind. 


MONTAN A—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AIl fields 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell, 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 

Aldine & Other Fields: 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re- 
public Shell, Sinclair, Sun, Texaco. 

Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Goose Creek & Other Low Cold Test Fields: 
Schedule E (24-30 Gravity): Pan American 
10¢ above Schedule E (24-30 Gravity): 

Humble, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 
Humble, Pan American, Stanolind. 
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TEXAS—Nerth, North Central 
Schedule A: Continental, Gulf, Magnolia, 
Sinclair, Stanolind, Texaco. 


TEXAS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 
down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Phil- 
lips, Texaco. 


TEXAS—Southwest 
Bianconia & Other Fields: 
Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 
Schedule H: Humble, Sun. 
Mirando & Other Crudes. 
10¢ above Schedule H (24-29 Gravity): 
Humble, Magnolia, Sinclair, Sun, Texaco. 
Refugio Light & Other Crudes: 
Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair, 
n. 


Refugio Heavy: 
10¢ above Schedule H 
Humble. 


(20-26 Gravity): 


TEXAS—West Central 


Schedule A: Humble, Magnolia, Stanolind, 
Texaco. 


Schedule D: Cities Service. 


TEXAS—West Texas Sweet 


Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 
WYOMING—Sweet Crude 

Schedule A: Carter, Stanolind. 

Schedule D: Continental, Ohio Oil, Pure, 

Sinclair, Stanolind. 
WYOMING—Sour Crude 

Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 

FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel, Gulf) 





ILLINOIS 


Ill. Basin (Ashland, Carter, Gulf, M: lia, 
Ohio, Pure, Shell, Sohio, Texaco) ie 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (Owensboro-Ashland) 
Owensboro area (Ashland) 

Ragland Grade (Ashland) 

Somerset Grade (Ashland) 

Western Ky. all fields & pools (Sohio) 


LOUISIANA 


Bayou Pigeon (Republic) 
Bear (Continental) 

Bivens (Atlantic) 
Haynesville-Smackover Lime: 


Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf) 


Neale (Atlantic) 
North Louisiana Condensate: 


South Louisiana Condensate (Esso) .... 


Sweet Lake (Pure) 
Urania (Ark. Fuel) 
Ville Platte (Continental) 





MICHIGAN 
Only lowest and highest postings of each com- 
pany are shewn below. 


Grant 
Barryton-Sun Denslow 


Sohio: 
Coldwater 


MISSISSIPPI 

Baxterville: 
Condensate "4 
Crude (Gulf 

Central Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esse) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) ... 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) 

Corning (Seep) 

Be CII ED. von nc enicencvsussease 23 





PENNSYLVANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


TEXAS 
Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) 


Chapel Hill: 
Condensate (Sinclair) .. 
Crude (Sinclair) 


Clay Creek (Sun) re 
Conroe (Humble, Sun, Texaco) .... : 
Darst Creek (Humble, Magnolia) ....... 
Quitman-Paluxy (Pan American) 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 

Willamar (Pan American) 


WYOMING 


Big Sand Draw Condensate (Sinclair) .. 
Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 
Hidden Dome (Ohio Oil) 

Oregon _ (Ohio Oil, Stanolind, 





CALIFORNIA 


S. O. California prices. Following prices effective Feb. 7, 1956; prices shown in April and May issues of NPN were incorrect. All gravities above those 


Coal- 
Gravity inga 


+Stevens Zone. 
#Long Beach. 


quoted take highest price offered for field specified. 
Kettleman 
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Hillst Beach Inglewood Hills 
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CRUDE OIL 


Venezuelan Crude Prices 


Prices per bbl. for o-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for neve to change peer 


ae 7 Soe degree of gravity 
egplies for pode Xe below and above those shown, 
except as noted. Prices for crude oll sold at ts 
other than those indicated subject to v — 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 


Colon Development Co. Ltd. 


FOB Cardon 
Gravity 
Crude API Price (Bbl.) 
fe ee 38 .0-38.9 $2.91 
Cruces/Manueles. . . .80.0-80.4 2.50* 
FOB Colonchat 

BOO, cate oct. 6 38 . 0-38 .9 2.73 
Cruces/Manueles. . . .80.0-80.4 2.32* 


Compania Shell de Venezuela 
FOB Puerto La Cruz 
Santa Rosa Stabilized 





Condensate....... Approx. 47/48 3.10** 
2.27* 
8.04 
2.67* 
2.40* 
2.05* 
1.80° 
2.05** 
1.76* 
FOB Cabimas (Jetty) t 
i EA ey 22.0-22.4 2.07* 
FOB Caripito 
Temblador.......... 20.5-20.9 2.30* 


FOB Lagunillast 


Lagunillas ee. 15/16 1.97** 
Bolivar Dist. Heavy.. 12.5-12.9 1.62° 


FOB Cabimas (Deepwater Mooring) 


Bolivar Dist. Heavy..12.5-12.9 1.67° 
FOB Bachaquero 
Bolivar Dist. Heavy..12.5-12.9 1.67° 
FOB Cardon 
Eee 5-3 2.708 





nil: aspire ~ spiro. 15/16 
Bolivar Dist. Heavy..12.5-12.9 1.70° 


Creole Petroleum Corp. 
FOB Las Piedras or Amuay 


Bachaquero......... 16.5-16.9 1.90% 
Lagunillas Heavy... .Flat 2.05% 
FOB Amuay 

EM OS os cs cnne es 24.5-24.9 2.25°%¢ 

Tia Juana Medium. ..26.5-26.9 2.30% 

Tia Juana 102 L. P...25.0-25.4 2.62* 

Tia Juana Light..... $1.0-31.9 2.55 

FOB San Lorenzot 
MOONEE: 5. 502 ccceee 21.0-21.4 1.90* 
FOB La Salina 
Tia Juana Heavy... .18.5-18.9 2.08° 
FOB Tucupido 
Cumarebo........... 48 .0-48.9 3.40 
FOB Palmarejot 
|, PeeePP rere Te 29 .5-29.9 $ 2.28* 
FOB Puerto La Cruz 

San Joaquin......... 41.0-41.9 8.04 

re 85 .0-35.9 2.80 

Guaaipa Rietanehiewe 31.0-31.9 2.55 

pie 24.5-24.9 2.26° 

FOB Caripito 

fame parks enaens 86 .0-36.9 2.82tt 
_ RE 82.0-382.9 2.74 

Out MN < vevstcees 16.5-16.9 2.21* 

FOB Boca de Uracoat 
Temblador.......... 20.5-20.9 2.057 


FOB Capure (Pedernales)t 
Pedernales.......... 21.0-21.4 1,84* 
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Gravity 
API Price (Bbl.) 


Crude 


Mene Grande Oil Co. 
FOB Puerto La Cruz 


3.10 

8.04x 
2.84® 
2.57* 

2.27* 
1.95° 

FOB Caripito 
yo ee 20.5-20.9 2.30* 
FOB Las Piedras 

Bachaquero......... 14.5-14.9 1.76° 
Rs vacvenesce 16 .5-16.9 1.80° 

ee Fl 2.05 
. RE 20.0-20.4 2.05* 
ae 29 .5-29.9 2.40* 

Richmond Exploration Co. 
FOB Bajo Grande 
NS Watedcncccas 10 flat 1.62 
Sinclair Oil & Refining Co. 
FOB Puerto La Cruz 
Santa Barbara— 

Oficina Blend...... 34.0-34.9 2.76 
Guere (Crude Waxing) 41.0-41.9 3.04 


Soecony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 


San ao eeeccceee 42.0-42.9 3.06 
| errr 34.0-34.9 2.76 


Texas Petroleum Co. 
FOB Las Piedras 


EE ee pee 29 .5-29.9 2.40* 
FOB Puerto La Cruz 
SO ore 82.0-32.4 2.67* 
St edesces. hed 41,0-41.9 3.04 
FOB Tucupitat 
ee eee 16.5-16.9 $1.70° 


Differential per 34 deg. grav.: ®2¢ bbi. *2.5¢ bbl. 
*3¢ bbl. °8.5¢ bbl. xDifferential applies for each 
full 1 deg. v. above 41.0 and for each full 
deg. grav. below 41.4. {Shallow draft only. **Flat. 


#Also available at La Salina at 3¢ bbl. less. 
ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson/Stony Plain D-2, D-3, L.C........ $2.54 
EE evens cevceduacesceccus 2.52 
RIS wind docs ccvcesgassseees 2.52 
EE Raha navcccdesceausesetes-< 2.46 
INS vvvicccccscvctessisesce 1.89 
Fenn-Big Valley D-2, D-8...... 2222222212: 2:20 
COTE I BD oc cccccccescsncecs 2.51 
Joarcam-North Viking............... atin 
Joarcam-South Viking.................... 2.45 
Eds gekedccerdcccceeccas 2.45 
Leduc-Woodbend D-2, D-3................ 2.60 
go ones ddeccvesdvdeevisns 2.59 
I PI Ba 6d 4.066 06 ec cc ccavse eens 2.49 
I eilds coccccs cccvicce seca 2.59 
cvedencccccecscscevess 2.32 
I ana ncasdeccacsesentaes 1.79 
EE iba divndidescévcss eben 2.52 
aia aa 06.4.6 en 08-00 0400 es Kas 2.49 
I MIN seis dines cvcccccccoceses 2.49 
Manitoba 

Daly area-Mississippian................... 2.34 
East Cromer (Daley Missloaip plan Se eadkewes 2.20 
Virden area-Mississippian................. 2.39 
Woodnorth-Mississippian................. 2.28 
Ontario 

Oil Springs re Station.. 


Sarnia by t. w. or t.c......... oa 
12th Line Receiving Station ivnecaduheuves 





Saskatchewan 
NG edad oeheceneccdbesteses 2.38 
EN Oe 2.26 


Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tan begin with 383-33.9 grav. at 
$2,665 with 2¢ — per deg. of grav. to 
64 & over at $3.28 





Foreign—Prices in effect July 16, 1956, but subject to later correction; in $ per bbl. of 42 U. 8. gal., except as noted. 


Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive - 
local port or other governmental charges, 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown: 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 


Crude Gravity Price 

Arabian (ex Rastanura) 
Esso Export, Mobil Overseas. . .36-36.9 $1.97 
M. E. Crude Sales............ 84-84.9 1.93 


o—_, Iraq (ex Fao, Iraq) 
Trading, CFP, Mobil e€ 


sg Sry ee rer -86.9 1.87 
GWE os testes. detee 35-85.9 1.85 
Wie TRMGIG. ooo c. cc ccnccnsedes $2-82.9 1.79 

Iranian (ex Bandar = Maser) ee 54-08. e 1.91 
BP ading, Esso F 


a Shell é P 
(Iranian Branch), Iran alif., Gulf Inet, * Mobil 
Overseas, Texaco (Iran), Am. “Inde dent, Iran 
Atlantic, Richfield Iran, Signa! Int’l, Sohio- 
Iran, Tide Water-Iran, Hancock Int’l, Pac. 
Western-Iran, San Jacinto Eastern, Am 
Independent, N.I.0.C. 


Iranian Light (ex Abadan)....... 34-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet.. Gulf Int'l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide ater-Iran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signa! Int’l, Am. Independent. 


Iranian Heavy (ex Abadan)...... $1-31.9 1.67 
BP Trading, CFP (Iranian Beaoat), Shell Pet., 
Iran Calif., Mobil Overseas, Tide Water-Iran, 
Pac. Western-Iran, 2 iran) Iran Atlantic, 
Sohio-Iran, Le = Int'l, m. Independent, 
Richfield Iran, Gulf Int’l. 


Kuwait (ex Mina-al-Ahmadi)..... 81-81.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 


Quatar (ex Said) 
BP Trading, CFP, Shell Pet....40-40.9 2.08 
Mobil Overseas. .............- :'89-89.9 2.06 
pO rrr 86-36.9 2.00 


Eastern Mediterranean 

Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 
Esso Export, Mobil Overseas. ..36-36.9 2.46 
M. E. Crude Sales............ $4-34.9 2.42 


Iraq Fae Tripoli, Lebanon /Banias, 
SOU i ect cécsnccesoacaexed 36-36.9 2.46 


BP Trading, CFP, Esso Export, Mobil Overseas, 
Shell Pet. 







Far East Crude Prices 


Prices are in U. S. dollars ¢ bbl. of 42 
G. S. gals., ex local port or other government 
charges, for crude within Foxy — 


loaded in full cargo lots, FOB port indicated. 
Cai dsb aerudideddadccteveparewanl Seria Light 
CHAI ia oka cca nag teew Sarawak Oilfields Ltd 
CN Gi 5é kn te co ccaeenchdnanewonses 37-38 
PON iudcnccmacebetannamenaebdadesaeans $2.60 
PRG dsaddccddutcdsccdoanwens Lutong, Sarawak 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


July 15 16.63 12.86 
Month Ago 16.58 12.85 
Year Ago 16.23 12.30 





Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsy]l- 
vania, California, Philadelphia, Jackson- 
ville, Boston and Gulf Coast. 

















Ej STATISTICS 


Gasoline Consumption by States, March 1956 


(American Petroleum Institute sa 
Tax Ratet M -—2 Months Ending With——. 
March Feb. 1956 on. 1956 Mar. 1955 Mar. 1956 Mar. 1955 
Cents Gallons Gallons Gallons Gallons Gallons 
65 , 729 ,000 76 ,895 ,000 68 ,507 ,999 210,528 ,000 191,396 ,000 
29 ,463 ,000 32,642,000 29,347,000 92, 933, 000 84,019,000 
37,520,000 47,064,000 41,512,000 124,856 ,000 113,974,000 
394,070,000 441,100,000 474,898 ,000 1,214,737 ,000 
41,838,000 49 ,247 ,000 45 ,846 ,000 134: 415,000 
49,498 ,000 54,173,000 52,656,000 153 ,929 ,000 148 , 737 ,000 
10,826 ,000 12,354,000 11,326,000 34,040,000 30,477 ,000 
16 ,302 ,000 18,137,000 17,043 ,000 50,952,000 48 ,884,000 
133 ,049 ,000 143 ,904,000 131,097 ,000 405 ,894 ,000 
89,172,000 101,908 ,000 283 , 486 ,000 
14,544,000 19,169 ,000 090, 48 ,945 ,000 
194,592,000 237,651,000 637 ,218 ,000 
113, 768,000 139 ,583 ,000 180, 600, "000 877 ,567 ,000 
69 ,931,000 92 ,282 ,000 , 703 ,000 235 ,280 ,000 
73,744,000 89,650,000 34082000 234,211,000 
56,537,000 66 , 755,000 61,561,000 184 ,435 ,000 
65 ,473 ,000 74,379,000 74,584,000 206 ,304 ,000 
19,521,000 20 ,228 ,000 19 ,268 ,000 59,431,000 56,685, "000 
60, 183 ,000 67 ,526 ,000 61,145,000 186 ,399 ,000 167 ,978 ,000 
90,327,000 97 ,495 ,000 94,608 ,000 279 ,357 ,000 
178,616,000 188 ,006 ,000 186 ,225 ,000 552,856 ,000 
73 ,858 ,000 83 ,870 ,000 79 , 767 ,000 233,197,000 
52,670,000 51,844,000 147 ,777 ,000 
‘i ‘ 138 , 798 ,000 127 ,938 ,000 359 ,666 ,000 339, "459, ‘000 
16,310,000 19 ,542 ,000 , 53,291,000 48 ,828 ,000 
35 ,048 ,000 48 ,269 ,000 ‘ J 120 ,091 ,000 111/318;000 
10 ,623 ,000 9,137,000 : 26,101,000 25,703 ,000 
12,012,000 12,929 ,000 36 ,777 ,000 34,456 ,000 
135 ,274,000 144 ,376 ,000 " . 416 ,897 ,000 
25 ,708 ,000 27,186,000 . 80 ,248 ,000 
259 ,613 ,000 281,073,000 809 , 790 ,000 
93 ,586 ,000 109 , 927 ,000 104: 595, 000 300 ,946 ,000 
14,935 ,000 16 ,537 ,000 ¥ 
250,795 ,000 236 550.000 
z x 77,848,000 73,751,000 
42,057,000 48,717,000 46 ,391 ,000 
208 , 229 ,000 235 ,655 ,000 220 ,809 ,000 658, "310, 000 613, "853. "000 
17,318,000 18 ,895 ,000 18 ,982 ,000 58 ,034 ,000 53,299 ,000 
49 ,349 ,000 57,160,000 538 ,3872 ,000 157,528,000 145,071,000 
18,721,000 19 ,677 ,000 fe 57,803 ,000 59 ,383 ,000 
70,361,000 92 ,886 ,000 243 ,388 ,000 207 ,037 ,000 
315,354,000 391,883 ,000 ,040 ,680 ,000 = ,669 ,000 
19 ,773 ,000 23 , 423 ,000 22, 636, 000 63 ,637 ,000 ,095 ,000 
7,811,000 8,410,000 7,946 ,000 24,316,000 , 128,000 
89,441,000 101,300,000 91 636,000 280 ,678 ,000 , 327,000 
61,055 ,000 71,574,000 65 ,526 ,000 198 ,135 ,000 ,845 ,000 
é 31,256 ,000 41,445 ,000 30,159 ,000 109 ,693 ,000 ,574,000 
Wisconsin 78 ,363 ,000 86,217,000 86 ,083 ,000 246 ,827 ,000 238 ,663 ,000 
Wyoming 9,452 ,000 10 ,826 ,000 10,701,000 30,617,000 28 ,998 ,000 


Total 48 States and D. of C. ; 3,937,839 ,000 ,549 571,000 , 330,720,000 12,562,030 ,000 , 939 ,037 ,000 
Daily Average......... Sates +s 135 , 788 ,000 146 , 760 ,000 139 , 701,000 138 ,044,000 132,656,000 


Change from previous year: 
Total Change biek +218, 851,000 +622 ,993 ,000 
+5.05% +4.06% 


Percentage change in Daily Average 
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+These are State tax rates per gallon. In addition there is the Federal Tax of Two cents (2¢) per gallon. 

*Consumption figures for California subsequent to December 1, 1955 are not entirely comparable with previous periods due to to exclusion of Jet Fuel, the 
ore of — are not available currently nor prior to December 1, 1955. 

r) Revise 


. . he Memphis, Tenn. ...... 16.10 21.90 
Gasoline Prices for 54 U. S. Cities Louisville, Ky. 15.90 20.90 
Dealer tank wagon and retail prices for regular-grade (housebrand) yee poo ane oa a 
gasoline in 54 representative U. S. cities on July 1, as compiled by Indianapolis Ind 16.90 1.90 
Platt’s OILGRAM Price Service, a McGraw-Hill publication, Na- Chicago, Ill. ......... 16.80 3.50 
tional Petroleum News and Platt’s OILGRAM Price Service, are Detroit, Mich. =. 24.15 
shown below. Figures are in ¢ per gal. See page 103 for explanation of Milwaukee, Wisc. _. 17.80 23.40 
the prices. Gates Tax Series Twin Cities, Minn, ... 15.70 20.90 


Dir.T.W. Station —(incl.3¢ _ Station Fargo, N. D. ......... 16.60 21.90 


Huron, S.D. ........ 17.70 23.30 
tax) t federal . 
=o) =e 86Seee | 6(Oack ox) Omaha, Neb. 16.30 21.90 


Average U. S. 16.34 21.84 8.79 30.63 Des Moines, Ia. 16.50 22.50 
Portland, Me. 16.50 20.90 10.00 30.90 St. Louis, Mo. 16.40 21.90 
Manchester, N. H. . 16.40 20.90 8.00 28.90 Wichita, Kans. 15.40 20.90 
Burlington, Vt. 18.00 24.30 8.50 32.80 Tulsa, Okla. 16.20 21.40 
Boston, Mass. 13.90 16.90 i 24.90 Little Rock, Ark. ..... 16.10 21.40 
Providence, R. I. 9.40 12.90 k 19.90 New Orleans, La. «ioe 22.50 
Hartford, Conn. ic EO 14.90 X 23.90 Dalles, Ver. ..4:...35 130 20.80 
Buffalo, N. Y. . 17.10 23.30 y 30.50 Houston, Tex. 15.20 30.70 
New York, N. Y. ..... 16.50 25.00 q 32.00 Albuquerque, N. M. .. 17.90 24.20 
Newark, N. J. 14.90 19.90 k 26.90 Denver, Colo. ..... 14.50 19.90 


Philadelphia, Pa. 15.30 19.90 t 28.90 Cheyenne, Wyo. . 15.40 18.90 
Wilmington, Del. 16.10 21.90 4 29.90 Great Falls, Mont. ... 19.00 26.00 


Baltimore, Md. 15.70 22.20 J 31.20 Boise, Idaho ..... . 19.20 24.50 
Washington, D. C. . 16.20 20.90 A 29.90 Salt Lake City, Utah .. 17.70 23.50 
Charleston, W. Va. . 16.30 22.90 i 31.90 Reno, Nev. (a ~~ aoe 25.40 
Norfolk, Va. . 15.80 21.90 . 30.90 Phoenix, Ariz. . . 18.10 21.90 
Charlotte, N. C. .. 14.40 18.90 ‘ 28.90 Los Angeles, Calif. ... 16.40 21.90 
Charleston, S. C. 15.40 22.80 . 32.80 San Francisco, Calif. 16.90 23.60 
Atlanta, Ga. 17.10 22.80 Ss 32.30 Portland, Ore. . 17.40 23.50 
Jacksonville, Fla. .. 16.60 21.60 i 31.60 Seattle, Wash. ....... 17.50 22.40 
Birmingham, Ala. .... 15.90 20.90 . 31.90 Spokane, Wash. ...... 19.70 25.70 
Jackson, Miss. .. . 17.00 23.10 t 33.10 * Includes 1¢ city tax. ** Includes 0.5¢ city tax. 
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Rockwell-Nordstrom valves and Rockwell Rotocycle meters at pipeline terminal station. 


Get “Quarter-Turn’ Safety 


In an emergency, one valve failure can jeopardize 
any marketing operation. Rockwell-Nordstrom valves 
eliminate most flow control hazards because they 
close with a quick, sure quarter-turn. Even when the 
plug has been in one position for months, Rockwell- 
Nordstrom valves operate instantly because the 
plug is hydraulically ‘“jacked’”’ by the lubricant. 
Positive shut-off is assured on even lightest vola- 
tiles by a tough, seal of plastic lubricant that is 
far more efficient than risky metal-to-metal seating. 


with ROCKWELL-Nordstrom VALVES 


Rockwell-Nordstrom valves are available in a 
complete range of sizes and pressure ratings for load- 
ing racks, bulk plants, and pipe line terminals. 
Price-wise, they cost no more, often less, than ordi- 
nary valves. For safety and dependability they can- 
not be matched by any valve. Write today for more 
information: Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 


Canadian Valve Licensee: Peacock Brothers Limited. 


ROCKWELL-Nordstroom VALVES 


Lubricant Sealed for Positive Shut-Off 


40th YEAR of lubricated plug valve leadership 





How to choose the 


wheel balancer 
that’s 


EVER OBSOLETE 


—that’s ready now for 


the new 14” wheel! 


Use this 
Handy Buyer's Check List: 


iti have cor- 

iil you have positive proof that you 

1 balancer handle all size wheels, will y - eae io te Sa 
Will your wheel bole iol adapters? (Even heone te A Meals 
oo cogent om the 1957 cars?) If it’s on VY ye-Scale” meter that gives you and your cus 
win one tl genfirchr ya i eon tomer positive visual proof! 
ae oa ee ony wheel—on the cor— 
without any attachments! —_— 











—— 
Yes, ome pith ne Get all the 
oe - Balancer 
th the “up Whee 
will your shoal balances sorsabalonee so com- advantages at a new low 
re yah wheel assemblies? The Alemite price 
Wheel Balancer is the only on-the-car arog 
that will correct both static and dynamic 
balance on any wheel! 





Will you get free advertising and nigger 
help with your wheel balancer? The o 
— tyes” if it’s Alemite — becouse only Alemite give 
| se team advertising, with a personal mer- 
Tread he d for your use! 
sagsomnly disin ckage designed Tor y 
will your wheel balancer save psy eam y acre Pa deg fr 
‘er Wyn oon orate Whe query , ‘4 ne tat ype a doy you poy for it in only 
‘ves’ if you own an Alemite > a se ey for Win 
cus ve time Peeay a sanaletare a 11 days! Ask your supplier abou y 
~—and it’s never necessary toa 








MOST COMPLETE 
WHEEL BALANCING PACKAGE EVER OFFERED! 


® Eye-catching new Alemite styling © FREE merchandising kit—complete 
—plus exclusive Alemite fea- selling help to make your depart- 
tures for faster, easier jobs! 


ment a wheel balancing center! 
® FREE dealer sign to tie-in your 


® Continuous national advertising 
service department with Alemite in the Saturday Evening Post! 
national advertising! 


ALEMITE & 


A Product of STEWART-WARNER CORPORATION 
Dept. K-86, 1826 Diversey Parkway, Chicago 14, Illinois 
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Elliott: Standard of Ohio has a dynamo in reserve when .. . 


An Engineer Goes to Market 


SAM ELLIoTT’s best girl lived in New 
Orleans, and he was in Cleveland. 
Between the two, the telephone com- 
pany was enjoying a bonanza year. 
Finally, Elliott proposed marriage. 

“It’s cheaper,” he said, “than long- 
distance phone calls.” 

The time was June, 1934, and 
Samuel H. Elliott was already on the 
way up in the Standard of Ohio or- 
ganization. Trained in civil engineer- 
ing at the University of Kansas, Elliott 
had worked for three years after 
graduation for the State Highway 
Commissions of Kansas and New 
Mexico. In 1927, he packed his grip 
and headed northeast to Harvard 
Business School. He received his 
Master’s degree in 1929 and joined 
Sohio the same month. 

Looking back, Elliott says he left 
civil engineering because “to be a 
success, you’d have to be a mathe- 
matical wizard. I found I wasn’t.” 

Then he adds thoughtfully, “It was 
a little narrower field than I wanted.” 

Sense of Direction—His associates 
say Elliott is a man who appraises 
himself realistically. He knows what 
he wants, and plows a steady furrow 
until he gets there. Today he is Sohio’s 
vice president in charge of marketing 
and a director of the corporation (see 
p92). 

Between his first job with the com- 


pany in the business research depart- 
ment and his current position, Elliott 
has applied his various talents to ac- 
cessories development, transportation, 
purchasing, and pipe line operations— 
all with equal success. 

As vice president in charge of 
transportation, he supervised the con- 
struction of the 1,000-mile, 22-inch 
Mid-Valley Pipe Line from Texas to 
Ohio. The $56-million job was com- 
pleted in 1950, during his tenure as 
president of the Sohio Pipe Line Co. 

His schedule is heavy, but he spends 
as much time as possible in his modest 
but comfortable home in suburban 
Shaker Heights. Elliott and his wife, 
the former Marie Louise Taylor, have 
one daughter, Jeanne, who is due to 
enter her freshman year at Carleton 
College this fall. 

At home, his quiet tastes lead him 
to gardening. The Elliott lawn is dotted 
with trees he has selected himself. 
He still does a part of the yard work 
and flower culture himself, although 
lack of time recently forced him to 
give up his vegetable garden. 

Big Game—For pure recreation, 
Elliott enjoys photography, shoots a 
good game of golf. An energetic out- 
doorsman, he is fond of hunting and 
fishing. For big game he travels to 
Wyoming and Alaska in search of 
brown bear. “You can’t hunt around 
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here (in Ohio),” he says. “You really 
have to go on a trip.” One of these 
trips may last as long as two weeks. 
The last time out, Elliott and a partner 
bagged an eight-foot Alaskan brown 
bear from the “respectable” distance 
of 140 feet. 

His wife says Elliott is not fussy 
about his food, but does like good 
china, crystal, and snowy-white linen 
on the table. In the morning, it takes 
about ten minutes to wake him up. It’s 
a good idea, Mrs. Elliott says, to keep 
out of his way until he has showered, 
shaved, and dressed. The morning 
ablutions over, he is his “usual self.” 

Elliott is reserved and even-tem- 
pered. At Sohio he is respected for his 
clear, incisive mind, and the orderly 
precision of his business affairs. Order 
for him is not so much an obsession 
as a dire necessity. His company re- 
sponsibilities—in addition to his vice 
presidency and directorship—include 
membership on seven committees, 
vice presidency of three allied com- 
panies, and directorship of six more. 

Industry affiliations have placed him 
on eight different units of American 
Petroleum Institute. He is also a mem- 
ber of National Petroleum Assn., the 
Pipe Liners Club, the American Man- 
agement Assn., and the Cleveland 
Chamber of Commerce. 

Community Man — Elliott’s secre- 
tary estimates he spends up to 23 
full days a year on non-business activi- 
ties, which range from membership on 
the Pan-American Games Committee 
to presidency of the Harvard Business 
School Assn. He travels 40,000 to 
50,000 miles a year, yet manages to 
serve as a junior warden and vestry- 
man in St. Paul’s Episcopal Church. 

How does he manage to do all this? 
“I do like anybody else does,” he says. 
“I really work at it. I try not to take 
on assignments I can’t do a jobon... 
don’t always succeed.” He estimates 
that he attends at least 60% of the 
meetings these activities lead him into. 

Part of Elliott’s secret, at least, is 
his ability to keep himself in check. 
He always seems to have just a little 
bit more energy than he uses. A 
friend describes him as being “meticu- 
lous without being finicky.” He is a 
man to whom details are important, 
but not dominant. He can usually be 
depended on to arrive at his office 
about 8:40 each morning, but he’s not 
a man to set your watch by. 

Perhaps the best estimate of his 
even-keel nature comes from another 
friend. “If Elliott were not in this 
position,” he says, “he would make an 
excellent Episcopalian minister.” 

(Please turn the page) 
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Meeder: He knew the customers 


Pipeline to the Presidency 


FREDERICK H. MEEDER likes to recall 
a three-man company he helped found: 

“T did all the work . . . the other two 
did the selling.” 

For the powerful, square-shouldered 
president of Richfield Oil Corp., sales 
has generally been ‘the other side of 
the business.’ Until he became vice- 
president of Richfield in 1948, he had 
never held a sales job. 

The three-man firm was Walburn 
Petroleum Company. When Walburn 
was merged with another firm in 1929 
to form Richfield, Fred Meeder came 
along. Though short on sales experi- 
ence, he was long on his knowledge 
of other phases of the oil business. 
He moved up through the ranks, and 
like an old army sergeant he has held 
all the jobs along the way. His strength 
is terminal construction and operation. 

In his diverse career, Meeder has 
had a hand in building most of Rich- 
field’s barge terminals from Baltimore, 
Md., to Providence, R. I. In some 
cases, he has done the pipe work with 
his own crew. Yet the only engineering 
training he ever received came, as he 
says, “off the back of an envelope... 
picked it up as I went along.” 

Meeder was only two years old 
when his father died. His early school- 
- ing was, in his words, “skimpy.” At 
twelve, he took a job after school 
hours in a garage. “I suppose I learned 
a lot there,” he says. “They had a 
complete machine shop with lathes and 
drill presses. I expect that had a lot to 
do with my getting into the mechanical 
side of the oil business later on.” 

Meeder underplays his own knowl- 
edge. His first job with Richfield was 
as head of Bayonne, N. J., terminal 
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operations. He went on to become 
an authority on ethyl gasoline blending 
plants and the preparation of ethyl 
gasoline for the market. He moved 
steadily up the Richfield ladder and in 
1937 was made superintendent of 
terminals. Ten years later he became 
manager of the products and traffic 
department. A year after that, he was 
vice-president, and in 1951, president. 

An affable man, the 230-pound 
Meeder uses colorful language, has 
strong opinions. He is a steady cigar 
smoker (8-10 a day) who switches 
back and forth from big, fat stogies to 
the small, thin type. Characteristically, 
as he talks he places his big right hand 
on his desk, the stump of a cigar 
caught between the first two fingers. 
Clear-eyed and relaxed, he talks vigor- 
ously about his business life. 

“The companies I’ve been in were 
all small ones,” he says to explain his 
varied experience. “I’ve built terminals, 
operated them, and run the trans- 
portation department. Once I managed 
eight or nine tankers.” 

As a small-company man, Meeder 
fits the Richfield pattern. Well-known 
on the East Coast, the company is 
nevertheless not one of the giants of 
the oil industry. Its operations are 
kept compact. When Meeder became 
vice-president, he recalls, he “already 
knew most of the customers.” 

But small-scale operations are a 
virtue only if they mean close relation- 
ships between supplier and distributor. 
Meeder thinks this is one of Richfield’s 
strongest points. “That’s the kind of 
company we are,” he says, “all built 
on personal contact.” 

Personal contact means a lot of 
travel. In Meeder’s words, “You have 
to live with your distributors in the 
kind of operation we have.” He is on 
the road four days a week, and is often 
away from home on weekends. 

Home for Meeder is an eight-room 
frame house in Spring Lake on the 
New Jersey shore. He designed it him- 
self in 1937. From there he drives to 
work—about an hour and fifteen 
minutes on the Garden State Parkway 
and New Jersey Turnpike—because he 
doesn’t like to commute by train or 
bus. In Spring Lake are Meeder’s wife 
and a ten-year-old daughter. He also 
has two married sons. 

Even though he is wrapped up in 
his business, Meeder finds time to 
work for the Oil Industry Information 
Committee. He is an active member 
of the national steering committee and 
chairman of the New York-New Jersey 
district. “Sure it takes a lot of time,” 
says Meeder, “but every man ought to 
do something for the industry in which 
he makes his bread and butter.” @ 


Shea: The jump was worth it 


Long Shots Pay Off 


FROM MANILA, P. I., to Pasadena, 
Calif., J. M. Shea, Jr., has seldom 
shied from taking chances. Through- 
out his short but successful business 
career, the long shots have paid off 
handsomely. 

At 32, Shea is a sound and grow- 
ing gasoline and TBA distributor for 
Tidewater Oil Co. He insists he is no 
prodigy, says he’s still learning the 
ropes. He backs this up with a habit 
of listening more than he talks. But in 
three years, starting from scratch, he 
has built himself an annual TBA vol- 
ume of $150,000. (See story on p108.) 

Born in Santa Barbara, Shea was 
raised in Los Angeles. His father was 
Los Angeles district sales manager for 
Tidewater. The younger Shea attended 
St. Mary’s College in Moraga, Calif., 
then moved on to the University of 
Washington. In 1943, he graduated 
with a major in foreign trade and 
entered the Navy. 

While serving in the South Pacific 
Theater, Shea spent some time in 
Manila. He was so captivated that he 
returned to the United States at the 
end of the war only long enough to 
marry his college sweetheart, Molly 
Marsh. The couple hurried back to 
Manila, and Shea joined a big export- 
import company there. When the 
chance to strike out on his own pre- 
sented itself, Shea jumped. 

“We didn’t mind taking a chance 
then,” Shea says. “For about a year I 
would have been washed out if any 
one of the deals I put together hadn’t 
worked. But I guess I was lucky—they 
all worked out.” 

By 1953, Shea had built an export- 
import business with a tidy volume. 
But his first son was ready to enter 
school, and the Sheas decided they 
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wanted to raise their children in the 
United States. 

Back in Pasadena, Shea made ar- 
rangements to buy a Tidewater con- 
signee-distributorship. In 1954, his 
father retired from Tidewater, leaving 
the younger Shea to carry on the 
family tradition with the company. 
The Sheas now have three children 
and live in Arcadia. 

From Manila to Pasadena is a big 
jump; for anyone else, it might have 
been a long shot. For J. M. Shea, Jr., 
as usual, the chance has paid off. 


Heaney: Sounding his A 


OHI's New Man 


Fred W. HEANEyY, Oil-Heat Insti- 
tute of America’s new distribution 
division chairman, is a bow-tie and 
crew-cut New Englander who was 
transplanted to New York City in 
1951. In spite of his five years among 
New Yorkers, he still speaks with the 
broad “a” of a Bostonian. 

That accent, as well as the voice 
behind it, is well known to oil men in 
many parts of the U. S. It has often 
been heard at oil men’s meetings, as 
Heaney hammers home his theory that 
oil men should tone up their own 
operations in order to grow and to 
help the oil heat industry grow, too. 

Heaney confesses that he has no 
hobbies such as golf, fishing or hunt- 
ing. The reason is simple: he hasn’t 
the time to spare for such pursuits. 
He’s too busy talking to oil men about 
their own business. 

“If you can call it such,” he says, “I 
guess my hobby is association work. I 
like to mix with people.” Heaney 
“always wanted to be a salesman,” and 
his industry association work so far 
has given him plenty of chance to sell 


oil men on their own industry. 

In his new OHI job, he’ll have more 
opportunity to do the same. Oil men 
say OHI made a wise choice in elect- 
ing Heaney to the marketing unit 
chairmanship. They point to his 
“hobby” background, which includes 
presidencies of Massachusetts Oil 
Heating Assn. and New York Oil 
Heating Assn., a term as director of 
OHI of New England, membership on 
American Petroleum Institute’s fuel 
oil committee, a year as vice chairman 
for the East in OHI’s distribution di- 
vision, and currently—in addition to 
his new OHI work—chairmanship of 
New York City’s Better Heat With Oil 
Council advertising committee. 

Heaney wants to build up dealer 
membership in his new division. He 
also wants to develop “more and 
more” educational filmstrips of the 
type begun in the last year, and he 
wants the distribution division to give 
better service to the smaller dealers. 
Heaney believes the distribution di- 
vision alone “can straighten out some 
of the evils in the industry.” His 
friends say that he’s done a lot to get 
price-cutters in the New York market 
to see the light. 

Heaney’s connection with the oil 
business goes back 29 years: “It’s too 
long to remember,” he says. He is now 
a partner in Skaggs-Walsh, Inc., heat- 
ing oil distributor in Long Island City, 
whose more than 4,000 accounts 
cover Manhattan, Brooklyn and 
Queens. It was the S-W partnership 
that brought him down to New York 
City from his native Boston, where he 
had been vice president and general 
manager of Buckley & Scott, heating 
oil distributor in Watertown, since 
1939. 

Heaney cut his eye teeth in the oil 
business at Buckley & Scott. It was 
back in 1927 when Heaney, after 
working as a draftsman, started with 
Buckley & Scott as service department 
dispatcher. As the years went by, 
Heaney moved up to fuel oil dis- 
patcher, service manager, installation 
manager, salesman and sales manager 
before becoming vice president and 
general manager. 

Any spare time he has is spent with 
his wife at their 67th St. apartment. 
“Since moving down to New York, 
I’ve become a cliff dweller,” Heaney 
says. He has three children. The elder 
daughter teaches school in Ohio, while 
the younger attends Chestnut Hill Col- 
lege, Philadelphia. His son is at St. 
Paul’s School, Garden City, Long 
Island. 


(See p. 151 for an account of the 
recent OHI meeting.) x] 
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Beckwith: Sunny climate beckons 


Ex-Hellraiser 


By HIS OWN ADMISSION, Fred N. Beck- 
with has been raising hell on the 
Oil-Heat Institute of America’s board 
of directors for 13 years. 

But he won’t do it any more. It’s 
not that 69-year-old Uncle Fred— 
that’s his name among OHI people— 
has changed, but because he has re- 
tired voluntarily, he says, “to make 
room for a younger man.” The younger 
man in this case is C. Everett. Elliott 
of Charles L. Elliott Co., heating oil 
distributor in Danvers, Mass. 

Although he won’t be as active in 
national OHI work as before, Beck- 
with will still have plenty to say 
regionally in New England, where he’s 
holding onto his job as executive sec- 
retary of OHI’s New England chapter. 
He’s not quite ready to retire com- 
pletely, he adds, but he’s thinking 
about it more each day. 

Early OHI Booster—Beckwith’s te- 
nure on OHI’s board sets a record. 
That’s because he played a big part 
in getting OHI’s distribution division 
set-up to give the heating oil market- 
ing segment of the oil-heat industry 
a national voice, and because OHI’s 
manufacturing and accessory divisions 
relied on his experiences with the retail 
marketing segment to guide them. 

It’s not stretching the truth to say 
that Beckwith had a lot to do with 
the way OHI functions today. Before 
the days of OHI, it was the Oil Burner 
Institute, representing only the burner 
and accessory manufacturers. It was 
to this group—in 1943—that Beck- 
with made his pitch to get the heating 
oil retailer segment represented and to 
have OBI become OHI. And when 
that change was made, Beckwith re- 
turned to Boston to organize OHI’s 
first distribution division chapter and 
become its executive secretary. 

“At that time,” Beckwith recalls, 
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“the New England oil dealers, espe- 
cially those around Boston, wanted 
some sort of a national organization to 
reflect the operations of the entire oil 
heating industry.” With the country 
at war, there were problems. Beckwith 
remembers that every time oil men 
from any region went to Washington 
for help, government officials told 
them no help would be forthcoming 
because it was a regional problem. 
“They told that to us and to a group 
that would come in from Chicago. 
Yet we all had the same problems,” 
Beckwith says. “We needed a national 
organization to voice our feelings.” 

Beantown Beginnings—Beckwith set 
himself up as an oil-heat consulting 
engineer in Boston in 1925. Up to that 
time he had been a successful busi- 
nessman as general manager and treas- 
urer of a family-owned business, Beck- 
with Manufacturing Co., which made 
special parts for shoes. He had also 
dabbled with some success in politics 
in Dover, N.H., resigning as mayor in 
1917 to enlist as a private in the U. S. 
Army. Returning home in 1920 as a 
lieutenant, he found that Gov. Albert 
O. Brown of New Hampshire had 
appointed him Dover police commis- 
sioner and named him a major on 
his personal staff. 

As a heating engineer, Beckwith 
joined Boston Oil Burner Assn., fore- 
runner of Massachusetts Oil Heating 
Assn., and served as secretary-treas- 
urer until 1947, when he found the 
workload of this group and the OHI 
chapter getting ahead of him. So he 
decided to give all his time to OHI 
work. 

Hard Worker—New England oil 
men give Beckwith a lot of credit in 
getting local states and cities to adopt 
sensible oil-burner safety and installa- 
tion codes. He has appeared many 
times before legislative committees to 
outline the industry’s thinking on 
certain codes, and more than once 
he has been able to get the lawmakers 
to see the light. “We didn’t have any 
quarrel with what they were trying 
to do but we didn’t like some of the 
ways they used to get the end result,” 
Beckwith says. 

A little further along safety lines, 
Beckwith has worked as a member 
of the flammable liquids committee of 
National Fire Protection Assn. 

Beckwith looks to his retirement 
as OHI board member “as another 
step in getting my house in order.” 
He already has dropped most of his 
clients as a heating consultant. “T still 
have a few of my early customers 
that I'll continue to work for,” he 
says. 

A bit regretfully, his friends say 
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that Uncle Fred should never have 
taken his trip to Florida last winter. 
Eventual retirement to that sunny 
climate, they think, is in the back of 
his mind. And secretly, a lot of them 
wish they could join him. a 


C. J. Blake has been named presi- 
dent of Globe Fuel Products Co., an 
independent marketer in Chicago. He 
will be succeeded as manager of sup- 
ply and transportation for Metropoli- 
tan Petroleum Corp., Oradell, N. J., 
by Frank Carroll. Both Metropolitan 
and Globe are affiliates of Pittston Co. 

e 

Jack Simon has resigned as vice 
president of Imperial Oil Co., Edge- 
water, N. J., to become a chemical 
engineer at Harris and Sons Steel Co., 
Kearny, N. J. 

* 

Chester W. Guthrie has been ap- 
pointed assistant to William R. Seuren, 
sales vice president of Frontier Refin- 
ing Co., Denver. William Klingler, 
former Denver zone manager, succeeds 
Guthrie as western division sales man- 
ager. 


Warren Campbell 

William K. Warren, chairman of 
the board of Warren Petroleum Corp., 
was recently elected to the board of 
directors of Gulf Oil Corp. Warren 
Petroleum merged with Gulf earlier 
this year. 

John P. Knight has been assigned to 
the personal staff of Gulf’s vice presi- 
dent for domestic marketing as a mem- 
ber of that department’s operating 
committee. Edwin W. Campbell suc- 
ceeds him as marketing manager, spe- 
cial products and accounts. Campbell, 
a former service station operator and 
veteran of 20 years with Gulf, will 
handle sales of stock oils, LP-gas, 
natural gasolines, coke, and asphalt, 
and special accounts like federal gov- 
ernment agencies. 

e 

Other Gulf changes include the ap- 
pointments of O. K. Weatherwax as 
marketer, special products, Atlanta 
division, and W. R. Whiteley as At- 
lanta marketer, contractor and fleet. 


Whiteley has been succeeded as assist- 
ant district manager, retail, in Atlanta 
by R. W. Slade. W. H. Gamble takes 
Slade’s old job of assistant district 
manager, retail, at Greenville, S. C. 
H. B. Strother is Gamble’s successor 
as assistant district manager, Greens- 
boro, N. C. 

W. E. Pascoe, Jr., is Gulf’s new as- 
sistant district manager, retail, at Rich- 
mond, Va. B. W. Brown moves from 
Baltimore assistant district manager, 
retail, to be in charge of dealer train- 
ing in the Philadelphia division; he 
will be succeeded at Baltimore by 
I. G. Reuben. 

C. B. Malmberg, Gulf district man- 
ager at Tyler, Tex., has been named 
district manager at Fort Worth, suc- 
ceeding C. C. Blackman, transferred 
to the Houston division office. Wylie 
Phillips takes the Tyler post. Don 
Boatman is the new acting district 
manager in Dallas. 

e 


J. W. Austin, former manager of 
Humble Oil & Refining Co.’s north- 
east division, has been named manager 
of wholesale sales for the company. 
George Wilmoth has been named 
northeast division manager to succeed 
the late R. V. Rea, and Homer Bass 
has been appointed assistant division 
manager. 

e 

Robert H. Milbrath has been elected 
a vice president of International Petro- 
leum Co., Ltd. He has held various 
positions in International’s marketing 
organizations in Peru and Colombia; 
was named marketing advisor in 1953, 
and elected to the board of directors 
in 1954. 

e 

Richard E. Rhea, veteran of mar- 
keting and other operations of the 
Ohio Oil Co., has been named secre- 
tary of the company. Most recently 
manager of the corporate records and 
organization department and assistant 
secretary, Rhea succeeds H. H. West, 
who continues as a director and vice 
president of the administrative serv- 
ices department. 

td 

Kenneth A. Beede, a 30-year vet- 
eran in terminal operations for the 
American Oil Co., has been promoted 
to superintendent of the company’s 
Rensselaer, N. Y., terminal. 

* 


Dr. E. R. Booser of General Elec- 
tric Co. is the new president of the 
American Society of Lubrication En- 
gineers. Wilbur Deutsch, elected presi- 
dent of ASLE at the 1956 annual 
meeting, died on April 13, and Dr. 
Booser, vice president at large, suc- 
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ceeded him. J. L. Finkelmann, Warren 
Refining & Chemical Co., Cleveland, 
is the new secretary, and J. W. Peter- 
son, Standard Oil Co. (Indiana), is 
treasurer for the coming year. 

* 

James W. Monroe, a distributor for 
Pan-Am Southern Corp., will serve as 
president of the Louisiana Oil Mar- 
keters Assn. for the coming year. 

e 

Ray F. Granlund, former vice presi- 
dent for sales, Eastern States Petro- 
leum Co., has been named senior vice 
president in charge of refining, petro- 
leum, chemical sales and _ traffic. 


Edward J. Fourticq, general manager 

of petroleum sales, has been advanced 

to vice president for petroleum sales. 
o 

Victor R. Storey has been named 
New Orleans division fuel oil and LP- 
gas manager for Shell Oil Co. He suc- 
ceeds Richard C. Sedlak, who has 
moved to Shell’s Boston division as 
division industrial products manager. 

* 

J. K. Farley has moved from Pacific 
regional manager for British-American 
Oil Co. to prairie regional manager, 
with headquarters at Regina. His suc- 
cessor at Vancouver is J. C. Hall, 
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former assistant to B-A’s marketing 
vice president. D. S. Woodman has 
succeeded A. E. Osborough as central 
regional manager; Osborough was re- 
cently promoted to general manager 
of marketing. 
e 
Charles T. Gladstone, an Esso 
Standard Oil Co. dealer in Baltimore, 
has been named dealer-activity chair- 
man for the Middle Atlantic district, 
Oil Industry Information Committee. 
e 
Robert F. Neal has been appointed 
assistant manager of the Chicago divi- 
sion of Socony Mobil Oil Co. He was 
a member of the marketing staff of 
Magnolia Petroleum Co., Socony’s 
southwestern affiliate. 


Charlton Bird 


J. Donald Charlton, formerly mar- 
keting director of Mobil Oil de Co- 
lombia, has been transferred from 
Bogota to Mexico City to assume the 
presidency of Mobil Oil de Mexico. 
He succeeds Howard Bird, who has 
moved to New York and Mobil Over- 
seas Oil Co. All three are Socony 
Mobil Oil Co. subsidiaries. 

a 

Earl F. McNeilly has been named 
sales manager of asphalt and heavy 
fuel oils for Standard Oil Co. (Indiana) 
in the Chicago general offices. Indiana 
Standard has also announced the re- 
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tirement of Dow J. Byers, manager of 
its LaCrosse, Wis., sales division for 
the past 11 years. The LaCrosse’ divi- 
sion has been consolidated with the 
Green Bay and Milwaukee, Wis., and 
Duluth, Minn., divisions. 

One of Standard’s Chicago station 
salesmen, Frank Kaufman, has been 
making a name for himself as a basket- 
ball coach in India. He spent three 
months there teaching the sport under 
the auspicies of the U.S. State Depart- 
ment. Kaufman played varsity basket- 
ball at the University of Notre Dame. 

e 

Leonard B. Morgan, Sun Oil Co., 
Pittsburgh, is president of the Assn. of 
Eastern Petroleum Credit Managers 
for the coming year. S. G. Steiner, 
Gulf Oil Corp., New York, was elected 
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vice president. Officers re-elected for 
an additional term include vice presi- 
dents A. C. Cater, Socony Mobil Oil 
Co., Buffalo, and E. A. Schramko, 
Esso Standard Oil Co., Philadelphia; 
secretary-treasurer C. M. Mathewson, 
Cities Service Oil Co., Boston, and 
assistant secretary-treasurer Dudley R. 
Meredith, Credit Men’s Assn. of West- 
ern Pennsylvania. 
0 


R. P. Baker will shortly open the 
New York office of Texas City Refin- 
ing Co. as sales representative. Baker 
was associated with Pure Oil Co. in 
Chicago for over 36 years, the last 14 
as petroleum products buyer and chief 
contact man between Pure and refiners 
in the Chicago area. He helped open 
Pure’s first Chicago office. 

e 


Poorman 


Dyer W. Ramsey, Jr., is new co- 
ordinator of marketing activities for 
Standard Oil Co. (New Jersey). Ram- 
sey joined Jersey Standard in 1928 
and was appointed deputy marketing 
co-ordinator in 1954; he succeeds 
William R. Stott, recently elected a 
director of the company. Harold G. 
Mangelsdorf, a director of Esso Stand- 
ard Oil Co., Jersey’s marketing affili- 
ate, has been named full-time chairman 
of the parent company’s advisory com- 
mittee on human relations. 

Glenn W. Poorman has been elected 
a vice president of Esso; he will con- 
tinue as contact for the company’s 
supply and transportation groups on 
the board of directors. He served as 
manager of wholesale marketing from 
1948 through 1950 and was elected a 
director in 1954. 

* 

Don H. Miller is the new assistant 
to Jess Knowles, vice president in 
charge of marketing for Skelly Oil Co. 
Miller will continue to serve as Skelly’s 
wholesale sales manager, a position he 
has held for the past three years. 

e 


P. L. Morell has been appointed 
manager of the national sales division 
of The Texas Co., with headquarters 


in New York City. C. R. Frohlin 
moves from the position of assistant 
sales manager, central territory, Chi- 
cago, to Morell’s former job of New 
York division manager. J. K. Pannell, 
former assistant manager (sales pro- 
motion), northern territory, has been 
appointed assistant division manager, 
Buffalo. 
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was subsequently appointed vice presi- 
dent and general manager of Tide- 
water’s eastern division. He is the 
former executive vice president of 
Pacific Western Oil Corp., Los An- 
geles. 

Robert Metcalfe has been named 
manager of retail sales for the eastern 
division. Joe W. Perry was promoted 





° from retail sales supervisor, Middle 

George F. Getty, II, was elected to Atlantic district, to manager of the 
Tidewater Oil Co.’s board of directors New York marketing district; A. Rich- 
at the company’s annual meeting, and ard Senftleben has been named New 
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England district manager; Frank A. 
Guerin takes Perry’s old position; 
Charles H. Blackburn becomes zone 
supervisor for the Western Middle 
Atlantic zone; Jerome W. Hannigan 
was appointed Pittsburgh sales super- 
visor; and Albert W. Baxter is sales 
supervisor for Tidewater’s newly ac- 
quired Federalsburg, Md., territory. 
= 

Clyde W. Port is the new southwest 
division manager for General Petro- 
leum Corp., Socony’s West Coast affili- 


ate. He succeeds Everett M. Gray, who 
resigned to pursue his interest in em- 
ploye and industrial relations. Port was 
manager of the company’s retail mer- 
chandising department. 

* 

Paul H. Boyd, former Los Angeles 
district sales manager for Union Oil 
Co. of California, has been selected to 
run the company’s new Eastern mar- 
keting headquarters in Philadelphia. 
Boyd’s predecessor, with the title of 
manager, Eastern continent territory, 
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was C. Haines Finnell, who has been 
named director of advertising and 
public relations for Union in Los An- 
geles. 
e 
I. H. Dawes, vice president of Clark 
Oil & Refining Corp., Milwaukee, was 
elected chairman of the Wisconsin Pe- 
troleum Industries Committee, suc- 
ceeding A. G. Hoye, state manager for 
The Texas Co. 
e 
J. Michael Esdaile has been ap- 
pointed vice president and general 
sales manager of Champlain Oil Prod- 
ucts, Ltd., Montreal. He was formerly 
Montreal district manager and vice 
president. 
o 
Kenneth H. 
Dickson of Ure- 
gas Service, Inc., 
Moberly, Mo., is 
the new president 
of Liquefied Pe- 
troleum Gas Assn. 
A former first 
vice-president of 
LPGA, Dickson 
succeeds C, J. 
McAllister of 
Waldorf, Mad. 
Talmage Lovelady of Worland, Wyo., 
was elected first vice president, and 
Arthur E. Bone of Malvern, Pa., sec- 
ond vice president. All have been LP- 
gas marketers for many years. Harry 
E. Newell, veteran LP-gas safety 
standards authority, received a Distin- 
guished Service Life Membership and 
the Seley Award at the 25th annual 
LPGA convention in Chicago in May. 


LPGA has also announced the ap- 
pointment of Moylan E. Brown as sec- 
retary for its east central district, with 
headquarters in Harrisburg. He suc- 
ceeds William H. Plank, who resigned 
in March. 


Dickson 


C. A. Chipman, independent pro- 
ducer of Bolivar, N. Y., has been elect- 
ed to his fourth term as president of 
Pennsylvania Grade Crude Oil Assn. 
Others re-elected include George J. 
Hanks of South Penn Oil Co., Oil City, 
Pa., and A. C. Simmons of Simmon 
Oil Corp., Bradford, Pa., as vice presi- 
dents; Fayette B. Dow of Washington, 
D. C., vice president and general coun- 
sel; Samuel Messer of Quaker State Oil 
Refining Corp., Oil City, Pa., tteas- 
urer; F. W. Alcorn of Pennzoil Div. 
South Penn Oil Co., C. G. Johnson 
of Quaker State Oil Refining Corp., 
and C, L. Suhr of South Penn Oil Co., 
assistant treasurers; and W. C. Wenzel, 
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executive manager. K. R. Cochran of 
Bradley Producing Corp., Wellsville, 
N. Y., was named to the board of di- 
rectors, succeeding G. W. Holbrook 
of the same company. 

® 

New officers have been elected for 
Petroleum Industries Committees in a 
number of states. Alabama PIC has 
named J. C. Barry, Standard Oil Co. 
of Kentucky, Birmingham, chairman, 
and Silas W. Davis, Arkansas Fuel Oil 
Corp., Birmingham, vice-chairman. 

Dan Lee Grant takes over as execu- 
tive secretary of Georgia PIC on the 
retirement of Neil W. Printup, who 
held the post for 23 years. In Maine, 
Charles 8. Austin, The Texas Co., 
Portland, is the new chairman, and 
John G. Ronayne, Esso Standard Oil 
Co., is vice chairman. William D. 
McClure, The California Co., Lincoln, 
has been elected chairman of Nebraska 
PIC. 

John C. Dial, Pure Oil Co., Atlanta, 
is the new chairman of Georgia PIC, 
succeeding G. Everett Millican, Gulf 
Oil Corp., who becomes first vice 
chairman. J. C. Taylor, Arkansas Fuel, 
is second vice chairman. C. T. Ade, 
Jacksonville, was elected chairman of 
Florida PIC, with S. A. Gervin, Shell 
Oil Co., Jacksonville, as vice chair- 
man. 

F. J. Morrison, Shell treasury man- 
ager in Boston, heads the Massachu- 
setts group, with T. J. McGrath, Cities 
Service Oil Co., as vice chairman. 
Edwin C. McManus, Phillips Petro- 
leum Co., Salt Lake City, is chairman 
of Utah PIC, assisted by Howard 
Pugh, Tidewater Oil Co., vice chair- 
man, and Frank L. Kirkham, General 
Petroleum Corp., secretary. In Tennes- 
see, Calvin Houghland, Direct Oil Co., 
is the new chairman, and W. H. 
Shelley, Texaco, is vice chairman. Wis- 
consin PIC elected I. H. Dawes, Clark 
Oil & Refining Co., as its new chair- 
man. 

Russell E. Watson became executive 
secretary of New York PIC last month 
when E. D. Cray retired after 18 years’ 
service. B. C. Astrup, Shell Oil Co., 
and R. L. Brickey of Esso were re- 
elected chairman and vice chairman, 
respectively. Brickey was _ recently 
named manager of Esso’s New York 
division, after 12 years as assistant 
manager; he succeeds Walter F. Spath, 
who has joined the marketing co-ordi- 
nating department of the parent Stand- 
ard Oil Co. (New Jersey). 

a 

A. A. Corona, vice president of 
American Oil Co., heads a new supply 
and transportation department with 
greater responsibilities. As part of the 
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OHI Presents Igniter, Aladdin Awards 


James E. Dyer, president of Sinclair 
Refining Co., heads this year’s list of 
Igniter Award winners for outstanding 
work in behalf of Oil-Heat Institute of 
America’s distribution division. He re- 
ceived his award for reviving major- 
company interest in heating oil, which 
he calls the “product that holds most 
promise for future profits and which 
has long been overlooked and under- 
rated.” 

Harry Schwartz, president of Para- 
gon Oil Co., giant independent fuel 
oil marketer in the New York area, 
received an Igniter Award for his oil- 
heat personnel education efforts in 
New York City high schools. Other 
winners were Ernest L. Fentress, E. L. 
Fentress Co., Norfolk, Va., for his 


work in organizing oil-heat groups in 
his area; Jack Becker, Becker Marsden 
Co., St. Louis, for his interest in smoke 
abatement; and Frederick Griffin, Grif- 
fin Fuel Co., Seattle, for his efforts to 
improve customer service in the Pacific 
Northwest. 

OHI’s Aladdin Lamp award winners 
this year include George Hochstein, 
Heil Co., Milwaukee, president of 
OHI; Stanley Czarnecki, Eddington 
Metal Specialty Co., Eddington, Pa., 
chairman of the accessory division; 
J. Verne Resek, Cleaver-Brooks Co., 
Milwaukee, chairman of the commer- 
cial-industrial section; and Herbert M. 
Spade, E. Robison Inc., Hartsdale, 
N. Y., outgoing distribution division 
chairman. a 





expansion, Sam H. Casey becomes 
Amoco’s first general manager of sup- 
ply and transportation. He had held a 
similar post with Pan-Am Southern 
Corp. 

Harold R. Thomas and Frank W. 
Carl have been named superintendents 
of Amoco asphalt terminals at Albany, 
N. Y., and Panama City, Fla., respec- 
tively. 

e 


John Harper, president of Harper 
Oil Co., New York City heating oil 
jobber, has accepted the chairmanship 
of the petroleum and coal division of 
the Greater New York Fund, the city’s 
hospital and welfare drive. 


Fred Heaney (see p193) takes over 
as new chairman of the distributive 
division of OHI. Delegates named as 
vice-chairmen: Tim R. Loizeaux of 
Union County, (N. J.) Oil-Heat Assn., 
East; William Raith of OHI of St. 
Louis, Midwest; and Henry Auld of 
OHI of Oregon, Far West. 

Filling the newly created posts of 
regional chairmen and members of the 
OHI board (see p151) are C. Everett 
Elliot of New England OHI, New 
England; Harry Magee of Greater 
Philadelphia Fuel Conference, Middle 
Atlantic; J. Dumaresq of North Caro- 
lina Oil Jobbers Assn., South Atlantic; 
Stewart Pirie of OHI of Detroit, Great 
Lakes; Henry Daugherty of Tennessee 
Oil Men’s Assn., South Central; C. 
Ralph Rudolph of OHI of Southern 
Idaho, Mountain; and Frederic Griffin 
of OHI of Washington, West Coast. 

Heaney and Loizeaux are the mar- 
keting unit’s members on the execu- 
tive committee. Elected to represent 
the manufacturing division on the 
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same committee were Paul K. Addams 
of Fitzgibbons Boiler Co., New York 
City; R. F. Hertel of General Electric 
Co., Bloomfield, N. J.; Robert Lucas 
of Toridheet Div., Cleveland Steel 
Products Co., Cleveland, Ohio; and 
G. M. Marin of Sun-Ray Burner Man- 
ufacturing Corp., Jamaica, N. Y. Ac- 
cessory division men on the executive 
committee are Stanley Czarnecki of 
Eddington Metal Speciality Co., Ed- 
dington, Pa.; and C. W. Lang of the 
Hydraulic Div., Sundstrand Machine 
Tool Co., Rockford, Ill. 

Directors named George Hochstein 
of the Heil Co., Milwaukee, as OHI 
president for a second term. Cy T. 
Burg of Iron Fireman Manufacturing 
Co., Cleveland, and Preston G. Crewe 
of Webster Electric Co., Racine, Wis., 
were re-elected vice presidents. J. 
Verne Resek of Cleaver-Brooks Co., 
Cleveland, was elected to his first term 
as vice president, succeeding Claude 
A. Potts, formerly with U. S. Machine 
Div., Stewart-Warner Corp. 

All OHI staff officers were renamed 
to their posts. They include Ralph H. 
L. Becker, managing director and 
secretary-treasurer; David Bottrill, 
technical committee secretary; C. H. 
Pesterfield, commercial-industrial sec- 
tion secretary, and Charles Burkhardt, 
distribution division secretary. 


W. B. Lawrence has bought Mus- 
tang Oil Co., Onyx Refining Co. job- 
bership in Brady, Tex., and Harlan 
Mason is back with the Mason Oil Co., 
Sinclair Refining Co. jobbership in 
Brownfield, Tex. 

a 

R. Anderson is the new manager of 

the supply division and refinery sales 
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for Royalite Oil Co., Ltd., of Canada. 
J. C. Ames, Royalite manager of mar- 
keting, has taken over the company’s 
direct marketing in the Western Prov- 
inces. Staff changes under him include 
the appointment of A. E. Meyer as 
sales manager; John Seibel, Saskatche- 
wan district manager, Regina; W. G. 
Helmsing, Saskatchewan district sales 
manager, Regina; E. S. Dent, British 
Columbia district manager, Vancouver. 
e 

Powell O. Morgan is manager of 
Kerr-McGee Oil Industries’ new sales 
office in Little Rock, Ark. The office 
will handle marketing in Arkansas, 
Tennessee and northern Mississippi. 
James C. Tillery of Nashville will help 
handle sales of Kerr-McGee products 
in Tennessee and Mississippi. 

e 

W. A. Burnett, distribution super- 
intendent of Shell Oil Co.’s New York 
division, has been appointed manager 
of the fleet division, marketing dis- 
tribution, in Shell’s head office. He re- 
places J. M. McGinnis, who becomes 
operations manager for the Boston di- 
vision. W. L. Shaw, Boston operations 
manager, moves to the same job in Los 
Angeles, replacing C. P. Woodward. 
Milton E. Beatty has been named 


manager of the Fargo, N. D., -sales 





























retail manager of Shell’s Michigan di- 
vision, succeeding the late William 
Penman. 
e 

Henry J. Muller is the new manager 
of Socony Mobil Oil Co.’s central 
region, with headquarters in Chicago. 
He succeeds H. T. Ashton, who is re- 
tiring after 43 years in the oil industry. 
Muller started with Socony in 1912 
as a messenger boy. He was White Star 
division manager in Detroit from 1946 
to 1955, when he became assistant 
manager of the central region. 

+ 

Roy F. Wilson has been named 
manager of the Des Moines sales divi- 
sion of Standard Oil Co. (Indiana). He 
replaces Robert T. Kinneman, who has 
retired after 37 years’ service with the 
company. Lawrence B. Kelly moves 
from Omaha to replace Wilson at 
Mason City, Iowa, and Theodore F. 
Garty goes from manager at Evans- 
ville, Ind., to be manager at Omaha. 

A. C. Bradley is Indiana Standard’s 
new Sales division manager at Decatur, 
Ill., succeeding H. L. Poole, who has 
retired. Standard has also announced 
the appointment of Russell B. Thorson 
to succeed the late A. H. Worrall as 


division. Elliott R. Rosenberger follows 
Thorson as assistant manager-con- 
sumer in Fargo, and Donald E. Alex- 
ander takes Rosenberger’s old job as 
assistant manager-reseller. 

Leslie P. Waugh has been appointed 
city manager of Standard’s Lansing, 
Mich., operations. He was formerly 
sales and operations supervisor there. 

e 

A. J. McNay has been elected chair- 
man of the OIIC’s newly created edu- 
cational advisory council. He is super- 
visor of the education and motion 
picture sections of the public relations 
department, Standard Oil Co. of Cali- 


fornia. 
= 


Charles W. Chapman has resigned 
as executive secretary of National Oil 
Jobbers Council to do budget work 
for the Navy Department’s Bureau of 
Medicine and Surgery. A former ac- 
countant for the District of Colum- 
bia, Chapman says he moved from 
NOIC to the Navy because “it looked 
like a better opportunity in the long 
run.” 

e 


Robert L. Kidd will succeed the late 
S. B. Irelan (see next page) as president 




















BIRMINGHAM TANK COMPANY 


THE INGALLS IRON WORKS COMPANY 
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Birtanks are 


{/ delivered direct 
to the job site from the 
Sy Birmingham fabricating 
plant on specially-built 


\ trailers. There’s no fuss or 


bother about transportation 
problems and you get fast, non- 

stop delivery. The next time you 
order tanks, get Birtanks delivered 
direct to the job. 


Division of 


MAIN OFFICE: Birmingham, Ala. 


SALES OFFICES: New York, Chicago, Pitts- 
burgh, Houston, Atlanta, New Orleans 


























of Cities Service Oil Co. (Delaware), 
with headquarters in Bartlesville, Okla. 
He will be replaced as president of 
Arkansas Fuel Oil Corp., another 
Cities Service subsidiary, by J. E. 
Heston. 

° 


Alfred Brown, former vice president 
and director of Hudson Oil Co., New 
York, is now in charge of New York 
sales and trading for Commerce Oil 
Corp., Warren, Pa. 


Edward Shell, executive secretary 
of the Detroit Fuel and Supply Co., 
Detroit, has been elected president of 
the City’s civil service commission. 


& 

J. S. Leach, chairman of the board 
of The Texas Co., will retire from ac- 
tive service on October 1. He will be 
succeeded as chairman and chief ex- 
ecutive officer by Augustus C. Long, 
president of Texaco since 1953. James 
W. Foley, executive vice president, will 
become president on the same date. 


Armed Services Petroleum Purchas- 
ing Agency has some new faces, fol- 
lowing the recent departure of director 
Col. Arnold Gilliam. One old hand 
who’s continuing—and celebrating his 
30th anniversary with the government 
—is Robert Ryan, civilian chief of 
distribution, thought of by many as 
“Mister ASPPA.” 

The new personnel: Capt. Carl G. 
Drescher, USN, director; Capt. Charles 
A. LaFarge, USN, deputy director and 
purchase division chief; Col. Heinz 
Weissman, USA, assistant director and 
chief of distribution division; Lt. Col. 
John F. McCrady, USAF, assistant 
director; Lt. Col. Gerald O. Taylor, 
USAF, special assistant to director; 
Lt. Col. J. J. Imhoff, USA, manage- 
ment branch chief; Cmdr. Harold H. 
Blackman, USN, purchase division; 
Cmdr. S. A. MacCaffray, distribution 
division; Lieut. (jg) William Whalen, 
technical information officer. 


Deaths... 


Singer B. Irelan, 67, president of 
Cities Service Oil Co. (Delaware), died 
in New York on June 18 after a brief 
illness. He had been with the Cities 
Service organization since 1909 and 
was a director of the parent company 
and several subsidiaries. A graduate 
of Purdue University, Irelan received 
the honorary degree of Doctor of En- 
gineering there in 1951. 

e 


H. H. Brereton, 61, comptroller of 
California Oil Co., died at his home in 
Woodbridge, N. J., on June 10. He 
joined Standard Oil Co. (California) 
in 1921 and became secretary, treas- 
urer and a director of the subsidiary 
company in 1945. He was appointed 
comptroller in 1952. 

* 

Henry Geerlings, 48, of Geerlings 
Bros. Oil Co., Zeeland, Mich., was 
drowned in a swimming accident June 
21 in the Tahquamenon River at 
Eagle’s Nest, Mich. He and his wife 






about oil people —J)\ 


were trying to save their two daughters, 
who had been carried beyond their 
depth by the current; Mary Ellen, 10, 
was drowned with her father, but Mrs. 
Geerlings succeeded in saving Grace 
Ann, 12. Geerlings was president of 
the Zeeland Board of Education. 
. 

Charles F. Felton, Sr., 58, died in 
his sleep June 16. He was sales man- 
ager of Franklin Creek Refining Co., 
a subsidiary of L. Sonneborn Sons, 
Inc., and had been with the company 
for 20 years. a 
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Roll-A-Way 
Base Optional 


BB coars 


TIREMAN 


D-D (DOUBLE-DUTY) MODEL 









age. 





SPECIALISTS IN TUBELESS TIRE SERVICE & REPAIR EQUIPMENT 


$ | 1 950 PAID 


JUST 





» LOOSENING BEADS 





Wide, 


Polished rollers and firm lever ac- 
tion roll beads off rim without dam. 
Whitewalls remain whitew 


Mounting is also done with.” ap- 
proved roller action. 


of damaging beads is. eliminated, 


WILL HANDLE ALL SIZES AND TYPES j 
OF CAR AND LIGHT TRUCK RIMS, IN- 
CLUDING NEW 14-INCH WHEELS. 





bd REMOVING TIRE 


leading 
...the field 









AND IT'S EASY TO SEE WHY. 
THREE BASIC ENGINEERING PRIN- 


CIPLES PUT THE NEW COATS TIREMAN 
(MODEL D-D) IN A CLASS BY ITSELF! 


steel arcs permit increased 

pressure over a wide area to loosen 
beads quickly, 
must for tubeless tires, best for conven- 
tional tires. 


gently and safely. A 


Any chance 








ey «THE TIREMAN 
JUNIOR 

Feonomical, rugged 
and fast, this. new 
Tireman Junior will 
handle all the work 
done by costlier Ma- 
chines, Write for De- 
tailed Information, 


E MOUNTING TOP BEAD 


JACK P. HENNESSY COMPANY, INC. 


Manufactured by COATS COMPANY 


FORT DODGE, IOWA 
PIONEERS IN 
TUBELESS TIRE SERVICE EQUIPMENT 


WESTERN DIVISION OFFICES 
3453 Cahuenga Boulevard 

Los Angeles 28, California 
MID-WEST OFFICES — Chicago, Ill. 
244 E. Pearson St. 


GENERAL OFFICES: 12 DEPOT SQUARE, ENGLEWOOD, N. J. 


































COMING 


MEETINGS 





AUGUST 1956 
Liquefied Petroleum Gas Assn., annual 


West Coast regional convention, 
Sheraton Palace, San Francisco, 
Aug. 5-7. 


Society of Automotive Engineers, na- 
tional West Coast meeting, Mark 
Hopkins Hotel, San Francisco, Aug. 
6-8. 

South Carolina Oil Jobbers Assn., Fort 
Sumter Hotel, Charleston, Aug. 
13-14. 

National Congress of Petroleum Re- 
tailers, annual meeting, Shoreham 
Hotel, Washington, D. C., Aug. 
19-24. 


SEPTEMBER 1956 


Intermountain Oil Jobbers Assn., an- 
nual meeting, Challenger Inn, Sun 
Valley, Idaho, Sept. 7. 

Packaging Institute, annual meeting, 
Statler Hotel, Cleveland, Sept. 10-12. 

Society of Automotive Engineers, na- 
tional tractor meeting and produc- 
tion forum, Hotel Schroeder, Mil- 
waukee, Sept. 10-13. 


h 
Only EV E R-Tl T E ode c Tolings 


















can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak SI il 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 







Extra 
Hi-Strength Stainless 
forged Steel pins + 
handles —greater 
—greater safety and 
economy longer 
service 


Uniform heavy wall thickness 


—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


202 


Superior quality 


Mississippi Oil Jobbers Assn., jobber 
management institute, University of 
Mississippi, Oxford, Sept. 11-12. 

National Petroleum Assn., 54th annual 
meeting, Traymore Hotel, Atlantic 
City, Sept. 12-14. 

Packaging Institute, petroleum packag- 
ing committee, Palmer House, Chi- 
cago, Sept. 13-14. 

Ghio Petroleum Marketers, Inc., fall 
conference and golf tournament, 
Sheraton-Mayflower Hotel and Fair- 
lawn Country Club, Akron, Sept. 
18-19. 

Colorado Petroleum Marketers Assn., 
annual meeting, Colorado Hotel, 
Glenwood Springs, Sept. 19-20. 

Oil-Heat Institute of America, Grove 
Park Inn Hotel, Asheville, N. C., 
Sept. 19-21. 

Florida Petroleum Marketers Assn., 
Fontainebleu Hotel, Miami Beach, 
Sept. 20-21. 

Western Petroleum Refiners Assn., 
Henning Hotel, Casper, Sept. 20-21. 

Kentucky Petroleum Marketers Assn., 
Phoenix Hotel, Lexington, Sept. 
20-22. 


i 
: 






—precision machined 
—accurate tolerances 








Michigan Petroleum Assn., semi-an- 
nual meeting. Grand Hotel, Mack- 
inac Island, Michigan, Sept. 21-22. 

National Assn. of Oil Equipment Job- 
bers, annual meeting, William Penn 
Hotel, Pittsburgh, Sept. 23-25. 

Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 
23-25. 

American Society of Mechanical En- 
gineers, Petroleum Division, Statler- 
Hilton Hotel, Dallas, Sept. 23-26. 

Independent Oil Compounders Assn., 
annual meeting, Bismarck Hotel, 
Chicago, Sept. 24-25. 

South Dakota Independent Oilmen’s 
Assn., Marvin Hughitt Hotel, 
Huron, Sept. 25-26. 

Georgia Oil Jobbers Assn., Inc., Look- 
out Mountain Hotel, Lookout 
Mountain, Ga., Sept. 28-29. 


OCTOBER 1956 


Virginia Petroleum Jobbers Assn., 
Roanoke Hotel, Roanoke, Oct. 8. 
American Society of Lubrication En- 
gineers, annual meeting. Chalfonte- 
Haddon Hall, Atlantic City, Oct. 

8-10. 

Virginia Oil Men’s Assn., semi-annual 
meeting. Roanoke Hotel, Roanoke, 
Oct. 9. 

Society of Automotive Engineers, na- 
tional transportation meeting. Hotel 
New Yorker, New York, Oct. 10-12. 

Arkansas Independent Oi! Marketers 
Assn., annual meeting, Hotel La- 
Fayette, Little Rock, Oct. 11. 

Tennessee Oil Men’s Assn., annual 
meeting, Noel Hotel, Nashville, 
Oct. 14-16. 


Mississippi Oil Jobbers Assn., annual 
meeting, Buena Vista Hotel, joint 
convention with Alabama Petroleum 
Jobbers Assn., Biloxi, Oct. 14-16. 


North Carolina Oil Jobbers Assn., an- 
nual meeting, The Carolina Hotel, 
Pinehurst, Oct. 14-17. 

Indiana Independent Petroleum Assn., 
Inc., annual business meeting, 
Severin Hotel, Indianapolis, Oct. 
17-18. 

West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, 
Charleston, Oct. 18. 

Western Petroleum Refiners Assn., 
Rufus Garret Hotel, El Dorado, 
Oct. 18-19. 

Empire State Petroleum Assn., Hotel 
Concord, Lake Kiamesha, Monti- 
cello, Oct. 21-24. 

Pennsylvania Petroleum Assn., jobber 
management institute, Pennsylvania 
State University, State College, Oct. 
22-23. 


(More October meetings next month) 
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CLASSIFIED 








UNDISPLAYED RATE 
$1.50 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line. (See { on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 
PROPOSALS, $1.50 cents a line an insertion. 


Send NEW ADVERTISEMENTS to Cansliied Advertisin 


INFORMATION: 


BOX NUMBERS count one additional line in 
undisplayed ads. 

DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 
AN ADVERTISING INCH is measured 7% inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


CTION CLOSES August 10th for September 


DISPLAYED RATE 


The advertising rate is $14.50 per inch for 
Equip t and B Opportunity advertis- 
ing appearing on other than a contract basis. 
Contract rates quoted on request. 

Employment opportunities — $15.65 per inch. 
subject to Agency Commission. 





Division, NATIONAL PETROLEUM NEWS, P.O. Box 12, New York 36, N. Y. 














FOR SALE—MAJOR BRAND JOBBING OPERATION 
in a fine Wis. community. Includes 2 modern 
stations, bulk plant and all operating equipment. 
Sales $215, 427, gallonage 745,000. Will produce 
$21,000 ne 
FEDERATED PETROLEUM, 
Mel Putnam, 


3230 University, Madison, Wis. 

















REPLIES (Box No.): Address to office nearest you 
c/o this rT ah Classified Adv. Div. 
NEW YORK: 


Box 12 (36) 
CHICAGO: $20 N. Michigan Ave. (11) 


SAN FRANCISCO: 68 Post St. (4) 


LITEM OVMENT 


iti Vacant 


























Executive Op ortunity: — Expanding corporation 
in Southern Illinois needs. experienced man with 
sales or administrative ability to assume re- 
sponsible position. Must be capable of planning, 
organizing work and directing others. College 
training or equivalent in experience is valuable. 
Permanent position with excellent starting salary, 
many benefits and assurance of salary increases. 
Write full qualifications — age, experience, etc. 
at once to P-2064, National Petroleum News. 





Wanted: — Experienced Service station super- 
visor for large independent oil company in 
Florida. Give qualifications, references, and salary 
expected in first letter. P-1865, Nationa] Petro- 
leum News. 


UEQUWPMENT:-used-surplus 


For Sale 























Mailing Lists of oil industry. Write for catalogue. 
= Industry Mailing List Co., Box 2603, Tulsa, 


H/ BUSINESS’ OPPORTUNITIES 


Bulk Oil Plants— Propane Gas Plants — Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Small Ind dent distributor now doing 
three million gallons per year located in deep 
South needs experienced bookkeeper immediately. 
Will sell interest to right man who can assume 
efficient control of accounting. BO-2120 National 
Petroleum News. 

















Major oil distributorship. Gas and fuel oil volume 
over 3 million gallons annually. In most expand- 
ing area in New York State. You can net over 
$50,000 annually from start. Potential unlimited. 
Requires $150,000 cash. BO-1466, National Petro- 
leum News. 





For Sale in Oklahoma: — Oil Compounding-Blend- 

ing Plant with land, plant facilities, machinery 

and equipment. Ideal location—two railroads, two 

freight lines. Three well advertised trade-mark 

brands of oil and an established brand of per- 

manent antifreeze. BO-2090, National Petroleum 
ews. 


Want to buy small independent oil pany 
Prefer northern Indiana or southern Michigan. 
Please write full details to BO-2357, National 
Petroleum News. 











EQUIPMENT JOBBER BUSINESS 
FOR SALE 


Jobbers for O P W, Gates Rubber, Kiddie Fire 
, Roper Pumps, White-Way Li ghting, Bowser 
Pumps & Meters, Joyce-Cridiand Holst and others 
with authorized service on the al We have two 
good service trucks and our shop is the best equipped 
in a city of over 200,000 in the middle west. We do 
all types of installation work and service work both in 
and outside our shop. In the shop we repair all types 
equipment including complete truck tank repairing 
and rebuilding oy welding. punta estab. in 1939 
grossing 60,000 to 70,000 dollars per year. Will sell 
stock at cost ay 5%, tools and equipment at a fair 
price, the entire business goes with sale. Reason for 
Selling, other business and leaving this area. 


BO 2209 National Petroleum News 
520 N. Michigan Ave., Chicago 11, III. 











SEOLELSELESESESEESESEESESS” 


TANKS 


8 Vertical 18’ Diameter x 30’ 
2 Vertical 50’ Diameter x 30’ 
4 Vertical 28’ Diameter x 19’ 6” 
5 Vertical 60’ Diameter x 30’ 


Were Used for Molasses Storage 
Ideal for Liquids or Grain Storage. 
Located in Philadelphia 


H. LOEB & SON 


4643 Lancaster Ave., Philadelphia 31, Pa. 
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For Sale 


Barge Unloading Pump 
5’ Viking Pump, Internation P-12 Engine Mounted 
integral on skid base. Both Engine G Pump in 
good Condition. 
HOME OIL TERMINAL COMPANY 
Box 397 Henderson, Ky. 








TANK TRAILERS 
1—4000 gallons, 6 compartment DBH with meter and 
carrying boxes, perfect condition 
i—5600 to 6100 gallon Trailmobile and Fruehauf, 
3 compartment trailers—tandem 1.C.C. 
i—5000 gallon, 1947, Fruehauf— 
Tandem—1!.C.C. 


BRUCE E. HACKETT CO. 
621 West 58 St., Kansas City, Mo. 


compartment, 








4 Fowser Bulk Plant 4-inch Line 
Capacity 100 Gallons. Like New. 
$500.00 Each. 


Crown Petroleum Corporation 
92 Walnut Street 
Hartford, Connecticut 








TANK. TRAILERS 


20 to 25 used semi-trailer steel tank units, 3925- 
gal, 6-compt. Good condition, presently in service 
Phila., Pa. area. Available for inspection. 


FS 2342 Nat. Pet. News 
Class Adv. Div. P.O. Box 12, N.Y. 36, N.Y. 











USED TRAILER 
TANK BARGAINS 


1945 Quaker 5000 gallon, 3-compartment, 
single axle trailer, #K119, $875. 


1946 Butler 5800 gallon, 3- gece 
tandem axle, #M-233, $2100 


1947 Butler 5200 gallon, 5 -conpeithent, 
tandem axle, #M226, $2200. 

1948 Heil 4500 gallon, one-compartment, 
single axle trailer, #K139, $1375. 

1948 Fruehauf 4430 gallon, one-compart- 
ment, single axle trailer, #K148, $1375. 

1948 Fruehauf 5750 gallon, 3-compartment, 
tandem axle #M286, $2700. 

1949 Fruehauf 4545 gallon, one-compart- 
ment, single axle trailer, #K159, $1500. 


1950 Fruehauf 5500 gallon, 3-compartment, 
tandem axle, #K226, $2800. 


1950 Trailmobile 4580 gallon, one-compart- 
ment, single axle trailer, #K174, $1675. 


1950 Heil 4600 gallon, one-compartment, 
single axle trailer, #K178, $1675. 


1950 Fruehauf 7200 gallon, 3-compartment, 
tandem axle, #M296, $3100. 

1950 Heil 4610 gallon, one-compartment, 
single axle, #K181, $1675 

1948 Butler 5000 —, aaa 
tandem axle, #8400, 

1951 Fruehauf 7200 wag oe quupertnast, 
tandem axle, M297, $3300. 

Choice of many others. 


Wire, phone collect or write 


BUTLER 
MANUFACTURING COMPANY 


Dept. A 7400 East 13th Street 


Kansas City 26, Mo. 
Phone: BEnton 7400 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer —- Cheaper 
Other Tanks Too 
8,000 and 10,000 Gal, Cop. 
F an ap 

Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt 7-8090 
New York 7, N. Y. 
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ADVERTISERS 


This index is published as a conven- 
ience. Every care is taken to make it 
accurate, but NATIONAL PETROLEUM 
News assumes no responsibility for 
errors or omissions. 
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DOUBLE YOUR VOLUME POTENTIAL 


without adding to space 


TOKHEIM MODEL 325 


PARKWAY 


“best of the dual dispensers” 


If you’re hemmed in without hope of more space, and 
can look forward to only a piddling growth, PARKWAY 
is good news for you. Because PARKWAY serves two 
cars at once, you can speed traffic flow, get them in and 
out faster, actually double your volume potential without 
longer hours or adding one foot to station area. PARK- 
‘WAY is the ideal pump where space is limited and traffic 
heavy—a wonderful pump for any location. See it soon. 
Call your Tokheim~representative. Write for literature. 
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TOKHEIM CORPORATION 


OKHEIM Designers and Builders of Superior Equipment 


FORT WAYNE 1 Since 1901 INDIANA 





GASOLINE PUMPS _ 

Subsidiaries: Tokheim N.V., Leiden, Holland— GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
There sno substitute In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont 


for TOKHEIM QUALITY! 





TO MEET YOUR CUSTOMERS’ REQUIREMENTS... 


SUN NAPHTHENIC OILS 
AVAILABLE IN FOUR COLORS © 


complete range of viscosities 


No matter which color you need 
for your individual customer require- 
ments, these naphthenic lubricating 
oils are all naturally low in carbon- 
forming tendencies. 


Used as base blending stock, 
these Sun naphthenic oils are suitable 
for high compression engines where 
carbon build-up must be kept toa 
minimum. They also have many uses 
in specialized applications, and are 
excellent for grease manufacture. 


For complete information about 
Sun Oils, see your Sun representa- 
tive. Or write for Product Informa- 
tion Bulletin WI, Sun Ort Company, 
Philadelphia 3, Pa., Dept. NP-8. 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY 


PHILADELPHIA 3, PA. 
IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





